U.S. POSTAL
BULK RATE PAID

Norm Cates PERMIT #3592
ATLANTA, GA

=Club Insider

The Pulse of the Health, Racquet & Sports Club Busmess

©

VOLUME VI NUMBER 11

NOVEMBER 1999

K ﬂy de Leede
Club Industry Super Star!



Watch what happens when you
make exercise entertaining.

Members flock in.

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

less than 3 months...”
Charley Swayne, Owner, Valley View Fitness and Racquet Club

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

e Wireless Exercise Enterfainment

* Superb Stereo Digital Sound

* A Full Range of Systems
* Easy Installation CARDIO(%WQ
. LOW i‘-'luinfenunce EXERCISE THE BODY, ENTER‘TA[’N THE MIND.™
* 3-Year Warranty 1-800-CARDIO-1 * 678-686-4700 * www.cardio-theater.com
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Club Industry Super Star!

summary might read like this:
“Tony de Leede has what 1 call
“The eye-of-the-tiger’ when it
comes to business; he is ‘cordially
intense’ and very dedicated to his
businesses. He is one of our
industry’s visionaries and thrives
on the variety of challenges of
successful growth. De Leede is
also one of the few in the indus-
try that ‘play on both sides of the

By Norm Cates, Jr.

Allanm, GA.- One great

thing about the health, racquet and
sportsclub industry is the wealth of
truly terrific entrepreneurs in the
business. Of all of the success sto-
ries in the club industry, Tony de
Leede’s story is clearly one of the

most interesting. ball’, competing as both a suc-
There are a number of fac-  cessful club developer/operator/
tors that have entered into de Leede’s  owner and as a successful supplier

portfolio of accomplishments. A forthe industry. And, de Leedeis

very well connected with the in-
dustry not just in the U.S., but
globally. He is always in touch
with what is going on worldwide
and has his ear to the ground for
new ideas and opportunities at all
times.”

And, it doesn't hurt that
Tony de Leede is a personable
fellow who ‘talks-the-talk and
walks-the-walk’ of our industry,
day in and day out.

Tony de Leede was
born in Sydney, Australia in
1953. He became a businessman

at age 12, as a stamp dealer buy-
ing and selling stamps. After that
beginning, at age 19, he started
what he describes as his first ‘real
business,” importing clothing
from Asia to Australia. He started
that business with his Mother,
Yvonne. He operated their ap-
parel business from age 19 to 27
and, after having done very well,
he decided to take a year off to
travel. In 1981, de Leede was
touring America when he came
to Atlanta, Georgia for a couple
of weeks. As many of us in At-

lanta have done, de Leede fell in
love with ‘the Southern style of
life’ here and, as they say, the rest
is history. One year after arriving
in Atlanta, he opened his first Aus-
tralian Body Works, an aerobic stu-
dio, in March of 1982. De Leede
recalls, “We were told Southern
women didn’t like to ‘sweat’ or
‘glow,” as they called it, but we
decided that sweating was good for
them. So we introduced ‘high-en-
ergy’ aerobics, instead of just the
leg-lifts and other fluff that they

(Sec de Leede page 4)

McCown Del.eeuw Announce
$900M Recapitalization

Holdings Asia (FHA) d/b/a 24
Hour Fitness under the new name
of Fitness Holdings Worldwide
(FHW). The new arrangement
was valued at $900 Million.

As part of the arrange-
FHW acquired Frank

McCown Deleeuw, a
New York based investment firm,
announced yesterday a recapitaliza-
tion and consolidation of Fitness
Holdings, Inc. (FHI), Fitness Hold-

ings Europe (FHE), and Fitness ment,

Leonesio’s 18 Q Clubs in six dif-
ferent states.

Mark Mastrov, Presi-
dent and CEO of FHW, noted:
“Our mission is to change lives
in the communities we serve by
helping people incorporate health

and fitness into their lives. With
FHW, we will be able to pursue
our mission on a global scale.”
Under the new arrange-
ment, FHW will own and oper-
ate 352 clubs serving 2.4-million
people with revenues in excess of

$650 million. FHW clubs include
254 in the U.S. (132 in California),
92 in Europe, and six

additional clubs in Singapore and
Hong Kong.
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ClubCorp Raises
$300 M For Expansion

On Friday, October

28,1999, Robert H. Dedman, Jr.,
Chief Executive Officer of
ClubCorp, announced the sale of
15% of the company to The Cy-
press Group for $300-million.
The purpose of the transaction,
said Dedman, was “to proactively
take advantage of the trend (lo-
ward industry consolidation)
through the growth of existing
properties and the acquisition of

others.”

The transaction is ex-
pected to close in 1999 and is
subject to customary regulatory
approval.

ClubCorp is the world’s
largest owner and operator of golf
clubs and resorts with assets of
$1.5-billion and an intemnational
collection of 230 premier prop-
erties, including Pinehurst, Mis-
sion Hills, the Firestone and the
Homestead. ClubCorp operates

approximately 100 athletic and fit-
ness centers worldwide, many of
them integrated with their premier
resort and golf club facilities.

The Cypress Group is a
New York-based private equity
firm that manages two funds with
more than $3.5-billion in commit-
ments, Cypress investments in-
clude: Cinemark USA, Amitrol
Holdings, Scotsman Holdings,
FNC Holdings and WESCO Inter-

national.
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de Leede...

continued from page 3

were doing. We did okay but we did
experience losses in the beginning
because | thought, ‘if we build it,
they will come,” which they didn't.
It took me a few years to really fig-
ure out how to market properly. |
spent more money on that club than
any I've built in the 18 years since
then! Shows you how much you
learn. Our first year we did less than
$200,000 in sales. 1 was teaching
eight to ten classes a week, (Tony
still teaches 3 classes per week) sell-
ing memberships, basically doing it
all.”

De Leede now has 22 lo-
cations, has signed 5 leases for new
clubs to be opened in early 2000 and
aspires to have 50 Atlanta locations
by the time he is 50 years old
(2003). De Leede’s Australian Body
Works chain will have nearly $18
million in revenues from nearly
40,000 members in 1999. 95 per-
cent of the ABW revenue is derived
from EFT monthly dues collections.
One very innovative thing de Leede
did a few years back was to split
his monthly dues accounts from
monthly to bi-weekly. He did that
for two reasons: (1) to respond to
the highly competitive Atlanta
market's largest competitors who
were selling deep-discounted mem-
berships and (2) to generate more
revenues from his existing member-
ship base. DeLeede is now convert-
ing his memberships back to
monthly dues as the local competi-
tors like Bally Total Fitness and
Crunch Fitness are increasing their
rates and are no longer deep dis-

counting their dues as heavily.

The Australian Body
Works clubs are typically 15,000
square-feet in size and now fea-
ture double CardioTheater® sys-
tems. They are all upscale and
very extensively equipped with
state-of-the-art cardio and
strength equipment, group exer-
cise classrooms with The STEP
and BODYPUMP, child care,
massage therapy, comfortable
locker rooms and a very unique
member service offering that de
Leede calls the ‘Video Wall.' The
Video Wall is a free video movie
service that members receive as
part of their membership. ABW
members take home a video
movie after working out, and as
long as the video is returned by
the next day, there is no charge.
A$1 per day rental is charged af-
ter the first free day, and de Leede
has found that the extra fees cover
all ongoing costs for video re-
placements for the Video Wall.
De Leede describes his Video
Wall offering as the second big
WOW factor in his clubs, just
behind CardioTheater.®

INNOVATIVE
HUMAN RESOURCE
and MEMBER
APPROACHES

Tony de Leede does a
lot of things very well, but what
he probably does the best is man-
age his staff. Over the years he
has developed a number of inno-
vative approaches to staff man-
agement that have paid off.

De Leede facilitates em-
ployee team building by holding

three “open discussion” manage-
ment meetings per week and
three “Steak & Beans” club team
competitions per year. Employ-
ees and instructors receive rec-
ognition and gifts/bonuses at an
annual awards night. And
deleede has been successful in
establishing and retaining a
strong “ownership mentality”
team of employees by sharing
monthly increases in revenues
with a large number of employ-
ees.

In 1995 de Leede cre-
ated an “At-home Membership”
as a service for members who
had decided to cancel their mem-
berships. This membership al-
lows the member to remain on a
semi-active status for a small
monthly fee. He also created a
‘Matinee Membership’ to pro-
vide reduced-fee membership for
club use during early afternoon
hours.

De Leede has built his
22-club chain with the help and
skills of a dedicated team of sea-
soned managers. David Gould,
Vice President Finance has been
with de Leede for 7 years. Janie
Wilson, Director of Public Rela-
tions, was Tony’s first member
18 years ago. Donna Riley, his
first employee, is now back with
the company. Ken Shook has
been with ABW 14 years; Mindy
Stritch has 12 years with the
company; David Morris, the key
construction man, has been on
board 12 years; and Area Direc-
tors, Brian Evces and John
Carsillo, have six to eight years
with deLeede. Barb Froh the
Human Resources Director, has
been with ABW for 8 years, and
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Wanda Sheets, in the accounting
office, has been with ABW for
12 years. All of these key people
have stock and share in ABW
profits.

BUILDING A
GREAT CLUB
CHAIN IS NOTALL
TONY de LEEDE
HAS BEEN UPTO!

Bui that’s not all

Tony de Leede has been up to.
In 1990 deLeede viewed the first
CardioTheater® exhibit at the
IHRSA Convention in Reno,
Nevada. Seeing Cardio Theater
caused deLeede to begin to think
keenly about the potential and
value of entertainment in health
clubs. He began to ask himself,
‘what do we need to do to make

the medicine [exercise] taste bet-
ter?’ De Leede contacted the
owner, David Tate, of the fledg-
ling CardioTheater® company,
which at the time had only 12 in-
stallations. De Leede struck a
deal with Tate and began to rap-
idly install CardioTheater® in all
of his Australian Body Works fa-
cilities in Atlanta, becoming
CardioTheater’s® largest cus-
tomer. He visited the manufactur-
ing facility of CardioTheater®,
which, at the time, was David
Tate’s garage in Portland, Oregon.
In late 1992 de Leede acquired 50
percent of the production com-
pany of CardioTheater® from
Tate and 100 percent of the world-
wide sales and distribution. De
Leede set up the CardioTheater®
sales and distribution offices in
Atlanta in 1993. Since that begin-
ning, CardioTheater® has been
installed in nearly 4,000 locations
worldwide. (Approximately
2,600 are in the U.S.) Two months
ago deLeede acquired controlling
interest in CardioTheater® and he
and his partner, David Gould, now
own 94 percent of the business.
CardioTheater® has im-
pacted the health club industry
dramatically and de Leede de-
serves credit for being the vision-
ary that taught the health club in-
dustry that entertainment while
exercising would be a key to the
future. Tony de Leede has the dis-
tinction of being first in a num-
ber of club industry endeavors.
John McCarthy, Executive Direc-
tor of IHRSA, made the follow-
ing comments in his ‘Memo From
McCarthy" article in the June,
1998 CBI Magazine: “De Leede
was the first to put a fitness cen-
ter in the Olympic Village. He was
the first to open a club in a super-
market. He was among the first
to launch The STEP and circuit
training and BODY PUMP. His is
the lead club in “Get Active At-
lanta,” the first metropolitan, to-
tal-community effort to get every-
one more physically active. He is
the fitness provider for Kaiser
Permanente, the largest HMO in
the metro-Atlanta marketplace.”
McCarthy continues,
“But none of these achievements,
as impressive as they are, contrib-
uted to de Leede’s nomination for
induction into the IHRSA Asso-
ciate Member Hall of Fame, In
this case, he was honored not for
his achievements as a club owner
or community leader, but rather
for the contributions he has made
to the industry in his role as a sup-

plier. For deLeede is the maestro
of CardioTheater® and even more,
of the CardioTheater® concept. He
is the principal protagonist of the
belief that entertainment is a cen-
tral dimension of the industry’s fu-
ture.”

Beyond the standard
CardioTheater® offerings of TV,
FM Radio, CDs and cassette play,
CardioTheater® is moving aggres-
sively into programming for mem-
bers that will provide for tracking
of workouts and production of re-
ports detailing the workout history
of the member as well as other pro-
gramming initiatives, including
lifestyle advertising.

Thg f‘ardioi‘;{ri?aate@
lympic ge
aﬂh Club --
The First In
Olympic History

Afew years before the
Olympic Games came to Atlanta,
deLeede was in close touch with
the Atlanta group that had acquired
the Olympics for Atlanta. (ACOG-
Atlanta Committee for the Olym-
pic Games). He was named the
U.S. Envoy for Australia for the
Olympic Games. De Leede par-
layed that deal into another ar-
rangement, one that made history.
He convinced the folks at ACOG
that the Olympic Village needed a
health club. They agreed to let him
proceed, provided that it cost
ACOG nothing. A 5,500 square-
foot space was provided in a ball-
room in one of the buildings in the
Olympic Village. De Leede needed
$200,000 to build out the space, not
to mention the many pieces of
cardio equipment and machines
required. Although deLeede funded
$80,000 of the build-out himself,
the balance was funded through
contributions from Star Trac,
Powerade and Reebok. In addition,
Cybex, Star Trac, CardioTheater®,
Heart Rate, Icarian, Polar, Reebok,
StairMaster, Technogym, Tectrix
and Sport Specific donated 60
cardio and 30 strength training
pieces valued at more than
$300,000 to the Olympic cause.

Here was a guy who was
already as busy as he could be tak-
ing on yet another very big chal-
lenge. Many wondered why any-
body would build a health club that
was going to be free for the users
and would not produce any rev-
enues! But, deLeede answered that
question loud and clear when he
was quoted in the October, 1996

(See de Leede page 8)
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Thanks To You All For 6 Great Years!

.6 YEARS! Yes, this edition marks the end of our 6th YEAR OF PUBLICATION of The CLUB INSIDER News! | am very THANKFUL to be able to write this commentary.
Itis really hard to believe that time has passed so fast. It seems like yesterday that I was mailing our 1st edition in December, 1993. That issue had a story and photo of my good friend RED
LERELLE and one of his antique airplanes on the cover. And, it was just 12 pages! As we move into our 7th year of publication there are a lot of people I want to thank. But, I want to thank
GOD first for letting me do work that I really have a passion for and work that 1 am told helps our great industry and our country. I feel very fortunate for the timing of The CLUB INSIDER News
because in the 6 years since we began publishing more newsworthy events have happened in the club industry than in the 20 years before! I want to thank all of you that take your valuable time
to read The CLUB INSIDER News. My heartfelt thanks goes to all of our ADVERTISERS that have supported this CLUB INSIDER News effort over the years. Many of our advertisers have
been with us since we began selling advertising and 1 am very proud of that. Many thanks to all of our CONTRIBUTING AUTHORS over the years. They provide the meat that mixes so well
with our NEWS FIRST thrust. | want to thank MS.CATHY BROWN and RON HUDSPETH of Atlanta’s Hudspeth Report for all they have done with the start-up and continued publication
of our newspaper. I want to thank the great folks at Walton Press. My account reps over the years, the guys in Camera and Plate, the folks in the Electronic Press Room, RONNIE BUTLER
and the other Pressmen, LINDA McGINNIS and KELLY PARHAM and all the team in the Mailing Department and all of the Drivers. Thanks to my Dad, NORM CATES, SR. and his wife
LOUISE. Thanks to my fine son JUSTIN CATES for all of his computer and mailroom work. Special thanks to RICK CARO and DR.GERRY FAUST and all of the members, past and
present, of the Faust Executive Roundtable #1 for their support and guidance. And, sincere thanks to JOHN McCARTHY and his great team at IHRSA for all of their help and support. |
promise to continue to publish the latest club industry NEWS FIRST, while it is still news, to continue to provide enli ghtening articles to help your club operations and to “Tell-It-Like-It-Is"
when it comes to issues that are important to our industry. When I think about the passion that | have for my business, I think about all of you. For it is you all, the people out there working with
our millions and millions of members, that are changing the world. Your LEGACY will be a GOLDEN ONE because you are helping your members improve and enhance the quality of their
lifes and in turn, that enhances the quality of their families' lifes. And the beat goes on. Just never forget that your work should be a labor of love and as long as your passion for what you do,
you will always do well. We are all lucky to be in this great industry and we should all be thankful. HAPPY THANKSGIVING and STAY TUNED! (Gosh, you'd have thought I had just
received an Academy Award or something!)

'Spon & Health in
Washington, D.C. has announced
the promotion of CAROL HIMES
with her appointment as General
Manager of Regency Sport &
Health in McLean, VA. She will con-
tinue in her roles as General Manager
of Skyline Sport & Health in Falls
Church, VA. JAN HAWK has been
promoted to General Manager of the
recently acquired Old Town Sport
& Health Club, formerly owned by
IHRSA Board Member, MIKE
MYERS. Jan had previously been
Assistant General Manager at Re-
gency Sport & Health. KIRK ST.
GELAIS has been promoted to
Membership ~ Director  of
Woodbridge Sport & Health. And,
MARTY THOMAS has been
named General Manager of the new
Tyson’s Fitness Equation Club and
DENNIS OVERTON will now
serve as Assistant Manager at the
Tyson’s Club. Congratulations to all!

*BRUCE GOUIN, one of
the top club operators in the South
and an industry veteran, has opened
a 5th large hospital club in Alabama.
The clubs are owned by the Babtist
Health Systems and are operated as
FOR-PROFIT, TAX-PAYING sub-
sidiaries of the hospital group, He
now has 4 in Birmingham and 1 in
Montgomery (MIKE KOLEN's,
aka Captain Crunch’s) former club
in Montgomery.)

*It is great to hear that our
friend and Faust Roundtable #1 co-
member, JILL STEVENS
KINNEY and her husband John

have got their company, Club One
going gangbusters! In just this past
year Club One’s sales volume has
increased by 500% from $12 mil-
lion to $60 million and member-
ship has grown from 15,000 to
500,000! This includes all of the
employees at many of the corpo-

rate fitness centers they manage.
Now those are some numbers! Jill
and John have recently acquired
ROGER BATES’ 4 Frog's clubs
and RICHARD MEYERS’S 3 Fit-
ness Advantage clubs in the San
Diego area. Club One now has 20
clubs and 23 corporate fitness cen-

The HYBRID MASSAGE Chair

ters. Club One has opened a re-
gional office in San Diego under
Richard Meyer, Regional Presi-
dent.

*Ah yes. Massage. Ever
since my son Justin and | were in-
volved in a car crash where a drunk
driver rammed us from behind (we
were sitting still) while going 50
MPH, my back has been hurting.
While | was at the Trade Show of
the Medical Fitness Association,
I had the great pleasure of experi-
encing a piece of equipment that |
think just might take the club in-
dustry by storm. It is called the Hy-
brid Massage Chair and provides
what the makers of this terrific

piece of equipment call "Tranquility
Training.” Since my car accident |
have had a number of massages to try
to help with the pain and I can tell you
that the 12 minutes I spent in this chair
was amazingly effective. The Hybrid
Massage Chair is manufactured in Ja-
pan and is being imported to the U.S.
by NOBUO TOGAMI of TOSA
TRADING INC. I view this chair as
a tremendous cash generating oppor-
tunity for club owners. If you were to
install just two chairs and charged $10
per 12 minute session, your potential
hourly revenue is $40. Basedona 16-
hour club day and with the chair
booked at just 30% (I'm sure it will be
much more), the earning potential is

(See Norm Notes page 11)
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Creating The Team Of The Future

By Bonnie Patrick

In this series of the fu-
ture of business relating to our in-
dustry, we have looked at organi-
zational structure and what makes
for strong leaders. In our final part
of the success equation, we take a
look at our staffs and how to find
and keep the best people.

Stanley Marcus said the
dollar bills the customer gets from
the teller in four banks are the same.
What is different are the tellers. We
can have the greatest facilities in the
world, with the latest state-of-the-
art equipment and programs. With-
out the right people, that facility and
equipment will become great dust
collectors.

HOW TO HIRE
THE NEXT
MARK McGUIRE

Lcl‘s faceit. We'dall

like to hit home runs every time
with our new hires. Reality is,
we gamble our decisions on gut
instinct and coincidence. And
we've all had those people who
do an awesome interview, start in
a position and become the oppo-
site of what they portrayed.

As with sales, the an-
swer is in developing relation-
ships. Instead of waiting for
people to appear, or happen to be
reading a classified ad right at the
time when we are advertising,
hiring should be a continuous
process. It’s better to hire em-
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ployed, happy people.

Think of talent or ath-
letic scouts. They’re always out
there looking for the next great
find. Our Managers and Depart-
ment Heads should always be on
the lookout. They know best
what will work for their depart-
ments and clubs. Network at the
places where you’ll find the type
of person you're looking for.
Then get to know those people.

The next trick is getting
them to leave their current posi-
tion to join your team. There'sa
story that talks about a company
who was recruiting a senior offi-
cial. When the company ana-
lyzed the person’s previous per-
formance and attributed a dollar
value of profit to that perfor-
mance, the number was in the
multi-millions. Immediately, the
CEO wrote a check for $1 mil-
lion to the recruit if he/she were
to come on board. The return on
that substantial investment was
equally substantial. We can drill
down and do the same for a top
performer in our industry, from a
phenomenal reception person to
a top club operator.

Money is not the only
motivator, In fact, growth oppor-
tunities including training, devel-
opment and promotion, support
and recognition are equally
weighted.

And, as the final
clincher, to get a really good per-
son, have the CEO or Club Man-
ager call the person you're try-
ing to hire. Offer exciting unpar-
alleled opportunities. Who could
say no?

THE INTERVIEWS
OF THE PAST ARE
JUST THAT!

Mnrc clubs and

businesses these days are re-look-
ing at the interview process.
What happens with an interview
is two-sided: the person doing
the hiring is trying to figure out
what this person can do and if
they will be able to be successful
in the company. The person be-
ing interviewed is trying to deci-
pher what it is they'll be doing
and with whom.

There's a couple of
ways to make this process more
realistic, scientific and measur-
able. The first is through analy-
sis. Hotels and even some clubs
go through specific interview

training, where a list of |
questions or qualities are
given to the person being
interviewed. This person
answers the questions or |
ranks the qualities. A per-

sonality profile is devel- |
oped from the answers.
The answers are ranked, |
and the person is scored
scientifically on whether
they would be a suitable
person for the position.
Reebok Sports Clubs has
invested a great deal of
time and money in this
type of hiring process
with great success, result-
ing in increased staff and
member retention. Ho-
tels also use various rat-
ing forms, such as the

Bonnie Patrick

Predictive Index, Myers-Briggs,
etc.

Another way of analyzing
whether the person is cut out for the
position is through active partici-
pation. When | was an actress on
Broadway, | would go to auditions
all the time. They put you “through
the paces” of a specific type of
dance steps, singing and acting.
There would be hundreds of people
al the audition. Ten hours later, af-
ter one and two and eight series of
cuts or eliminations, if you were
really what they were looking for,
you got the job.

Why not have a reception
person work at your front desk for
an hour with another staff? How
about having a Fitness Person take
staff or yourself through a workout?
Have a Sales Person make some
calls, present the club. Present spe-
cific cases or scenarios to Manag-
ers, to see how they would handle
conflict, pressure, organization, etc.
Sure, “soft skills” are important.
Technical skills can be taught, if the
person has the right attitude. So
look for the attitude in action. Ob-
serve and make a judgement from
their real situational responses.

And finally, there are re-
cruitment agencies out there who
will do most if not all of this
groundwork for you. They've al-
ready scouted out the top people,
and have reviewed their talents.
Look for this method of recruitment
becoming more prevalent in our
industry.

FINDERS KEEPERS

C ongratulations.

You're already there. Your club is

continuously in the “World Series”
of the fitness industry, and your
staff performs beyond expectations.
Pipe dream? Maybe to some, but
it can be reality. Here’s a few
thoughts on how to retain good
people:

1) Clearly identify who
you want to keep. The process
starts with the end result in mind.

2) Let them know you
want to keep them. Communicate
your plan.

3) Give people recogni-
tion. The number one reason why
people leave a job is because of a
bad manager or lack of recognition
and support from that person. The
greater the accomplishment, the
recognition should come from
higher within the organization.

4) Provide opportunities
for growth and development. It's
not always about the money. If only
our mind growled like our stomach
does when it’s hungry.

5) Develop a challenging
compensation plan. Get the
person’s input on what works and
shoot high.

6) Get them off on the
right foot. Just like our members,
our staffs become de-motivated and
frustrated without support and
proper attention to their needs.
Take the time to be directive in
training, which should be a three
month to one-year process for a
new hire.

7) Provide intrapreneurial
opportunities. At The Fitness Com-
pany, we’ve just completed a com-
pany-wide “Best Practices” initia-
tive. Each club is part of a network
yet able to independently operate a

(See Bonnie Patrick page 11)
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continued from page 4

edition of CBI Magazine. De
Leede’s response? “If you're pre-
sented with an opportunity to be
the FIRST person to accomplish
something, to be a pioneer in some
way, you’d better seize it. When
you're *first," it’s an achievement
- a fact that can never be erased.
And | was fortunate enough to
have just such a chance, not only
to create the first Olympic Village
Health Club, but also to provide a
valuable resource for Olympic ath-
letes and others affiliated with the
Games. From a business stand-
point, my primary objective was
to continue to brand the
CardioTheater® name. That's why
I called the facility the Cardio-
Theater® Olympic Village Health
Club!”

The build-out and equip-
ping of the CardioTheater® Olym-
pic Village Health Club was ac-
complished in an unbelievable 12-
days! De Leede admits that he
sometimes has a tendency to op-
erate on a ‘wing-and-a-prayer.’
But ACOG stipulated that he pro-
vide a very specific and detailed
construction and assembly plan
eight months in advance, requir-
ing him to put details on paper for
construction, equipping, staffing
and tear-down and restoration.

The CardioTheater®
Olympic Village Health Club
opened on July 6, 1996 and oper-
ated for 33 days. During that run
the club served over 10,000 ath-
letes and other Olympic Games
personnel from over 100 coun-
tries! DelLeede staffed the club
with over 40 Australian Body
Works employees headed by team
leaders David Gould and Mindy
Payne (Stritch). All told,
CardioTheater s total contribution
to the Olympic Village Health
Club exceeded $700,000 in cash,
goods and in-kind services and
staffing costs.

Now, Tony deLeede is
preparing to take off for two
months to Australia in the Sum-
mer of 2000. He has been named
the Manager of VIP Protocol for
the 2000 Olympic Games. In that
role he will have contact with all
of the VIPs who come to Austra-
lia for the Olympics. We asked
deLeede how, with all that he al-
ready has to do, can he take off
for two months to do volunteer
work at the Olympic Games? His

response, “It won’t be real easy.
But actually, 70 percent of what I
do is by voice mail. On any given
day I run between 50-100 voice
mails. The company operates fine
without me. It is just the growth
that requires my time.”

Involvement In
IHRSA, IDEA,
Club Industry and
Faust Roundtable
Helps deLeede

Tony deLeede has
been a member of IHRSA for
years and has contributed greatly
through regular convention pre-
sentations on his true specialty.
MARKETING. Tony has also spo-
ken at many IDEA and Club In-
dustry Conventions for years, does
aterrific job and unselfishly shares
his expertise and materials with
the convention attendees.

De Leede and Australian
Body Works have earned a num-
ber of honors over the years, in-
‘eluding being named “Best In At-
lanta” each year from 1982 to
1999. De Leede received IDEA's
10+ Award in 1991 for his contin-
ued commitment to and promotion
of professionalism in the fitness
industry, the Mayor’s Award in
1993 for “strong community in-
volvement and leadership in help-
ing the people of Atlanta lead
healthier lifestyles™ and 10th An-
niversary ACE Award in 1995 to
recognize his long-time service to
the fitness industry.

Deleede comments on
IHRSA: “I think IHRSA does an
outstanding job. I think they have
become the pool of so many good
resources, but unfortunately I, and
a lot of others, don’t take advan-
tage of much of what they have
developed. Recently, | wanted to
obtain information to prepare for
a meeting with Ed Baker, the Edi-
tor of the Atlanta Business
Chronicle. We contacted Helen
Durkin of IHRSA and she sent all
sorts of materials that I could use
to prepare for my meeting. My
hope is that Ed will put a focus on
how the non-profits are getting
into fitness. IHRSA is a grea re-
source.”

De Leede has been a
member of The Faust Roundtable
#2 for seven years now. The
roundtables were created 14 years
ago by Dr. Gerry Faust of Faust
Management Corporation in San
Diego, CA. There are now four
roundtables with 15-18 members

each. The members are club own-
ers and operators who gather to-
gether three times per year in a
selected city. While there, the
roundtable members go on club
tours of local facilities and then
usually have two days of meet-
ings where each roundtable mem-
ber may bring challenges and is-
sues to the attention of the other
members. In effect, the round-
tables serve as unofficial Board
of Directors for some members as
most club owners do not have
Boards. De Leede comments on
the Faust Roundtable #2: “Great
people. It is good to have this
quasi-Board of Directors because
most of us don’t have Boards of
Directors. It is confidential. There
is no fear [at our roundtable]
about telling people what you re-
ally think. A lot of your staff
aren’t going to tell it to you like
it is.

Because we are good
friends on the roundtable you
may hear stuff that you won't like
to hear sometimes. | have been
shot down in flames on some
hair-brained idea I had. My think-
ing is that if [ can throw out an
idea and stand the scrutiny of my
roundtable, | feel much better
about moving forward.

We asked delLeede to
look forward and review his goals
for Australian Body Works and he
commented, “I have this fun thing
about having 50 clubs by my 50th
birthday. [January 11, 2003] I
don’t know if 1 will have 50 when
I turn 50, but hopefully during
that 50th year I’ll reach number
50." As far as CardioTheater® is
concerned, De Leede expects to
have 10,000 systems in place by
the time he turns 50.

When asked about the
future of the industry deLeede
commented, “These are still the
way-early days. | really feel like
the awareness out there [amongst
consumers and corporations] that
we represent true preventive
healtheare is just starting to hit.
At the end of the day, the most
important thing, bar none, is your
health. You can lose money, you
can have other problems, but if
you lose your health you're done.
1 think HMOs, corporations, gov-
ernment, everybody are realizing
more and more that we need to
get people to take better care of
themselves. And we are the best
answer out there. Health clubs
represent the easiest answer. The
awareness that we are very im-

Tony de Leede At Atlanta Olympic Stadium

portant to people’s lives is in-
creasing. Wall Street is recogniz-
ing it. As the numbers of health
club members grow with the ag-
ing population, all these busi-
nesses out there are thinking
‘what a great captive market we
have." That is why other busi-
nesses are jumping into our in-
dustry, trying to get their mes-
sages in front of our captive
members.

CORRECTING
THAT BAD HEALTH
CLUB IMAGE

Dc Leede has also
been very active in the area of
government relations and has
been a leading proponent of posi-
tive consumer legislation in the
United States to enhance the
credibility of the health club in-
dustry. His efforts in Georgia
have influenced and assisted in
the passage in Georgia of what
is currently some of the strongest
health club consumer protection
legislation in the U.S.

DeLeede has also
served on IHRSA's Positive Leg-
islation Committee.

We asked de Leede to
comment on his view of the evo-
lution of the health club
industry’s image with consum-
ers. He responded, “I think that
part of the reason that our indus-
try has had a bad perception is
because of owners locking
people into long-term deals and
either going bust and leaving
them hanging, or not going bust
but having people perceive that

they got ripped off because they
were convinced to enter into a con-
tract for 3 years. Then, either they
didn’t get what was promised or
they just got lazy. But they still
blamed the product [long-term con-
tract.] A lot of clubs that claim to
have better retention do so because
they bought it. When you lock
somebody in for two or three years,
most members will honor their ob-
ligations and say, ‘I made a mis-
take,” but they still are not going to
have a good feeling about the health
club industry. So, 1 think that
straight month-to-month or at the
most, a one-year limit, would make
huge headway in cleaning up the
perception. The perception is im-
proving, but there are still tons of
clubs out there that lock people up
for years and bend people out of
shape. People are going to start to
realize that they are going to be
paying more money for member-
ships. Think about going to a doc-
tor for 10 minutes and pay $80 for
him to give you some pills, com-
pared to a health club where you
can go for two hours, four or five
times per week for half that money.
I believe that evolution of thinking
is still moving along. Geoff Dyer
just switched totally to pay-as-you-
go. Joe Cirulli is looking at it. To
Ray Wilson’s credit, at the last
IHRSA Convention he admitted to
the error in his ways in the past say-
ing that he had invented the ‘Life
Time' membership and came to re-
alize that it was a mistake. Now he
is a huge proponent of monthly
dues on EFT. It takes a big man to
own up and say he had screwed up

(See de Leede page 14)



PAGE 9

EClub Insider

NOVEMBER ISSUE

Club One Acquires Frog's
And Fitness Advantage

Leading Health-Club
Provider Enters
San Diego Market,
Integrates Area’s
Leading Health Clubs
Into Club One
Network

SAN DIEGO—No-
vember 8, 1999—Club One, a San
Francisco-based provider of high-
quality, convenient health clubs,
announced that it has acquired
seven leading San Diego health-
club facilities as it expands into its
second market.

Club One is acquiring
Frog’s, a four-club company
known for its innovative fitness
programs, Boot Camp and Eco-
Adventures, and its eclectic, fun
atmosphere, as well as Fitness Ad-
vantage, a three-club company
known for its exceptional aquatic
centers, including The Plunge at
Mission Beach, and The Splash, at
Carmel Mountain Ranch and
Rancho San Diego.

The acquisitions give
Club One seven clubs in the South-
ern California area and a total of

43 corporate and commercial clubs
in the United States. The acquired
clubs will be known as Frog’s Club
One.

“We've found the perfect
partners to grow our business in
Southern California,” said Jill
Kinney, Club One President and
Chief Operating Officer.

“Both Frog's and Fitness
Advantage share our commitment
to exceptional customer service
and innovative fitness services.
We’ve gained not only some ter-
rific facilities and members, but a
strong group of experienced club
professionals that will allow us to
improve and expand this new re-
gion.”

Since its inception in
1991, Club One has been nation-
ally recognized as a leader in the
health-club industry by building
customer-service-driven health
clubs that are strategically located
in dense urban areas.

With several high-quality
fitness facilities in the Bay Area,
Club One’s goal is to provide
smart, convenient fitness solutions
for aging baby boomers, who must
balance a fitness routine with the
constraints of a busy lifestyle.

Within the last eight years, the
company has grown from two
sites and $1 million in revenue to
43 sites and $40 million in rev-
enue.

Club One has applied the
same urban business model to the
San Diego market, strategically
acquiring a regional cluster of
club locations that bridge the dis-
tance between downtown San Di-
ego and the outlying areas to
maximize convenience.

New Integrated
Services

Club One will be ini-
tiating a capital-improvement pro-
gram throughout the new clubs,
including a wide array of new fit-
ness equipment, high-tech enter-
tainment systems and facility en-
hancements that will make the
San Diego clubs consistent with
the Club One brand identity and
add value for club members.

Simultaneously, mem-
bers of the San Diego staff will
begin integrating their Eco-Ad-
ventures and aquatics programs
into the Bay Area clubs.

All members of the

Frog’s and Fitness Advantage
management teams and staff will
be staying with the company, in-
cluding Richard Meyer, Regional
President (formerly President of
Fitness Advantage); Roger Bates,
Vice President of Business Devel-
opment (formerly Chief Executive
Officer of Frog’s); Pete Peterson,
Vice President of Integration (for-
merly Chief Financial Officer of
Frog's); and Stacy McCarthy, Re-
gional Programming Director
(formerly Chief Operating Officer
of Frog’s).

Although many of the
administrative functions will be
performed in the San Francisco
office, a new central office at
Governor's Circle has been estab-
lished to serve the base operations,
including customer service, mar-
keting, accounting and adminis-
tration. “I'm very enthusiastic
about this opportunity,” said Ri-
chard Meyer, the new Regional
President of Club One.

“Both Frog's and Fitness
Advantage have built a reputation
over many years for innovative,
customer-service-driven clubs.
With the help of Club One’s na-
tionally recognized management

team and resources, we can further
develop our business and grow as
part of a leading brand in quality
fitness.”

About Club One

Faunded in 1991 by
John and Jill Kinney, Club One’s
health and fitness centers target
corporate and individual consum-
ers seeking a convenient quality
fitness solution. Club One fitness
facilities offer state-of-the-art
equipment; innovative, results-ori-
ented programs; and certified fit-
ness professionals who help mem-
bers achieve a healthy lifestyle
through programs in exercise, nu-
trition and relaxation.

Club One centers are po-
sitioned to serve the aging baby-
boom generation with easily acces-
sible facilities and inviting profes-
sional programs so they can make
a long-term commitment to health
and wellness. For more informa-
tion about the company, visit its
Web site at HYPERLINK “http://
www.clubone.com” or call 415/
477-3000.

S
, 2

ACE and IHRSA Announce Partnership

Two Leading Fitness
Industry Groups
Announce Alliance to
Promote Physical
Activity Worldwide

Bostun. MA - The San
Diego-based American Council on
Exercise (ACE) and the Boston-
based International Health,
Racquet & Sportsclub Association
(IHRSA) have established a for-
mal, long-term alliance to promote
exercise and grow the total num-
ber of health club members to 100
million people worldwide by the
year 2010.

IHRSA’s executive direc-
tor, John McCarthy, notes that
“both sides are committed to a de-

cade of reaching out to tens of
millions of people from all walks
of life, who are not yet exercising.
This alliance will be a win-win
relationship for all parties in-
volved. What's more, the partner-
ship is particularly timely in that
recently published medical evi-
dence now provides compelling
proof of how physical inactivity
contributes to the onset of disease
and increased morbidity.”

“The alliance between
the American Council on Exercise
and IHRSA is a natural,” explained
Ken Germano, Executive Director
of ACE. “IHRSA works to set
standards for clubs and we sets
standards for fitness professionals.
Basically, were working together
for a common goal to motivate
people to exercise and to ensure a

safe and effective fitness environ-
ment for all.”

Through IHRSA's mem-
ber clubs — totaling more than
6,000 in over 70 countries — and
the more than
85,000 fitness
professionals
ACE has certified
in 77 countries,
the two groups in-
tend to develop a
grass-roots cam-
paign that will ex-
pand the size of
the international
fitness movement,
help millions
more people live
health-ier lives,
and create greater
opportunity for

Club

Seeks

fitness professionals and clubs.
IHRSA is a nonprofit in-
dustry association dedicated to
growing, protecting and promot-
ing the health club. ACE is the

world's largest nonprofit certifier of
fitness professionals with a popu-
lation of current ACE-certified pro-
fessionals numbering over 40,000.

Norm Cates’

Insider

Contributing Authors
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CLUBDOC'S CORNER

By Mike Chaet Ph.D.

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

Q. You have been a guest
al conferences all over the world.
What is the major challenge fac-
ing managers everywhere?

A. The major challenge
managers face within our industry
regardless of where they are lo-
cated is personnel. Hiring the right
people that have a strong work
ethic is the greatest challenge. We
can train people, but they must
want to work hard and have a
strong service mentality. [t is most
important that we find people who
are willing to put their work and
careers at the top of their priority
list. All too often people do not take
their jobs seriously and consider
working in clubs just simply a fun
place to work for the time being. I

like to 'underhire’ which means
finding a person that is not over
qualified, but rather a bit
underqualified, and they are hun-
gry to work and are looking for
an opportunity. I like to give them
a chance, train them well and give
them the opportunity they are
looking for.

Q. How do you see the
outside consultant fitting into the
club operation today?

A. A club consultant is
much like a doctor. He or she must
assess the strengths and weak-
nesses of a club operation, help the
owner and manager build a plan
to improve the operation and then
help them implement the plan.
Helping the club owner is prob-
ably the most imortant part of this
formula. In this way the consult-
ant becomes accountable for his
or her recomendations. The con-
sultant must become an integral
part of the team, and must not be
considered an outsider.

Q. What do you see as
the future of the fitness market?

A. The future of the fit-
ness market is very strong for at
least the next ten years. Fitness has
become part of people's lifestyle.

The medical community is just
now recognizing the importance
of fitness, but better late than
never. The fitness club industry
must be careful so as not to turn
fitness into a commodity. What
I mean by this is if all we sell is
price, then the customer will
simply buy the cheapest club
membership possible. We must
maintain a standard of high level
of service so that we can charge
more for our memberships. It
simply becomes a question of
value to the consumer.

Q. What do you see as
the differences between the
American and the European mar-
kets?

A. The difference be-
tween the American and Euro-
pean market is mainly one of size
and service. Many of the Ameri-
can clubs are much larger and
have more to offer. Therefore so-
cialization becomes an important
factor to the members. This is
mainly due to available real es-
tate and funding available.

The Europeans how-
ever have shown me thal they
care a lot about their members
and give them a high level of per-
sonal customer service. In

WE HAVE OVER 19,000 LOCATIONS, ALL

WITH ONE THING IN COMMON...
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America the national
move rate is almost 20%.
This means every 5 years
the entire market turns
over. In Germany for ex-
ample the move rate is
less than 5%, which
means the market may |8
turn over every 20 - 25{
years. In a low turnover
area you had better keep
your members happy be-
cause they are not leaving
the area, just your club
and no one is moving in
to replace them. You can
exhaust your market if
you are not careful.

Q. What type of
service can an $18 per
month club offer?

A. An $18 per

Mike Chaet, Ph. D.

month club does not offer good
service. They offer simply the fa-
cilities. If people are willing to
pay $18 simply to use the facili-
ties and do not require a high level
of service than this type of ¢lub
actually fills a need and may be
quite successful. I find it best not
to be judgemental in this situation
for someone must be at the bot-
tom of the market as well as at the
top. Each may fill 2 need for their
customers. The problem of course
is when the higher price club does
not truly give a high level of ser-
vice, they will then find them-
selves in a dog fight.

Q. Do clubs with a low
standard hurt the club industry?
How do you compete with these
clubs?

A. Clubs with a low
standard should not be confused
with low price clubs. A low price
club may fill a need as we just
discussed. A low standard club
that lies to its customers, keeps a
dirty facility, is deceptive in its ad-
vertising will eventually go out of
business for | believe the cus-

tomer is smart and will in the long
run recognize unscrupulous op-

erators. The problem of course is
that these people hurt the entire
reputation of our industry. We
should police ourselves and try to
rid our industry of unscrupulous
operators.

Q. Would you suggest set-
ting prices high or low?

A. Your pricing should
maitch the marketplace and the type
of facility you are offering as a
product. As | stated before there is
room for both types of clubs in the
market. Either way you price |
would suggest a high level of hon-
esty and integrity in your operation.

(MIKE CHAET is Presi-
dent and CEO of Club Marketing
& Management Services Inc., a
club consulting company located in
Helena Montana. Mike is consid-
ered by many to be the leading con-
sultant in the industry and has re-
ceived many awards for this work.
To contact Mike, you may call him
at (406)- 449- 5559, fax at (406)
449-0110, or visit his website at
cms-clubweb.com. To receive
Clubdoc's free monthly newsletter
simply send your email address to
clubdoc(@cms-clubweb.com)
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successful facility. Strengths, focus and club
personality vary somewhat from club to club.
The Managers have shared those strengths,
so that now we can roll out the “Best of” as
a Brand Standard in all TFC clubs, provid-
ing consistent exceptional experiences.

People want leaders to recognize
and grow them. The time invested in your
people provides the greatest return on your
investment.

Zig Ziglar says, “The ladder of suc-

cess works like any other ladder. Very few
have climbed it with their hands in their
pockets.” Lead your teams up the ladder,
from in front, from behind, from the sides.
Catch them when they fall. Fix the ladder,
make it shorter; make it longer. Learn to
make it work... together.

(Bonnie Patrick is the National
Director of Performance and Leadership
Training for The Fitness Company. A mem-
ber of the American Society for Training
and Development, she encourages your
feedback on this series of articles. You can
reach Bonnie at (732)548-0970 ext. 111.)

Norm's Notes

continued from page 5

$384 per day X 30 days per month = $11,520!
That is quite a return on investment when you
can buy atwo chair package for $8,400 or lease
the package for 5 years for around $200 per
month! Even if you do have some massage
therapy services in your club now, I think you’d
do well to call Nobu Togami and get a bro-
chure and check the Hybrid Massage Chair out
at IHRSA Orlando, Dec. 1-4 or IHRSA San
Francisco in March. Tocall Nobuo Togami
dial: 1-(877) 902-8672 (TOSA).

*GERRY ALLES, President of the
Southern Region for Crunch Fitness, has
announced that Crunch will be getting out of
the tennis business at their Crunch Club Cobb
and replacing that facility with a new club with-
out tennis about four miles away in the Akers
Mill area of Northwest Atlanta. This should
prove to be a real boost for ALAN and STEVE
SCHWARTZ’s Sporting Club At Windy Hill
as they have the closest tennis facilities.

*Check out the Bally Total Fitness
financial results for the 3rd Quarter reported
on page #16!

*The Medical Fitness Association,
a Chicago-based Association for hospital
health clubs held its convention in Atlanta No-
vember 4,5 & 6th. | contacted the organiza-
tion in Chicago fo arrange for a Press-Pass
and was told by a sweet young thing on the
phone, “We are not issuing any “Press-Passes™
this year. So, | went anyway. I ran into some
of my old friends there: MIKE DUPUIS and
JEFF STOKES that were at the Trade Show
representing TBG Development and
GREGG HINTHORN of the Health Re-
source Center. And, | had a chance to spend
a few minutes with DONALD DeMARS,
Donald told me an incredible and true story
about a hospital health club project he is work-
ing on in Southern California and his personal
involvement there as child when he was fight-
ing Polio. We are going to do a feature on
Donald and that project once it is furtheralong.
If I had been given the chance with a press
pass, there was one big question | wanted to
ask the hospital big-wigs at the Medical Fit-
ness Association. That question is: “Why

would a $600 million dollar hospital risk its
‘Not-for-profit’ community status by build-
ing a$15 million ‘Not-for-profit” health club
which could end up jeopardizing the
hospital’s non-profit financial status?”

*CheckFree Corporation has
named MARK S, JOHNSON as Vice Presi-
dent of Operations for the Health and Fit-
ness Division.

*If you haven’t made plans to at-
tend the IHRSA/Athletic Business Club
Business Conference and Trade Show De-
cember 1-4, 1999, you ought to. The Con-
ference will feature Lou Holtz, Head Foot-
ball Coach at South Carolina as a Keynote
Speaker and a great agenda of training ses-
sions on Sales, Marketing and Programming.
Plus, the Trade Show will have over 300
Exhibitors showing their goods and services.
And, the Granddaddy of them all, IHRSA’s
19th Annual International Convention
and Trade Show is coming up in San Fran-
cisco, California, March 22-26th. Call 1-800-
228-4772 for more information. Also, I re-
ceived some figures on the recent Club In-
dustry *'99 Conference and Exposition in
Chicago. There was total attendance of
6,786 and 235 suppliers exhibited in more
than 930 booths.

*Great to see that my old friends
TED TORCIVIA and KEITH NYGREN
have teamed with RAY O’CONNOR to
open three new clubs in the greater Milwau-
kee area. TED and KEITH are old pals from
National Court Club Association days and
carly IHRSA days and Ted served as Presi-
dent of IHRSA in the early 1980s. Congratu-
lations guys!

*HOGGAN HEALTH INDUS-
TRIES has announced of the appointment
of two new Regional Sales Managers.
KYLE WILLARD will handie the Eastern
U.S. and LAYNE EVANS will have the
Northwest. Good luck gents!

*CardioTheater® has announced
a deal with StairMaster to link into the
FREECLIMBER consoles making it easier
than ever to have CardioTheater in your
cardio room.
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A Can-Do Customer Service
Attitude Is Key 1o Success On Web

By Jere Matlock and
Klaus Hilgers

(Includes experts from
The Power of Agreements by Klaus
Hilgers and Jere Matlock)

In our book, “The Power
of Agreements,” Klaus Hilgers and
| summarize what customers want:

“In a recent survey done
by the Marketing Institute of Cam-
bridge, Mass., on a variety of cus-
tomers of service businesses, they
wanted to find out what created

customer satisfaction. This gives
you a list of the implied agree-
ments with your customers, that
you or they may never come right
out and state but which underlie
all transactions.

1. Reliability: This
topped the list of what customers
expect. A major source of cus-
tomer dissatisfaction is the
‘unkept promise’.

2. Responsiveness: Be
helpful and provide prompt ser-
vice.

3. Assurance: Employ-
ees should be knowledgeable and
courteous and should convey con-

0

SPRINGFIELD CORPORATION
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I Satisfaction Guaranteed
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at
COMPETITIVE PRICES

Rubbermaid »

Commercial Products
Authorized Distributor

cALL 1-800-241-2081
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HEALTH AND ATHLETIC CLUBS

The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

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

fidence in the service they pro-
vide.

4. Empathy: Customers
want individualized attention and
people who will listen to them.

5. Tangibles: Physical
facilities and equipment should
be attractive and clean. Employ-
ees should be dressed and
groomed well.”

Think of these points as
implied agreements between your
customers and you. Once we
know these agreements, we can
organize and train ourselves and
staff to meet our customers’ de-
sires.

Periodically survey your
customers to find out what they
really expect from you. What
should you be delivering to actu-
ally satisfy them?

Each of these points is
relevant to the design of club
websites (including what you
keep track of for each customer
and how that gets used). Here are
just a few ways to improve real
marketing through your website:

1 - Reliability: How re-
liable does a website make your
company look? Is it chock full of
ads for other sites? Is there a tes-
timonials section? Some previous
customers they can contact? Is
there a street address anywhere?
A phone number they can call?
Is there any way at all to contact
the people behind the website?
Personally, it bends me out of
shape when | have a question to
ask, and there’s no way to con-
tact anyone. In a large company
in which everyone has email ad-
dresses, how hard is it to put their
names or at least the positions
they hold, down on a contacts
page? Reliability implies ac-
countability in the event of prob-
lems. Yet, too often, web pages
are designed to obscure all lines
into the staff of the company, ex-
cepting only the order line.

2 - Responsiveness:
Auto-responders are just not
enough. A company’s attitude to-
ward its web customers shows
how hard or easy it is to get an
answer to a tough question. Re-
cently | tried to buy a network
card for my Dell laptop. Going
through their web page (very well
designed and very useful as it
was) and emailing someone who

should have known got
me the unsatisfactory
answer “No, we don’t
carry them. Here’s the
name of some third party
vendors who might.” Yet
I called Dell’s order line &
and within one minute |
had located and ordered
the network card I had
asked about. Of course
they had it — the guy
who emailed me was just
brushing me off—he
wasn’t willing to make
the same call | made, in-
side the company. This
can only be solved by
training the individual S8
staff member to be more E
responsive to customers.
Try this on your own

" Klaus Hilgers

website —ask a tough question by
email and see how long it takes to
get an answer, if you get one at
all, and if that answer is correct.

3 - Assurance: Does your
website convey to its visitors the
impression that you know your
business? Is it all buzzwords and
glitzy graphics or can they get the
specs? It's a turn-off to visit
websites where no one can figure
out WHAT they're about. Don’t
forget about all the slow comput-
ers and slow modems out there
that can’t download a meg a
minute. Can they turn off the im-
ages and still find out what you
do or what you're selling in text-
only mode? Do you have so much
Java script and so many extra pop-
up screens that you’ll blow some-
body away from the site? One of
the reasons for Amazon.com’s
amazing success is that their site
exudes assurance. You know they
know what they are doing.

4 - Empathy: Something
an auto-responder cannot give is
empathy. If someone emails your
staff (or you) with a valid com-
plaint or some kind of critical re-
mark, do they get a form letter
brushing them off or do they get a
phone call or email from quality
control? Does your company have
a quality control person who is re-
sponsible not only for the quality
of the product or service you pro-
vide, but also for the quality with
which that product is presented,
marketed, promoted and talked
about by staff to customers? Is

there an incentive program in place
inside the company to ensure that
the staff actually do care what hap-
pens when someone has a prob-
lem? Is anyone in the company
verifying that your tech support
person actually answers his or her
emails, and that the answers he or
she gives are correct?

5 - Tangibles: In a
website, the only tangibles are
what you see on each screen. So
each screen had better be clean,
clear, legible and actually HELP
the person get closer to buying or
getting what he/she wants. Do all
the links work? When were they
tested last? Is there a “no frames”
button somewhere? Do the pages
all work with ALL the browsers?

My point: If the visitor to
your website has an agreeable ex-
perience, he or she is more likely
to buy (especially on an impulse
item). But if that experience is dis-
agreeable, you've most likely lost
them, and you’ve defeated the pur-
pose of having a website in the first
place.

(Jere Matlock is a writer
and professional web marketer liv-
ing in Clearwater, Florida. His
non-fiction works include “The
Power of Agreements —Harmony
or Upset in the Workplace — Your
Choice” (with Klaus Hilgers) and
“Confronting Diabetes” with
Frank Davis, DPM. Both books
are available from Epoch Consult-
ants at (727) 447-1773.)
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and figure out where the charge
""‘feLeede is headed and try to head in that
continued from page 8 direction as well; and that will

lead to more success.”

WOULD YOU SELL
IF THE RIGHT
OFFER CAME

and now believes that this is what
the whole industry needs to do. Ray
is very well respected and deserves
credit for that.”

A VETERAN’S
ADVICE FOR UPAND
COMING CLUB
ENTREPRENEURS

to hard work. You know, I'm a big

believer if you only have to work “Under the current traditional
half days, you should just chose multiples like between three and
which 12 hours it is going to be. five times EBITDA, no. Even if
You have also got to have that fire  somebody offered me 10 times
in your belly, that passion for what EBITDA [ would think long and
you are doing. You have to live it, hard, because what is 10 times
eat it and breath it. You should also  EBITDA today will only be for
try to learn where the ‘puck’ is me three times EBITDA two or
headed as the ‘Great-One’ Wayne  three years from now. I think I
Gretsky used to say, “I don’t skate would be selling myself short
to where the puck is, | skate to right now because we are becom-
where it is headed. You should try  ing more dominant in this market-
to learn from companies thatareout  place. We are the longest player.
there leading the charge, then try Our name recognition is very

“What if one of the big consoli-
dators out there such as 24 Hour
w Fitness, Bally Total Fitness, Town

¢ asked de Leede to  Sports International or the new

give advice to up and coming club  Caro-Brentwood Associates were

developers, and this is what he had  to approach you, would you sell
to say: “First, alotof itcomes down  Australian Body Works?

ALONG?

stronger than ever, and we are
Wc asked de Leede, capitalizing on that by opening
as many clubs as we can. In ad-
dition to the tangible assets of the
business, you have the intangible
assets such as name and reputa-
tion. And, I have acquired other
intangible assets, such as the 1-
800-EXERCISE phone number.
De Leede responded, The name is very important and
I anticipate that should someone
buy Australian Body Works, |
expect it to be someone from
outside the industry as is happen-  promote yourself.”
ing over in England, where the
big beverage companies are get-
ting into the health club business
in a big way.”
We asked de Leede,
"what would you attribute your
success to if you could pick just
one thing?"
His response was, “I
think it is the key to every busi-

high. We are on people’s mind-
shelf in a very positive way. We
have been so involved in the
community for so long. We do
so many different things out
there at the grass roots level in
so many different places. Our
name and our reputation is
what’s really carrying us a lot

NOVEMBER ISSUE

ness. That is your ability to go out
and market and create your pres-
ence. | think one of the things we
have been very successful at is
beating our own drum, I said to
you earlier that I thought they
would just come after [ built my
first club. I thought people would
just find out. Well they don’t. You
have to beat your drum. We have
to always, always, always be out
there beating our drum. In market-
ing and promotions and PR and
community, you can’t just do it for
awhile and just stop. You have just
got to keep doing stuff constantly,
and you just cannot stop. If you is today.”
are in the club business or any
business, you have got to spend
enough money and resources in
your marketing area. You have got
to rep yourself and you’ve got to

In closing our interview
de Leede shared a couple of new  so well.
things he is doing. One is that he
is working on a deal with Delta Air
Lines to install exercise equipment
in Delta’s Crown Rooms. Another
is that he is continuing discussions
with the Kroger Corporation that
has 6,000 stores with more Kroger
grocery store health clubs as his  JHRSA in 1982.)

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

Buying P | Equi IsA
BUSINESS EXPENSE !

That's why YOU need solutions to help you cut costs
without sacrificing durability of name brand.  You know
lowenng the cost of doing busness directly improves
bottom-line profits.

Warldwide Fitness, Inc. has a way for you to umprove
profits by reducng your opemtng costs.  Without your
members having any sdea that you didn't buy brand new
eqipment and spend twice as much monsy as you did !

Worldwide Fitwess offers fitmess center products that
have already depreciated m value. We provide you a conss-
tent supply of Bank Repossessed, Refurbished, Brand
New, and Factory Blemished gy fitness equipment

We Believed Business Owners Wanted fo Save Money On
Operating Casts To Free Up More Capiltal T'e Grow,
If you buy your cardic equigmnent from Worddwide Fit-

reess and save $30,000,  And you add this new found capital
o your advertising und marketing budget, you will see expo-

| growth m cash fow and profits.  This $30,000 swvangs
can bring m 200 extra memben. 11 you get $350 for each
new member o the first year, that's $70,000 added to your
jross sales. That's extra income over and above what you're
alresdy domg

Could your business ute an extra $70,000 *

We Invest Cvver 5256,000 Every Month
To Assure You Save Moncy.

The whole operation is a huge undertalang.  With over 25
employees and s monthly payroll around $50,000. More than
$30,000 in building leases. Over $30,000 a month is spent on

parts to refurbish the equipment. The cost to
bury this deprociated equipment is over $150,000. The point
i we have made the necessary mvestments to insure a
consistent and rehable product for you.
We've put ourselves in & position that forces us 1o perform
for you or we don't make & profit. I'm not trying to inpress
you but | want you to see our commitment. We must satisfy
you so you will buy from us on your next fitness room
project and refer mors customers 1o us. We can't service out
huge overhead without repeat business.

Guarantced To Look Like New, Work Like New, And
Make Everybody Think You Paid Full Price.
When our client's come see our National headquarters i
Orange, Califormia, they're mnazed. They enter our gigantic
warchouse with over 1,000 machines on racks 3 stories high.
It looks like 50 health clubs went out of business and we
bought all their inventory. 'When we tour themn through our
state-of-the-art remanufactunng facility, they say they've
never seen anything ke it When they see our finished
product they think it's boand new, and after we convince
them that it is not, they say they wall never buy brand new

fitness equipment again.

i

We warranty this equipment, give you a National service
technician network, end give you 24 hour technical informa-
tion on our award winning website.  You see, the only
equipment we sell is the top brands; LifeFiiness, Cybex,
Stairmasier, Trotter, Precer, Star Track, Paramount, Tec-
frix, Quinton and others. These manufactorers have budt a
national service network that we have access to when our
customers need service  I's a8 easy for us io repar &
treadmill in New York as it is in California. 'We take care of
your business.

We Have Chver 1,300 Cusiomers That You Can Speck
With To Give You Buying Confidence
In today’s business clanate you have to protect yourself
fom miss-nformation.  You can't take advertising state-
ments as fact.  We understand this, and make accessible to

you our past customers $0 you can make your own, judge-
mn,mdm’lmymlomhlmh' . We want to
make sure this is the right buy for your busmess.

“Warldwide Fltiness Saved Me Over 3150000 And My
Maintenance Staff Still Thinks The Equipment Was Brand
new, I Don't feel I Sacrificed Anything. T Will Do All My
Future Purchases With Worldwide.*

(Mike Boccieri is the CEO of  YMCA's )

“I Bought My Equipment From Worldwide For my sec-
ond Club, [ Saved Over 525,000 And Used These Savings
To Increase My Advertising Budget. This Extra Advertis-
muwxnm-or-mmmrwmmu
My Flirst 90 Dayr.”  Stephen Priest MS. Fitness Health
Club .

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

Your tume s valuabe so we make the process easy. [t starts
with a phone call from you, to one of our customer assistants
You are asked some questions to provide us with needed
mformation.  Next, a complste packet of mftrmation is
expressed out 1o you. This packet contains: A video tour of
our facility, s customized video of the machines you nsed. A
jproposal with all your options, prices and freight charges,
oo liyout if nsedad; samples of rbber floonng snd other
samples

When you recerve your packet you'll get a follow up call
from your customer assistan! lo answer any questions
When all your questions are answered and your proposal
looks better than any of your other options, you can get the
deal started by fiodng us & copy of your 50%deposit. Tech-
nology has provided « time saving payment solution called
*Checks-By-Fax'.  Of courss you can mail your deposit if
you wand. Thir way yewr erder siarts immediately.

You Can't Afford To Pasx This Up Withost At Leart
Gating A FREE Packet And Propasal

The pressure to grow in today’s business chimate is high
Grow or die 18 the rule of the future.  You have to look at all
your options and do what gives you & competitive sdvantage
Your customers think the best fitness equipment is what you
provide them, They liks the equipment your stail trains them
on. A treadmill made 2 yeass ago is no different than the one
made yesterday. The only difference is how much money 1
cost YOU. How much of your opersting capital had to be
used to scquare the new equipment? Anybody can spend too
much money. The most succesafil and wealthy buainess
people are the most spend thrifty.

Call 714-283-0355x23 Today. Send an small to

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

m and/er go to our sward winning
weese ' WWW.Worldwidefitness.com

P.S. It's hard to grow a business and waste
money at the same time.

target.. He confided that selling off
of Australian Body Works would
allow him to "pursue some of the
fun things that 1 want to do to
change the shape of fitness.” In
closing, de Leede shared the phi-
losophy that has driven him so far.
He said, “My philosophy is that if
it ain’t broke, break it. It used to
be if it ain’t broke, don’t fix it.
Now, these days if it ain't broke,
break it, because if you don't,
somebody else will! So, you have
just got to keep looking for where
business is going to be, because it
certainly isn't going to be where it

The Tony de Leede story
is truly a great one and offers as-
piring club entrepreneurs a terrific
model for the future. De Leede has
a special tenacity that when mixed
with his other many skills, it is easy
to see why and how he has done

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News. Cates is a 26-year
veteran of the health, racquet and
sporisclub industry. Cates was the
Ist President and a Co-founder of



" Best in the business...and we can prove it!

Mastercard/Visa "Mail-In" Payments

Electronic Draft Electronic Debits from Coupons

2" 45¢ 200

PER PAYMENT PER PAYMENT PER PAYMENT

= i< The management system
INTERACTIVE SOFTWARE Wlth ‘-—-»-» the Op[IOHS’

WE’RE Y2K...0K!

Call BUSINESS DEVELOPMENT Today!
1-800-233-8483

A F F 1 L | A T E D A C €C E P T A N C E C O R P O R A TI ON




PAGE 16

ECIub insider

NOVEMBER ISSUE

BALLY TOTAL FITNESS ANNOUNCES
THIRD QUARTER RESULTS

Operating Income Improves 82% - Earnings Per Share $.45 Versus $.16 a Year A go

CI—I]CAGO. October 26,
1999 - Bally Total Fitness Holding
Corporation (NYSE: BFT) an-
nounced third quarter 1999 results
- with fully diluted earnings per
share of $.45 versus $.16 in the prior
year and operating income of $25.1
million - an improvement of 82%
over the 1998 quarter. Earnings
before interest, taxes, depreciation
and amortization for the 1999 quar-
ter grew to $38.4 million, a 49% im-
provement over the 1998 quarter.
The strong, positive trend of growth
in operating cash flows continued
with a $15.8 million increase in cash
flow from operations compared to
the same quarter a year ago.

Commenting on the con-
tinuing strong performance of the
Company, Lee Hillman, President
and Chief Executive Officer of
Bally Total Fitness, said, “Earnings
and cash flows continue to grow in-
line with our expectations, consis-
tent with the plan we presented over
two years ago. Given the success of
our expansion efforts to date and the
many growth opportunities we have

developed, our intention is to con-
tinue investing in new clubs, fa-
cility upgrades and expansions,
and new product and service of-
ferings to drive results even
higher.” Mr. Hillman concluded,
“We believe the growth we have
seen during 1999 .in new member-
ship sales, coupled with our con-
tinued improvement in member re-
tention, demonstrate our invest-
ment and service initiatives are
being well received by those who
maltter most - our members. Over
the past two years, our results have
shown tremendous improvement,
notwithstanding our operating in-
vestments in new club openings
and new product introductions. As
these aspects of our business be-
gin to mature, we believe the Com-
pany will enjoy sustainable growth
in long-term value.”

Comparison O£ The

Three Months Ended

September 30, 1999
and 1998

Opcraling income for

the third quarter of 1999 was
525.1 million compared to $13.8
million in 1998. This increase
of $11.3 million (82%) was due
to a $29.2 million (15%) in-
crease in revenues partially off-
set by a $16.7 million (10%) in-
crease in operating costs and an
increase in depreciation and
amortization of $1.2 million
(10%). The operating margin
before depreciation and amorti-
zation increased to 17% from
14% in the prior year period.
Operating income from new
product and service offerings,
reported net of development,
pre-opening and startup costs
related to such offerings, grew
10 $6.5 million from $2.5 mil-
lion in the 1998 quarter on a
more than doubling of revenues
to $17.4 million from $8.6 mil-
lion during the prior year period.

Net revenue for the
third quarter of 1999 was $219.5
million compared to $190.3 mil-
lion in 1998, an increase of
$29.2 million (15%). The
weighted average number of fit-

JLR

associates

IS PROUD TO ANNOUNCE THE PLACEMENT OF

Bronko Lemkeﬁ

as General Manager

of Crunch Fitness

J LR HEALTH CLUB RECRUITMENT SPECIALISTS

associates

10 Westgate Road » Weston, Massachusetts 02193

tel: 781.431.0868 » fax: 781.431.0890 * email: jr@jirassoc.com

ness centers increased to 348 from
323 in the third quarter of 1998,
including an increase to a
weighted average of 27 centers
from 13 operating under the
Company's four upscale brands.
Net revenue from comparable fit-
ness centers increased 9%. New
membership units sold during the
quarter increased 1% over the
prior year period while the
weighted average selling price of
membership contraets sold in-
creased 10%. This increase was
attributable to the sale of higher
margin, multi-club membership
plans coupled with a significant
strategic reduetion in the scope of
summer discount programs that,
historically, resulted in slightly
higher unit sales at significantly
lower prices and yields. Asa re-
sult, membership fees originated
increased $11.4 million (10%) de-
spite the loss of more than 1% of
club sales days (over 300 club
days) during the quarter due to in-
clement weather and other un-
usual conditions. Dues collected
increased $6.9 million (13%)
from the 1998 quarter, reflecting
continued improvements in mem-
ber retention and pricing from
strategies implemented during
prior periods and the increase in
the number of fitness centers op-
crating under the Company’s four
upscale brands which charge
higher dues.

Finance charges earned
during the third quarter of 1999
increased $1.5 million (11%)
compared to the 1998 quarter, due
to the growth in size and consis-
tent higher quality of the receiv-
ables portfolio. Average interest
rates for these finance charges
were substantially unchanged be-
tween the periods.

The total provision rate,
inclusive of the provision for
doubtful receivables and the pro-
vision for cancellations, which is
reflected in the financial state-
ments as a direct reduction of ini-
tial membership fees on financed
memberships originated, was
41% of the gross financed portion
of originations during each of the
periods.

Deferral accounting was
less favorable to earnings by $1.9
million for 1999 compared to
1998, reflecting the combined im-
pact of a decrease in revenues and

a decrease in the expense offset.

Comparison %{ The

Nine Months Ended

September 30, 1999
and 1998

Opcrating income for
the first nine months of 1999 was
$64.6 million compared to $37.4
million in 1998. This increase of
$27.2 million (73%) was due to a
$81.9 million (15%) increase in
revenues, offset, in part, by a $52,9
million (1196) increase in operat-
ing costs and expenses and an in-
crease in depreciation and amor-
tization of $1.8 million (5%). The
operating margin before deprecia-
tion and amortization increased to
16% from 13% in the prior year
period. Operating income from
new product and service offerings,
reported net of development,
preopening and startup costs re-
lated to such offerings, totaled
$14.8 million on revenues of $42.3
million, a substantial increase
from the prior year totals of $7.9
million and $23.8 million, respec-
tively.

Net revenue for 1999 was
$638.1 million compared to
$556.2 million in 1998, an in-
crease of $81.9 million (15%).
The weighted average number of
fitness centers during 1999 in-
creased to 338 from 319 during
1998, including an increase to a
weighted average of 19 centers
from 9 operating under the
Company’s four upscale brands.
Net revenue from comparable fit-
ness centers increased 10%. New
membership units sold increased
5% over the prior year period
while the weighted average sell-
ing price of membership contracts
sold increased 6%. This increase
was attributable to the sale of
higher margin, multi-club mem-
bership plans coupled with a sig-
nificant strategic reduction in the
scope of summer discount pro-
grams that, historically, resulted in
slightly higher unit sales at signifi-
cantly lower prices and yields. As
a result, membership fees origi-
nated increased $37.2 million
(11%). Dues collected increased
$24.0 million (16%) from the 1998
period, reflecting continued im-
provements in member retention
and pricing from strategies imple-

(See BALLY page 19)
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DINNER IN THE FAST LANE

By Nancy Clark, MS, RD

66
Belwaen soccer,
swimming, basketball, and base-

ball, as well as music lessons, Girl
Scouts, and PTA meetings, dinner
has all but disappeared from our
family. I'm not sure my kids know
what a cooked vegetable looks like
anymore.”

“When | get home at
night, I rarely feel like cooking
dinner. | just graze, starting with
crackers, ending with frozen yo-
gurt.” “I only eat real dinners in a
restaurant. | don’t cook for my-
self.”

Dinner time has disap-
peared from the schedules of many
active people, including athletes
who arrive home too tired to cook,
and sports kids who have team
practice in the midst of family din-
ner hour. If this sounds familiar,
you may wonder how you can
improve the healthfulness of your
evening eating, given the craziness
of your busy lifestyle. The follow-
ing tips are designed to help you
eat well, even in the midst of
chaos.

Tips for non-cooks. If
you don’t cook but simply graze
throughout the evening, you
should at least try to eat a variety
of foods (as opposed to just one
box of crackers). Target choices
from three different food groups.
For example, this could be: cereal,
milk & banana; bagel, peanut but-
ter & yogurt; crackers, lowfat
cheese & apple; sandwich bread,
turkey & tomato. These are nicely
balanced choices and a fine alter-
native to a cooked dinner.

One key to healthful
evening grazing is to have the right
kinds of food around.

Clearly, good nutrition
starts in the supermarket. Be sure
to schedule in food shopping—

perhaps every Sunday or Monday
evening after you have eaten. Do
not shop hungry—too many
goodies jump into the carts of
hungry food shoppers!

Tips for minimal cooks.
While food shopping, take time
to explore the frozen food section.
You'll likely find some healthful
meals. This might include:
Swanson’s Hungry Man turkey
dinner, frozen bean burritos, fro-
zen ravioli, frozen veggies (in-
cluding the meal starters such as
Green Giant’s Create-a-Meal).
Other nonperishable items in-
clude cans of hearty bean soups,
tuna, and refried beans, and even
packets of instant oatmeal.

Tips for active people
who work long hours: One trick
to eating better at night is to stop
coming home starved. Don’t wait
until 9 p.m. to have your biggest
meal; fortify more by day! Ath-
letes who arrive home ravenously
hungry commonly lack interest in
cooking—or even in eating
healthfully. Rather, they simply
eat the first foods they see—chips,
cookies, ice cream, and “junk.”

Active people tend to
get hungry at least every four
hours. That is, if you eat break-
fast at 8:00 a.m., you’ll be ready
for lunch at 12:00 noon, and snack
(or a second lunch) at 4:00. Honor
your hunger rather than try to
“hold off” until dinnertime. Why
wail to eal when your body wants
and needs the energy now?

Fueling adequately by
day provides the energy you need
to 1) cope with a hectic lifestyle,
2) fuel your exercise program and
3) control your weight. Plus, fu-
eling by day allows you to arrive
home with enough energy to

make reasonable food choices.

You will be less cranky and less
frantic to “stuff some food into
your mouth.” You will eat less,
spare yourself the discomfort of

overeating, and simultaneously
keep the scale from creeping up-
wards.

Athletes who are trying to
lose weight should be particularly
careful to fuel appropriately during
the day so they will then be able to
“diet” at night. After all, the
evening is the best time to cut calo-
ries. This contrasts to the standard
pattern of dieting at breakfast and
lunch, then blowing the diet at
night—a vicious cycle that gets di-
eters nowhere and leaves them feel-
ing out of control.

Tips for take-out. Today,
you can easily eat well balanced
take-home meals. Most quick ser-
vice restauranis have healthy op-
tions. Boston Market has turkey
and veggies. Shrimp with veg-
etables and steamed rice from the
Chinese restuarant is a good choice.
Roast chicken, salad, and whole
grain bread from the grocery store
is also convenient. A grilled
chicken sandwich, orange juice,
and a milk from McDonald’s

ner. A big pile of veggies
three days per week
helps compensate for the
veggie-free days with
lackluster meals.

*take advantage
of frozen vegetables. A
freezer well stocked with
broceoli, spinach, winter
squash, and carrots offers
nutrient-dense choices.
Frozen veggies are a
simple alternative to
“fresh” and have more
nutrients than the wilted
gems you might other-
wise pull from your re- 8
frigerator.

The bottom
line: Be responsible! “No
time” is no excuse for a
poor sports dinner.

Nancy Clark, MS,

(Nancy Clark, MS, RD ond Edition is available at your

offers personal nutrition consulta-
tions at SportsMedicine Brookline
in the Boston area. Her popular
Sports Nutrition Guidebook, Sec-

local bookstore or by sending $20
to Sports Nutrition Services, 830
Boylston St., Brookline MA 02467,
Or visit www.nancyclarkrd.com)

passes inspection, as does a
bagel, soup, and juice from
Dunkin Donuts, and veggie o to

pizza from Domino’s. Again,
the trick to making wise food
choices is preventing the hun-
ger that makes the nearby treats
more appealing.

Tips for health protec-
tion. The biggest nutrition
problem with missed dinners is
areduced intake of vegetables.
To help compensate and boost
your intake of these health pro-
tectors—

*buy packages of
baby carrots and snack on a
daily handful. Munch on toma-
toes and green peppers, as you
might munch on an apple.

*serve extra tomato
sauce on pasta.

*enjoy generous por-
tions of vegetables when you
do eat a traditional cooked din-

1
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mented in prior periods and the in-
crease in the number of fitness
centers operating under the
Company’s four upscale brands.

Finance charges earned
increased $7.6 million (21%) in
1999 due to the growth in size and
consistent higher quality of the
receivables portfolio. Average
interest rates for these finance
charges were substantially un-
changed during the periods.

The total provision rate,

inclusive of the provision for
doubtful receivables and the pro-
vision for cancellations, which is
reflected in the financial state-
ments as a direct reduction of ini-
tial membership fees on financed
memberships originated, was
41% of the gross financed por-
tion of originations during each
of the two periods.

Deferral accounting re-
duced earnings by $13.8 million
for 1999 compared to 1998, re-
flecting the combined impact of
a decrease in revenues and de-
crease in the expense offset.

Cash Flow

Ca.sh provided by
operating activities for the
nine months of 1999 was a
positive $27.2 million com-
pared to a use of $26.2 mil-
lion in the 1998 period. The
period over period improve-
ment of $53.4 million ($15.8
million for the third quarter)
principally reflects the contin-
ued growth in overall collec-
tions from installment con-
tracts receivable and monthly
dues and is net of the timing

(See Bally page 20)

By advertising every month in The CLUB INSIDER News...
you will gain an edge on the competition. You will reach

over 5,000 club locations and decision makers every month.
The people who need your products.

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

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

E-Mail: clubinsidernews@mindspring.com
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IHRSA'’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

VOTERS REJECT 3 OF 5 REC CENTERS

Ax the polls in Novem-
ber, IHRSA clubs were successful
in convincing voters to reject costly
municipal fitness centers in Idaho
and in two Michigan suburbs. Vot-
ers approved rec centers in Missouri
and Ohio.

The biggest margin of vic-
tory was in Madison Heights,
Michigan, where opposition led by
Madison Athletic Club saw voters
squash a $19 million recreation cen-
ter by a whopping 4,011 - 886 vote.
In nearby Oak Park, voters defeated
a $4.4 million fitness center by a
slim 1,829 - 1,769 margin.

IHRSA’s Fund contributed
to the victory in Madison Heights.

Perhaps the most hotly de-
bated contest was in Coeur d”Alene,
Idaho, where despite the strong sup-
port of both newspapers in town,
61% of voters rejected a $6.3 mil-
lion recreation center.

The Ironwood Athletic
Club led a coalition that successfully
argued that the proposed Coeur
d’Alene facility was too expensive
for what the community really
needs. [HRSA provided extensive
public relations assistance to this
victory.

In Columbia, Missouri, a
$10.5 million rec center won ap-
proval by a mere 191 votes, despite
the efforts of area club operators.

In Ohio, Liberty Township
voters approved a $6.3 million
multi-use facility that will be owned

by the township but leased and
operated by the YMCTA of Cen-
tral Ohio. The opposition dis-
solved when the Y pledged
money to build a six-lane, 25-
yard outdoor pool and toddler
area.

MILWAUKEE
YMCA’s GET CITY
TAX NOTICES

Embo]dcned by are-

cent state Supreme Court deci-
sion, Milwaukee city officials
issued tax notices to three area
YMCA's. In April, the court
ruled that the burden of proof for
determining tax-exempl status is
on the organization claiming the
exemption, not on local govern-
ments.

“It gives assessors a lot
more confidence,” said Kathee
Isleb, past president of the
assessor’s statewide trade group.

The issue has becn a
hot topic among assessors, ac-
cording to Isleb, who is the
Wauwatosa assessor. She is con-
sidering whether all or part of
the Y in that town should be
taxed.

Milwaukee city offi-
cials contend that if the Y were
to remain exempt, every prop-
erty owner will have to pay a
little more in taxes. The Y
doesn’t see it that way.

“We intend to pursue

this aggressively and do whatever
is appropriate to maintain our tax-
exempt status,” said Michael
Schmitz, chairman of the Metro-
politan Milwaukee YMCA. The Y
has hinted that it will call on its
high-powered Board of Directors
to put pressure on the city.

“The Y's are so well-
connected,” said one city hall
source, “This is going to be a ma-
jor, major, major fight.”

The Milwaukee Y has
applied for a tax exemption for its
new downtown health club. The
facility, which cost more than $6.5
million, includes a juice bar and
an indoor running track. The city
hasn't ruled on this facility’s sta-
tus yet but this latest action sug-
gests that the city may pull the ex-
emption on the workout facilities.

“I compete directly with
the Y in Wauwatosa, Greenfield,
downtown, West Allis and
Waukesha,” said Ray O'Connor
of the Wisconsin Athletic Clubs.

“If you look at our pric-
ing, you'll see we're generally
within a buck of each other,”
O’Connor said.

DATA SHOWS
TAX-EXEMPT &
TAXPAYING CLUBS
SERVE SIMILAR
INCOME GROUPS

Amcrican Sports

Data, Inc. reports that the average

.Bally

continued from page 19

of other working capital changes
which were seasonally low at Sep-
tember 30, 1999. Additionally, dur-
ing August, inventories of the
Company’s private-labeled nutri-
tional line were grown by nearly $3
million to support rapid sales growth
in view of the nearly tripling of the
number of products offered and to
support the rollout of new member-
ship programs that include these
products. Net installment contracts
receivable grew $58.2 million dur-
ing the nine-month period. Exclud-

ing the growth in receivables,
cash provided by operating ac-
tivities grew to $85.4 million, a
$39.8 million improve-
ment($10.8 million in the third
quarter) over the 1998 period.
Consistent with the Company’s
plan, during the first nine months
of 1999, $82.7 million was in-
vested in property and equip-
ment, including approximately
$58.0 million related to new fit-
ness centers and major upgrades
and expansions of existing facili-
ties and $7.5 million to purchase
existing leaseholds. As of Sep-
tember 30, 1999, the Company
has drawn $28.5 million on its
$90.0-million revolving credit

facility. The Company has used
the credit line to facilitate growth
through both the acquisition and
construction of new fitness cen-
ters.

Bally Total Fitness is the
largest commercial operator of fit-
ness centers in North America,
with approximately four million
members and 360 facilities lo-
cated in 27 states and Canada.
With more than 120 million an-
nual visits by members to its fit-
ness centers, Bally Total Fitness
provides a unique platform for
distribution of products and ser-
vices to active, fitness-conscious
adult consumers.

annual household income of
members of tax-exempt fitness
centers is $65,000. For commer-
cial clubs, the average is
$71,400.

This data shows that
there is no significant difference
between the income levels of
members of taxpaying vs. tax-
exempt facilities.

Tax-exempt clubs
serve a slightly higher percent-
age of lower-income members
(those with annual household
income of less than $25,000) —
16% vs. 11% for taxpaying
clubs. Taxpaying clubs serve
only slightly more of the most
affluent (those with annual in-
come of $75,000 or more): 40%
vs. 34% for tax-exempt clubs.
A closer look at the highest in-
come levels reveals that 16.5%
of members of tax-exempt clubs
have household incomes of
$100,000 or more vs. 18.8% of
members of taxpaying clubs.

These statistics were
reported in the 1998 IHRSA/
ASD Health Club Trend Report.
Other demographic compari-
sons in the report include:

Forty percent of mem-
bers of taxpaying clubs are ages
18-34, and an equal percentage
are ages 35-54. In comparison,
35% of tax-exempt facility
members are ages 18-34, and
29% are ages 35-54.

FOUR DENVER
AREA YMCA’S
TO CLOSE

The, YMCA of Metro-
politan Denver has announced that
it will sell four of its 12 locations
in order to avoid repair and main-
tenance costs. The closures will
affect more than 9,000 suburban
gym users and participants in
YMCA programs.

“We're decreasing our in-
vestment in our facilities to in-
crease our investment in our pro-
grams,” said Thomas Craine, Presi-
dent and CEO of the YMCA of
Metropolitan Denver.

“We can fulfill more need
through programs if we’re not spend-
ing so much on our buildings.”

Repairing the Littleton
and Jefferson County YMCA
buildings would cost $2.8 million.
The two will be closed within two
years, and Chatfield operations will
move to the Southwest YMCA.
The Y facility in Thornton will also
be sold.

“We’re no different than
any other large organization making
budget adjustments these days,”
Craine said. “Most people look at the
Y as a gym-and-swim, but it’s a lot
more than that. Our mission is to put
Christian principles into practice
through programs.”

WINNING BOOKS

answer. It's as simple as that!*

“If you have a question about nutrition,
food, or weight, Nancy Clark’s Sports
Nutritlon Guidebook will give you the
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INCREASE
YOUR
SALES

TWO & THREE DAY TRAINING
PROGRAMS INCLUDE....

*Sales Training

*Sales Management Systems

*Proven Profit Procedures
Effective Marketing & Prospecting Program

*Membership Retention Methods

SalesMakers has increased membership
sales in over 450 clubs worldwide. Since
1979 SalesMakers has helped clubs in-
crease their results by delivering the high-
est quality of staff training and proven sys-
tems - not “quick fix” discounting of
monthly dues.

In today’s competitive environment, suc-
cessful club operators as well as “start-ups”
can benefit from our twenty years of expe-
rience helping club owners earn the profits
they deserve. We will work on-site with
your staff and customize solutions to your
unique needs, opportunities and market
conditions.

Invest in one of our two or three day train-
ing programs and see what a difference we
can make in your business or call us today
to see how we can best serve you.

We provide solutions... not just advice.

Sores Mokers-mm

membership speciallsts

1.800.428.3334
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azzercise Recognized For Raising
$630,000+ For Susan G. Komen
Breast Cancer Foundation

3

C arilsbad, CA. -
Jazzercise, Inc. was recently hon-
ored by the Susan G. Komen
Breast Cancer Foundation for its
generous contributions and support
to the Foundation at an award lun-
cheon in Dallas, Tx.

Since 1995, Jazzercise
instructors and students have raised
more than $630,000 for the Susan

breast cancer causes.
Jazzercise, created by
Judi Sheppard Missett, is the
world's largest dance fitness pro-
gram with 5,000+ instructors
teaching 19,000 classes weekly to
over 450,000 students in 38 coun-
tries around the globe. For infor-
mation on Jazzercise go to:
HYPERLINK http://www.jazz
ercise.com or call: 1 (800) FIT-IS-

G. Komen Breas! Cancer Founda-
tion and over $3.1 million for

IT.

Seeks
Contributing
Writers

Contact: Norm Cates, Jr.
770/850-8506

(Left to Right) Jan Kinney, VP of Sales, Dee Dee Kovacevich, VP of Marketing, Kelly
Wilson, National Program Manager for Susan G. Komen Foundation, Joan Baldwin,
District Manager for Georgia and N. Florida and Sue Catalano, National Sales Director

AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE
IS NO ONE TO TALK T0?

You NEep 10 BELONG TO A FAusT MANAGEMENT CORPORATION
CrLus Execunve RounprasLE!
APPLY

NOw! and experience...

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

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

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

Issues...bring critical issues to an experienced group of col-
leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice, Your session will be taped and a copy sent 1o
you.

For INFORMATION ON HOW TO BECOME A MEMBER

CALL « EMAIL
or

“I look forward to each Roundtable session as a
FAX a copy of your business card 10

chance to step back and clear my mind. The
combination of friendship, ideas and renewal of
' my own energy have made the sessions invalu-

"[ consider the Roundtable a
critical resource for my
business, it gives me a

|
|
l
| Barbara Garringer
|

competitive edge. The seminar |
I
|
|
|

|

|

|

|

, at |
o Faust MANAGEMENT CORPORATION |
10085 CarroLL CANYON ROAD * SUrTe 210 |
San Digco = CA = 92131 |

(619) 536-7974 Ex. 306 == (619) 536-7976 (Fax) |
|

faustmgmi@aol.com

and new ideas, as well as a
chance to learn about mysely,
have helped me to become a
better manager.”
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Life Fitness Exand And Enhances
Cross-Trainer Offenng

Self- powered
equipment o
eﬁecuve, com ortabfe
total-body workout

CH]C.AGO - Life Fit-
ness, the leading manufacturer of a
full line of cardiovascular and
strength training equipment for
commercial and consumer use, un-
veiled at Club Industry the next gen-
eration of heavy-duty commercial
total-body Cross-Trainers that offer
additional features that benefit both
the fitness facility owner/operator
and the end-user.

“As we have witnessed the
rapidly increasing popularity of el-
liptical machines, Life Fitness is
proud to introduce the next genera-
tion of total-body rear drive Cross-
Trainers,” said Augie Nieto, presi-
dent of Life Fitness. “This new fam-
ily of performers reflects tremen-
dous innovation and provides un-
matched versatility and effective-
ness,”

The new Cross-Trainers
— the CT 9500HR, the CT 9100
and the CT 8500 — Total-Body
Rear Drive System models join the
existing product line of the CT

9500HR and the CT 9500L Front
Drive Cross-Trainers. Several
features in the new models pro-
vide additional benefits to fitness
facility owners/operators and en-
hance the user's workout experi-
ence.

“Our three-year history
in the elliptical market and our ex-
tensive cardiovascular heritage
puts us in a great position to offer
all the features that customers told
us they wanted in these new
units,” said Chris Clawson, direc-
tor, product management, cardio-
vascular products at Life Fitness.
“With this new line, we are de-
lighted to provide the most ad-
vanced total-body products that
meet our customers’ needs.”

Additional Benefits
Jor Club Owners/
Operators
and Managers

Alremcndousadvan-
tage of the new Life Fitness
Cross-Trainers is that they are
self-powered and do not require
access to an electrical outlet,
which greatly expands equipment

Life Fitness Cross Trainer 9500 HR - Total Body System

layout options for fitness facilities.
The new models also boast a sleek
design with side entry access.
Various price points on
the new models provide greater
options for different types of fa-
cilities. While the new CT

9500HR ($4,699) and the CT
9100 ($4,199) are designed spe-
cifically for high-use commer-
cial markets, the CT 8500, priced
at $3,699, is an ideal option for
lower traffic use in vertical mar-
kets, such as hotels and corpo-

rate fitness centers.
Life Fitness also will offer
a new one-year labor warranty and
atwo-year parts warranty for the en-
tire Cross-Trainer line - both the new
and the existing units. The CT 8500
(See Cross-Trainer page 26)

Life Fitness Expands Hammer Strength
Benches And Racks Line To 25 Pieces

-
=

Hammer Strength Olympic Squat Rack

CHICAGO - Life
Fitness unveiled six new prod-
ucts in the Hammer Strength
benches and racks line at the
Club Industry trade show. The
initial line of 19 Hammer
Strength heavy-duty benches
and racks was introduced in
March at the International
Health, Racquet and Sportsclub
Association (IHRSA) conven-
tion in San Diego.

“We are delighted to
expand our new Hammer
Strength benches and racks line,”
said Augie Nieto, president of
Life Fitness. “The response to
the initial pieces has been tre-
mendous, so we want to add to
our free weight category to con-
tinue offering our customers ev-
erything they need in this very

popular strength-training modality.”

Featuring a sturdy, bolt-to-
gether design, the benches and racks
are constructed of the same durable
components as Hammer Strength
plate-loaded equipment. The new
products add to two categories of the
Hammer Strength benches and racks
line - the Olympic family and the
Free Weight family.

Joining the current Olym-
pic family of three benches are the
Olympic Squat Rack and Olympic
Military Bench. The Military Bench
is designed to provide the user maxi-
mum safety and comfort, including
dual cushion back pads for optimal
lumbar support, front and rear racks
for racking the bar in front of or be-
hind the body and a spotter’s plat-
form.

The Free Weight family in-

(See Hammer Strength page 26)
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THE GROUP EXERCISE PROGRAM FOR EVERY BODY™
Anyone at ANY fitness level can do PACE!

Comraderie
Fun ¢ Safe
Not Intimidating

No Coordination Needed
No Muscle Soreness
High Calorie Burn

FIT OR UNFITR

Strength & Cardio
Workouts Combined
Time Efficient ¢ Fun
Cross Training
Group Exercise
At It's Best

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

Call Pro*Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized fo meet your needs.
Visit our website at http://www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Examsa (ACE) as a Continuing
Education Specialist.
PACE is a trademark of Henley HealthCare and is used with permission. All Rights reserved.
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has a one-year parts warranty.

Biomechanical
Features Benefit
Users

The rear drive design
of Life Fitness’ new Cross-Train-
ers offers users a different size,
shape and angle of the ellipse than
front drive models. This createsa
comfortable, extremely smooth,
fluid movement that already has
won rave reviews with users in
field testing. At 17.7 inches, the
stride length accommodates users
of all sizes.

The new models also of-

fer a closer distance between the
pedals that reduces torquing the
torso. Based on a biomechanical
study at Concordia University,
River Forest, Ill., a close pedal dis-
tance minimizes lateral shifting of
the hips, reducing lower back
stress, With a width of 2.8 inches
between pedals on the new mod-
els, Life Fitness offers the closest
pedal spacing in the industry,

An additional biome-
chanical advantage of the new
Cross-Trainers is the redesigned
arms that can accommodate a wide
variety of user sizes and still en-
sure a challenging upper-body
workout. The new units also in-
clude a bullhorn handlebar for sta-
bilization during mounting and
dismounting.

Variety of
Workout Features

Anothcr user-friendly
feature of the next generation CT
9500HR, CT 9100 and CT 8500
models is the Auto Start function,
which allows users to start the ma-
chine by pedaling. Users also can
remain stationary during workout
selection by simply pressing the
start button on the console. Con-
sistent with the current Cross-
Trainer models, the new units of-
fer 20 levels of resistance and seven
workouts, including the interactive
Heart Rate Zone Training Cardio
and Fat Burn programs. Heart Rate
Zone Training programs are op-
tional on the CT 8500.

Exercisers will enjoy the
forward and reverse motions and

NOVEMBER ISSUE

total-body involvement using the
machine’s synchronized, depen-
dent arms that create an easy-to-
use, natural motion. The total-
body Cross-Trainer employs com-
plimentary, opposite movements
of arms and legs to help provide
muscular balance, stability and a
natural rhythm. The total-body
workout is superior in that it pro-
vides increased caloric expendi-
ture with lower perceived exer-
tion, which can help users to
achieve results faster.

Polar telemetry heart rate
monitoring, an accessory tray and
areading rack come standard on the
new CT 9500HR and CT 9100 and
are optional on the CT8500. The
CT 9500HR includes the patented
Lifepulse digital heart rate moni-
tor as well.

Life Fitness’ new CT
9500HR and CT 9100 models will be
available in the United States in the
fourth quarter of this year, and the CT
8500 will be available in the first
quarter of 2000.

About Life Fitness

Lfe Fitness, a Bruns-wick
company, is the global leader in design-
ing and manufacturing a full line of re-
liable, high-quality fitness equipment for
commercial and consumer use, Its car-
diovascular and strength training prod-
ucts, including the renowned Lifecycle
exercise bike, are used in health, fitness
and wellness facilities, as well as in
homes, worldwide. The company is
headquartered near Chicago and distrib-
utes its equipment in more than 120
countries

.Hammer
Strength

continued from page 24

Norm

cludes four new products: a Bar-
bell Rack, Beauty Bell Rack, De-
cline Bench and Lumbar Flat

Cates’

INFORMATION REQUEST

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

number shown.

[[]Please mail information to me. [ ] Please contact me at the

Name:

number written below.

Club or Company Name:

Address:

City:

State: Zip:

Phone #: ( I

E-Mail:

Fax#: ( ) -

CLUB INSIDER News Advertisers

[] LifeFitness - Pg 28
[] Club Runner - Pg 19

[] National Gym Supply - Pg 17

[] E-ZONE Network - Pg 11

[] Affiliated Acceptance-Pg 15

[] Sales Makers - Pg 21

[] Springfield Corp. - Pg 12
[] Jazzercise - Pg 10

[_] Muscle Dynamics - Pg 13
[] Pace Circuit - Pg 25

[] Cardio Theater - Pg 2
[1ISSA-Pg7

("] Body Pump - Pg 27

[_] Faust Management - Pg 23
[] Worldwide Fitness - Pg 14
[ Friday Reports - Pg 6

(] Club Insider - Pg 19 & 22
] JLR Associates - Pg 16

Fax#:(847) 288-3791
Fax#:(561)746-5822
Fax#:(310) 390-2627
Fax#:(707) 259-1376
Fax#:(816) 753-1429
Fax#:(941) 945-3029
Fax#:(770) 729-0995
Faxi:(760) 434-8958
Fax#:(310) 323-7608
Fax#:(888) 604-2244
Fax#:(404) 848-0223
Fax#:(805) 884-8119
Fax#:(770) 424-1590
Fax#:(619) 536-7976
Fax#:(714) 283-0935
Fax#:(212) 987-4227
Fax#:(770) 933-9698
Fax#:(781) 431-0890

Bench. The Lumbar Flat Bench
integrates the same angled back
pad philosophy as the other free

weight benches to provide optimal
lower back support.
All the new Hammer

Strength benches and racks cur-
rently are available at list prices
ranging from $249 to $949.

LATE BREAKING NEWS!

StairMaster Acquires Quinton Fitness
Acquisition Fulfills StairMaster’s
Strategy To Offer A Full Line

Klrkland, WA.- Tom
Bryant, President of StairMaster
and Michael Blomeyer, President
of Quinton Instrument Company
(also known as Quinton Medical),
announced on November 12, 1999
that the companies have reached an
agreement whereby StairMaster
will acquire Quinton Fitness, Inc.
a subsidiary of Quinton Instrument
Company.

Mr. Bryant said, “The
marriage of these two preeminent
fitness brands is an important step
in StairMaster’s strategy to offera
full line of premium brand aerobic
and strength fitness products for
commercial customers worldwide.
Quinton is one of the oldest and

most respected treadmill compa-
nies in the commercial market
having produced their first tread-
mill in 1953. The acquisition cul-
minates a four-year distribution
relationship between two industry
leaders. The strength of
StairMaster 's worldwide distribu-
tion network and Quinton’s heri-
tage will allow both brands to ex-
pand aggressively.”

Mr. Blomeyer said, “We
are delighted with the StairMaster
agreement for the same reasons as
Mr. Bryant. The acquisition al-
lows Quinton Medical to focus
our full attention on expanding
our offerings in the healthcare
market, specifically in the cardi-
ology arena. Quinton Medical

will also be a customer of
StairMaster, offering their medical
treadmills as an integral part of our
healthcare product line. This will
enable us to continue to maintain a
leadership position in cardiac stress
testing and rehabilitation.”

Quinton’s fitness and
medical treadmill support personnel
will be incorporated into
StairMaster’s organization in
Kirkland, Washington. Quinton’s
treadmill manufacturing will remain
in its facility in Bothell, Washing-
ton.

Kirkland, Washington-
based StairMaster Sports/Medical
Products, Inc. is a leading manufac-
turer of fitness equipment address-
ing the needs of a diverse array of
customers. StairMaster offers a full
family of fitness products including
stairclimbers, elliptical striding sys-
tems, treadmills, exercise bikes,
Crossrobics trainers, strength train-
ing equipment as well as group ex-
ercise programs. StairMaster has a
long history in sports medicine and
is committed to helping people stay
health, control weight, live longer
and have fun while exercising.
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bodytrainingsystems' classes are producing
outstanding results in over 3,000 clubs worldwide.

Each bodytrainingsystems' program combines
prechoreography, training, sofety and quality control to
deliver world class results - and profits.

Each program is prechoreographed fo ensure
consistently great classes. Our certification

system

involves rigorous training and continuing education fo

800.SAY.STEP * 770.424.8161 ¢« www.bodypump.com
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ensure your instructors are up to date with the latest
information. We also supply marketing materials and
manuals that increase class participation, generate leads
and improve member refention.

To find out how bodytrainingsystems can deliver
world class results - and profits in your club, call The STEP
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bodytrainingsystems
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The new Life Fitness 9000 Series Treadmills. Easier serviceability. Unyielding durability.
Unparalleled exercise comfort. Engineering marvels that are the seurce of a whole lot of work at
the patent office. Featuring a large new easy-to-use console and intuitive technologies that fuel
runaway satisfaction...for your members and for you. .
Relv on :'_ | ;'._J Fitness for criven pDe 7

Call 1.800.634.8637 or 1.847.288.3300 outside the U.S.

L2272,

Rely on it”



