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

| will give them

WIRELESS

cnnnlo%@

EXERCISE THE BODY, ENTERTAIN THE MIND.
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* Wireless Exercise Entertainment
* Superb Stereo Digital Sound
* A Full Range of Systems e Easy Installation
* Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com
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SANDY COFFMAN
"Programming For Profit"

during virtually all operating
hours. Her bright smile, shining
eyes, enthusiastic delivery and
lively bounce in her step, mesmer-
ized all of us that weekend. To
say that her message was well re-
ceived would be a huge under-
statement. Ted Torcivia comments
about Coffman, “We had the
unique opportunity to see Sandy
Coffman at the very start of her
career in the club business. She
was one of our 3 employees when
we opened the doors in 1976. Her
professionalism and infectious
enthusiasm set the tone for our
entire operation, and her influence
on our programs and business
style continue to this day.”

By Norm Cates, Jr.

“Making It Fun!™ for

club members and employees is
something Sandy Coffman has been
doing for over 25 years now. I first
met this ‘dynamo’ Bette Midler look-
alike when | attended her first ever
training seminar in December, 1979.
The training was held at the West
Allis Racquetball Club, outside of
Milwaukee, a leading IHRSA club
that was and still is owned by Ted
Torcivia and Keith Nygren. Sandy
taught our group all of the techniques
that she had employed at the West
Allis A.C. to fill 16 racquetball courts

Gary Hamrah, the
owner of the Ricochet Racquet
Club in South Plainfield,N J., was
also one of the attendees at that
class along with about 16 others.
Hamrah owned and operated his
New Jersey club for 22 years un-
til he recently sold it to Ray and
Jeff Zirpolo, the owners of the
Club At Woodbridge. Hamrah has
continued to regularly employ
Sandy Coffman on consulting
jobs since then and actually has
her booked for employee training
in mid-December. Hamrah com-
ments on Coffman, “Sandy
Coffman is one of my favorite
people in the industry. In regard
to Sandy’s value to my club here

is how I look at it. We do normal
and regular maintenance on all
of our equipment which is ex-
pensive. But, our most expensive
and most important asset is our
people. We like to do mainte-
nance on our people, too. She
brings a sense of renewed excite-
ment each time she comes. That
excitement doesn't go away, but
we keep bringing her back fre-
quently to be sure it doesn’t.”
As the Program Direc-
tor and part-owner of the West
Allis facility for 11 years,
Coffman developed the largest
racquetball program in the coun-
try. Due to her programming ex-
pertise, the West Allis club was

LATE BREAKING NEWS

ALETTER TO NETPULSE E-ZONE MEDIA
NETWORKS CUSTOMERS FROM THE NEW COMPANY

heard much from the company. That

Introduction by Norm Cates, Jr. is because the merger was not offi-
cially completed until November

T 14, 2000.

he entire health, racquet Today, December 11,

and sportsclub industry has been won- 2000, The CLUB INSIDER News
dering what is going on with Netpulse, received an e-mail from Adam J.
E-zone and Xystos. In the October Handelsman, Director of Public Re-
edition of The CLUB INSIDER News, lations for the newly merged com-
we published a story about the merger  pany. Inamemo to us, Handelsman
of Netpulse, E-zone Networks and wrote: “Netpulse E-zone Media
Xystos. Since that time, no one has  Networks would like to share with

you the following correspondence
between Netpulse E-zone Media
Network and the 1100 fitness fa-
cilities and chains awaiting instal-
lation of our products. We feel it is
extremely important that the
company’s plans are honestly con-
veyed to the industry, and that we
strongly address the concerns of
our customers.”

That letter appears on the
right side of the next page (#4) of

this edition.

We have pursued this
story aggressively for months on
the behalf of all club owners and
operators, because we understand
the great importance of the situa-
tion and we also realize that there
are an awful lot of folks out there
that have been wondering what is
going on. We believe strongly in
the concept of “Making It Fun” for
members and the utilization of en-

experiencing an amazing 80%
court occupancy rate from 9 a.m.
to 9 p.m. Monday through Friday.
Sandy now consults worldwide and
does extensive work in marketing
and training for the mature adult
population. In addition, Sandy
Coffman is a very popular featured
international speaker and very
likely one of the top 3 speakers (in
terms of number of presentations)
in the industry worldwide. Sandy
has provided a tremendous service
to the club industry with her role
as a speaker. She has given presen-
tations in the United Kingdom,
Germany, Netherlands, Scanda-
navia, Canada, Australia and Japan.

(See Sandy Coffman page 13)

tertainment systems in clubs. There-
fore, we are sharing with you the
comments from Handelsman and the
letter entitled “Dear Customer” on
page #4. Our thanks to Mr. Andrew
Wiswell, new CEO of the merged
company and Mr. Handelsman for
providing this information for The
CLUB INSIDER News to share.
(See Page 4.)
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Cybex CEO Aglialoro
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*The Centerpiece Of TheIMMy%GM
*Don’t Waste Your MHGWAWQBM Unless
You Do Three Things
*Recruiting With A Focus: Sales
*Making It Fun At IAAPA

\Hu‘ Year 2000 In Review
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By Norm Cates, Jr.

Peter Haines has re-
signed as Cybex CEO and has been
replaced for the time being by
Cybex Chairman, John Aglialoro.

We attempted to contact
Aglialoro at the Cybex offices but
he put us off until next month for
comment indicating that he was ex-

Re-organizing

tremely busy with matters of tran-
sition. It appears now that Cybex
will have a part-time CEO in
Chairman Aglialoro, as he has
numerous other major business
interests, but will serve as tempo-
rary CEO until he finds a new
CEO to replace Haines, One thing
is for sure, it will no longer be
“business” as usual at Cybex.
Check out the letter from
Aglialoro on page #4 for details.

I would like to point out
something in Aglialoro’s letter ad-
dressed to “Dear Valued Customer.”
There is an important lesson for our
entire industry to come to grips with.
That lesson is the danger of “dis-
counting.” In paragraph #5 of that
letter, he addresses Cybex’s long-
time policy of discounting their prod-
ucts. Cybex’s competitors, equip-
ment vendors everywhere, will tell

(See Cybex page 4)



PAGE 4

..Cybex

continued from page 3

you that what Cybex has been doing
for the last few years has been detri-
mental to the entire supplier side of
the industry. 1agree with them. But,
the lesson here goes beyond manu-
facturers and vendors.

Think of your club's mar-
ketplace. If you have been around for
 long time as a club owner/opera-
tor/manager, think back about the
“membership discounters” that have
come and gone. Not only are they

long gone and out of business, they
have permanently left their mark on
your marketplace. They have de-
pressed the very value of your club
product that you have worked so
hard and continue to work hard
over the years to build. In essence,
“membership discounters” say to
our communities: “We have the
greatest product in the world here
for you: health and fitness! But, we
don’t think our product has any real
dollar value for you, so we are go-
ing to sell it to you at a price that
you can’t refuse. A price that will
assure that we will go out of busi-

ness!” Man, over the years [ have
seen it all, including some opera-
tors that sell 2-year memberships
for $69! Remember those opera-
tors? How about those 400+
“LivingWell” clubs that went bye-
bye about 10 years ago?

I give Aglialoroa D-on
‘valued-customer’ public relations
because his letter is so damaging
in terms of what you might send to
customers, and it is and will be used
extensively by his competitors.
Plus, he ‘bad mouthes’ his very
own products stating in paragraph
#4: “Most of our products then

EClub Insider
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were sold to lightly used consumer
customers.” But, I give himan A
on intent. At least he has figured
out what the problems at Cybex are
and he appears intent on and dedi-
cated to correcting them. Elimina-
tion of the ridiculous discounts, col-
lecting the money that is due your
business efficiently and regularly,
reducing costs on such major items
as shipping and adjusting a mis-
guided warranty policy are all de-
cisions that should bear fruit over
time. Aglialoro, however, better
have deep pockets because it is
clearly going to get worse before it

gets better.

Aglialoro promised to speak
with us at a later date and we hope to
reach him and hear his comments
about his effort to turn Cybex into a
profitable company and thereby fix-
ing his “negatively impacted finan-
cial ratios.” (See John Aglialoro let-
ter on this page.)

STAY TUNED.

(Norm Cates, Jr. is the Pub-
lisher of The CLUB INSIDER News
and a 27-year club industry veteran.
Cates was the 15t President of IHRSA
and a Co-founder of the Association
in 1981.)

November 27, 2000

Dear Valued Customer:

We want to apologize 10 you for letting a few things gat out of hand hers at Cybex. It
;;:nn!nlnnn adjustments to be made effective immediately

First, it is common practice in domestic markets to allow imited credit to good
customers. However, we let this go too far, and in 50 doing, negatively

financial ratios to an uncormfortable level. We expect that you will work with your Cybex
credit representatives to bring us back to the financial standard that will enable Cybex
1o continua to serve you best.

Sincerety,

John Aglialoro, CEO

: ; mmmwwlﬂm
wmmwmmw No more. By January 1, 2001, Cybex will
announce a unifonm pricing schedule, which will ultimately decide product-pricing
discounts by the siza of the invorce at the time of the order gply.

mmuﬁnmmMNMdlmmm\m
parties for goods or that products be given a masonabls
mmwumummmumm This is common
ground upon which all business parties in all industries worldwide could agree. The
staps we are taking are meant 10 enhance our abllity to continua to deliver to you the
best product offenngs possible... This in tum will enhance your own customer base and
future growth. Wae value our busingss with you, our customer, and look forward 1o a
continuing retationship.

or by January 1,

completed.

us.

markets.

to capital.

Dear Customer,

Communications,

during our merger.

January and July of 2000.

We are pleased to announce that on November l4th the merger between Netpulse
E-Zone Networks, and Xystos Media Networks was finally
Through the merger and the combined strengths of three
companies, we have assembled a team with proven track records and vast
expertise in the fitness, media and technolegy industries.

Netpulse E-Zone Media Networks would like te thank you for your patience
We realize that our customers are extremely important to

With the three companies working as one, we have been able to merge our
inventories and evaluate our newly combined installation commitments. Our
commitments for all three companies represent a significant number of
fitness facilities nationwide (many which signed up for product with two or
even all three of the former companies).

Coincident with the completion of the merger, the capital markets for
companies in our sector has scftened to the point that we have withdrawn our
current equity offering, until there in an improvement in the capital
Our efforts now focus on uncovering more potential investors, and
our initial findings indicate that these new investors will not finance the
installation of "free networka".

Based on our limited inventory allocated for our free coffer, and the
extremely capital intensive venture of providing the fitness indusctry with
free equipment, the situation requires that we postpone indefinitely the
installation of the special offers made by both Netpulse and E-Zone between
We regret this decision but hope you understand
that we cannot continue to build a viable, long-term business without access

We welcome your questions about further specifics relating to your facility.
Please find the attached contact information for the specific Netpulse
E-Zone sales representative who will be working with your facility.

The Board of Directors and Management of Netpulse E-Zone Media Networks
wishes to thank all of its existing and prospective customers for their
interest in our products, and we look forward to a long and mutually

beneficial relationship.

Netpulse E-Zone Media Networks

| |
GOLD’S GYM INTERNATIONAL BUILDING

NEW $15 MILLION HEADQUARTERS

Complex Includes
40 000 ddqua.re

FALLS CHURCH, Va.-
(December 8)-Gold's Gym Interna-
tional, Inc., (GGI) will move its East
Coast headquarters to Ballston, Va.,
in 2001 as part of a $15 million de-
velopment project that will include a
new office building and a 40,000~
square-foot state-of-the-art showcase
Gold's Gym.

The company will relo-
cate from its current location in
Falls Church, Va., to 3910 Wilson
Boulevard in Ballston, previously
an auto dealership site. Company
officials said the dealership would
be converted to a multi-level Gold's
Gym. A three-level corporate of-
fice, complete with retail space, will
also be expanded from an existing
structure on the site. Construction
is scheduled to begin in February.

“We are tremendously
excited about the scope of this new
project,” said GGI Chief Execu-

tive Officer Kirk J. Galiani. “We
are constructing a facility unlike
any other fitness center. We chose
to renovate and enhance this
unique 1940s-style structure rather
than put up a cookie-cutter build-
ing. The size and character of the
building, combined with a young,
vibrant Ballston market, will un-
doubtedly make this the most
popular health club in the metro-
politan Washington area.”
Galiani said the new
Gold’s Gym would be outfitted
with the latest equipment from

each of the major fitness equipment
companies seeking to showcase
their product lines to Gold’s Gym
owners visiting the company's East
Coast headquarters. The new gym
will feature more than 150 pieces
of cardiovascular equipment and
four spacious group exercise rooms.

The new Ballston gym
will be the third Gold's Gym in the
Arlington area, joining fitness cen-
ters in Clarendon (2900 Clarendon
Boulevard) and Rosslyn (1830 N.
Nash Street).

“This new facility demon-

strates our ongoing commitment to
the Arlington community,” said
Galiani.

Kirk Galiani and John
Galiani, who along with business part-
ners Jeff Skeen and Bruce Ebel, op-
erated one of the most successful
Gold’s Gym franchises in the world-
wide chain, were named CEO and
President of Corporate Development,
respectively, of Gold’s Gym Interna-
tional, Inc., in 1999, As part of the
transition, Skeen was tapped Chief In-
formation Officer and Ebel was

(See Gold's Gym page 20)
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* NORM'S NOTES

*H.rev HOLIDAYS!

*DALE DIBBLE's incred-
ible story was told last month as Dale
was our Cover Story subject. In the
report | told you that when [ was with
Dale and his wife OLIVE MAE last
August, Dale looked great and
seemed to be in terrific health. Well,
over the Thanksgiving Holidays Dale
took a turn for the worse and had to
have emergency heart surgery again
at the Cleveland Clinic in Ohio. Dale
is back home now. We have great
news to report. IHRSA has decided
to name the annual [HRSA Indus-
try Service Award
after Dale. The first Dale Dibble In-
dustry Distinguished Service
Award will be made to the honoree
at the 20th Annual THRSA Conven-
tion and Trade Show on March 22,
2001. (Show dates March 21 thru
24th). Which reminds me, if you are
not booked for that Convention and
Trade Show, please consider making
a call to: (800) 228-4772 for Con-
vention and Trade Show information
and for membership information
about the Association if you are not
a member. Try to be there. You will
be glad you did! And, speaking of
Conventions and Trade Shows, the
IHRSA/Athletic Business Conven-
tion had a really good line up of
speakers including far out futurist,
DR. RICHARD CANTON who
dazzled a couple of thousand people
with his predictions on the electronic
world. Also, Coach DON SHULA
shared his secrets about winning.
Additionally, Gold's Gym's DEREK
BARTON gave a remarkable pre-
sentation on branding. Barton's of-
fering was one of many that profes-
sionals, including SANDY
COFFMAN, CASEY CONRAD
and KAREN WOODARD gave in
Orlando.

*And, speaking of IHRSA,
congratulations to MARK SMITH
of TSI, CAROL NALEVANKO,
of DMB Sports Clubs and JULIE
MAIN, of Santa Barbara Athletic
Club as they have all been nomi-
nated to serve on the IHRSA Board
of Directors. Also, MICHAEL
LAMB, of FTP Sportathlon
Clubs, LTD. has been nominated
to serve as the new IHRSA Inter-
national Ambassador. Good luck
folks! Nalevanko is on quite a roll
as in October, she was honored by
Club Industry Magazine as the
BUSINESS WOMAN OF THE
YEAR!

*The Spectrum Clubs,
headed by Chairman, RICK CARO,
IHRSA Founder and Former

President, have named a new Se-
nior Management Team, The team,
named on November 20th, includes
CFO, LARRY PAGE from CEC
Entertainment, VP Marketing,
ANNIE BENDALIN from Chan-
cellor Marketing, Corporate Con-
troller, TANA TOULMIN from
the Metromedia Restaurant Group,
VP Finance, STEVE
KAUSLARIC, from Vertaport,
and Purchasing Director, GARRY
CULLINANE, from United Ad-
vertising. The Spectrum Club group
currently includes 18 facilities.
Good luck to everybody on the new
Spectrum Clubs Team!

*Tennis Corporation of
America Senior Vice President,
DOUG CASH, recently an-
nounced the promotion of
WILLIE SCHUETTE to Gen-
eral Manager of Tri-State Ath-
letic Club in Evansville, Indiana.
Schuette comes to Tri-State from
TCA’s Mid-Town Athletic Club.
Good luck Willie!

*I missed this Note last
month: The Iron Grip Barbell
Company has settled a lawsuit
against Fitness Products Interna-
tional, LLC, out of court. The de-
fendants are manufacturers of Jade
weight plates. Sorry.

*Bally Total Fitness
stock continues to increase in value
as during press week, BTF stock
topped 30 on a day when the NYSE

dropped 250 points!

*CHARLIE SWAYNE
has cancelled his IPO that was in-
tended to fund a new $5 million
club in his hometown of Lacrosse,
Wisconsin. Sorry about that
Charlie!

*CheckFree Health and
Fitness has announced that the re-

design of its RCM2001 Club Man-
agement Software, The new rede-
signed club management solution
will offer is based on N-Tier comput-
ing models and will offer additional
scalability, performance, load balanc-
ing and flexibility to CheckFree’s
software. It is good to see my old
friend, DICK MITCHELL, a long-
time club industry veteran and sup-
porter of IHRSA, recovering well
from recent back surgery.

*DAVID LEVY, formerly
Co-pulisher of Fitness Manage-
ment Magazine has left the publi-
cation to attempt to recover from a
serious case of Lime Disease. The
rare disease is transmitted by tick
bites. We wish Dave the best as he
recovers from this awful affliction.

*The Bel Air Athletic Club
in Bel Air, Maryland, formerly owned
by ROGER and ELAINE RALPH,
and now owned and operated by the
WellBridge Company, was recently
honored by the Harford County
Chamber of Commerce, Harford
County Government and Harford
Community College. The Bel Air
Athletic Club received the Harford
Award for Service, an award that
honors those organizations that ex-
emplify a strong commitment to the
county’s business community. The
Bel Air Athletic Club stands virtually
alone in the club industry when it
comes to excellence of family pro-
gramming and activities. And, that
standing has recently been enhanced
with the opening of the 20,000
square-foot BAAC Backyard Club-
house, a $2.5 million Kids' Arena
with a huge and magnificent ‘Life
Tree' The clubhouse contains dance,
karate and multi-purpose studios, a
unique kids’ sized gymnasium, ar-
cade, party rooms, and a most ex-
traordinary and creative kids’ envi-
ronment. Roger and Elaine and the
creators of the BAAC Backyard
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Clubhouse, the PlayWorks
founders BRUCE BARKER and
PATRICK KING, have surely hit
a homerun with this creation and are
definitely MAKING IT FUN! for
the kids of the Bel Air Athletic Club.

*It was a pleasure visiting
with SANDY COFFMAN and her
husband of 38 years, BUD, at their
waterfront home in beautiful
Bradenton, Florida. Her story is a
terrific story and I urge you to take
the time to read it all as there are a
lot of good lessons and ideas for club
owners/operators/managers therein.
Sandy will be speaking at IHRSA’s
20th Anniversary and Convention
on March 23 and 24th. Her subject
on on the 23rd is: FUN and FIT-
NESS FOR THE OVER 50, 60,
70, and 80 YEAR OLDS....&
OTHERS. On the 24th, she will
teach: BREAKING DOWN THE
BARRIERS! HOW TO DE-
VELOP SALES TECHNIQUES
FOR YOUR NON-SALES
STAFF. Sandy was named one of
the “Top IHRSA 2000 Convention
and Fitness Business Conference
Speaker! Congratulations Sandy!

*It is great to see that the
total number of health clubs has
grown 3.4% during the first six
months of the year. The six-month
increase from 15,372 to 15,910
Marks the sixth consecutive year of
continuous growth!

*MARK SMITH, CEO
of TSI, has reported that revenue
has risen $61.2 million in the 3rd
quarter, an increase of 47% over the
same period last year! The club
count has increased by 28% ti 106
clubs. Mark and his Executive
'Ihamoominue to do an amazing job

of consolidating the Northeast.

*Proving that DALE
DIBBLE last month and SANDY
COFFMAN and COLIN MILNER
in this month’s CLUB INSIDER
News are right on target, the Beverly
Healthcare Corporation, the nation’s
largest provider of nursing homes, has
begun the installation of comprehen-
sive fitness centers at 8 of its 400 lo-
cations. If successful, the program is
projected to grow quickly to all 400
Beverly facilities. Nautilus was se-
lected as the equipment supplier by
Beverly. Also, Beverly Healthcare is
centering its fitness center roll-out
around DR. WAYNE WEST-
COTT’S 14-week “Freedom
Through Functionality™ strength
training program which has proven to
increase lower body strength amongst
the elderly by 82% and upper body
strength by an average of 38%.

*RICH BOGGS, Founder
and CEQO of The STEP Company,
tells me that his company hosted in
early November an event called called
the BTS Body Systems Challenge to
benefit an inner city youth program
called “Moving In The Spirit.” The
organization appeals to inner city kids
through dance. The event drew 160
people from around the country who
participated in all 5 Body Training
Systems classes and MOLLY FOX
from New York taught BodyFLOW,
MIKE McSWEENEY, taught RPM
and BodyPUMP and NATHANIAL
LEVIAS, from Argentina, taught
BodyATTACK throughout a very
busy Saturday. The event raised a little
over $11,000 for the cause. Boggs
even did his part by attending all five
classes in a row! What a guy!

(See Norm'sNolespachS)
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THE CENTERPIECE OF THE
INDUSTRY’S GROWTH?

By Colin Milner

Wou]d your business

benefit by accessing 100million
North Americans who have 80% of
the nation’s wealth and 55%of the
discretionary income and account
for 50% of total consumer de-
mand? Especially if 64% said they
wanted to participate more in fit-
ness activities and all of them
tended to remain members 4.7
years longer than average?

In fact, these potential
members started arriving one ev-
ery eight seconds on January 1,
1996 and will continue to do so for
the next 20 years - bringing with
them a lifetime of experience and
wealth. That's right: the aging of
America is in full swing, and ac-

cording to a recent industry re-
port by IHRSA and Fitness Prod-
ucts Council of the SGMA, the
Age Wave opportunity consti-
tutes the centerpiece of the
industry’s initiative to reach 100
million members by 2010.

According to a survey
conducted for the Sporting
Goods Manufacturers Associa-
tion, 13 million people over 55
were frequent participants in
various sports, fitness and recre-
ational pursuits in 1997. That
represents a 25% increase over
the 10.4 million identified in
1987. So why do they only make
up 13.9% of the 21 million
people involved in fitness?
Maybe our greatest obstacle is
staring at us in the mirror: our-
selves.

Fitness facilities and

800-778-4411
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programming have been molded
around the younger adult, leav-
ing our belief system - which is
made up of our life experiences
and which creates our paradigms
and rules about this market -
woefully undernourished.

In the wake of many
industry successes is a reluctance
to change. It's human nature to
stick with what you know, espe-
cially if it has worked, and the
fitness industry is no different.
But continuing to depict slender
young individuals in our media
and literature reinforces the per-
ception that older people do not
belong.

Paradigms go through a
three-phase cycle. In the first
phase, problems are solved
slowly, because people are only
reluctantly learning about a new
and unfamiliar paradigm (where
the industry is right now regard-
ing the aging market). In the sec-
ond phase, things happen fast;
the new paradigm becomes stan-
dard practice and nobody consid-
ers using anything else - aerobics
in clubs, for instance. In the third
phase, the curve flattens out,
leaving insoluble problems and
a probable new paradigm shift.

As a society, we're so
uncomfortable with the concept
of aging that we're often in de-
nial about it; when in fact, we
need to embrace the idea of ag-
ing and the value system of older
adults- which has little to do with
sex appeal or ego and much to
do with feeling good while main-
taining one’s independence and
functionality.

To get them to exercise
requires eliminating barriers to
entry. In an [HRSA study on the
deconditioned market, Dr. Chris-
tine Brooks cites intimidation as
the chief impediment to market
penetration. A heightened fear of
not fitting in and images of scant-
ily clad, muscle bound, barbell-
pumping bodybuilders kept the
studied group out of the clubs.

Needless to say, these
individuals have a well-defined
sense of fragility - which para-
doxically impedes their ability to
use exercise to restore hardiness.
A sedentary lifestyle is a major
contributor to their losing 50%of
their strength by the age of 80.

But all is not lost. On
June 23, 1994, the landmark
study by Tufts University, pub-
lished in the New England Jour-
nal of Medicine, showed that
even at age 98, training at inten-
sity can reverse the loss of
strength by 113% within 10
weeks. NBC Nightly News
called it: “one of the most impor-
tant medical discoveries ever
about how to treat elderly

people.” Many retirement
and assisted-living facilities
are now offering full-fledged
wellness centers in their
communities. How about us? |

A study by the Alli-
ance for Aging Research
found that older Americans
who lose independence each
year cost $26 billion more in |
medical and long-term care
than if they could live on
their own. “It is now chronic
disease that poses a threat to
our nation’s health and eco-
nomic well-being,” the study
says.

Two of these dis-
eases, osteoporosis and ar-
thritis, are among the major
causes of loss of indepen-
dence due to mobility impair-
ment. The Center for Disease
Control projects that 59.4

Colin Milner

million people, almost 20 percent
of the population, will suffer from
arthritis over the next 20 years. Os-
teoarthritis is the most common
form of arthritis affecting persons
age 45 and over. The United States
could save $10 billion in health
costs, most stemming from loss of
independence, if the osteoarthritis
could be delayed by five years.
Every year, osteoporosis
causes 1.5 million fractures inju-
ries that can lead to permanent dis-
ability, loss of independence, even
death costing $14 billion. Os-
teoporosis is a major public health
threat to 28 million Americans, 80
percent of whom are women. Cur-
rently, 10 million Americans have
osteoporosis, and another 18 mil-
lion have low bone mass, a condi-
tion that increases their exposure
to the disease. One out of every two
women and one in eight men over
50 will have an osteoporosis-re-
lated fracture over their lifetimes.

One out of three people over 65 fall
every year, and of those hospital-
ized, 50% die within the first year.
The total direct cost of fall injuries
in 1994 for those over 65 was esti-
mated at $20.2 billion.

How do we change our
paradigms to address the biggest
target market in history? Hospital
fitness centers did - by broadening
their appeal, becoming more mul-
tigenerational and, in the process,
swelling their ranks of mature
members to 43%.

If this market is to be the
centerpiece of our industry’s
growth, the first step is to change
our belief system around aging. The
second is to open yourself and your
facility to a new world of possibili-
ties. Let’s start,

(Colin Milner is VP Sales/
Marketing - Idea Health & Fitness
Association (800) 999-4332.)

Why The Mature Adult Needs Specialized Programming

*Changes in physiological systems result in balance, coordination,
vision, hearing, and muscle deficits;

*Chronic conditions that impact exercise ability and safety;

*Psychological factors that can prevent seniors from envisioning
themselves in a fitness environment, including:

- images of exercise

- media images of older adults

- images common to fitness facilities

- personal perception of self as a non-exerciser

- lack of programming which has personal relevance

The environment must not reinforce this ‘non-relevant’ image

*Standard exercise classes (music, instructor’s approach, movements,

surface, temperature, etc.) are not appropriate/safe for older adults )
*Standard exercise equipment is generally not suited to older adults.
*Operational procedures must take into account the special needs of

older adults,

*Marketing messages must be geared toward or at least relevant to

the mature adult.

*This is a new, complex, rapidly changing field.
*If you do it wrong the first time, they will not come back.
*Careful planning and implementation is critical for success.
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Personal Training is the fastest growing profession
in the fitness industry today. In fact, it has been
rated as one of the top ten professions for the
21st century. Since 1988, the International
Sports Sciences Association has provided
certification and continuing education to over
30,000 health and fithess professionals
worldwide. Call ISSA today, and let us show
you how rewarding it is to share your passion

for health and fitness with others!

ISSA CERTIFICATION COURSES

¢ Certified Fitness Trainer
e Fitness Therapist
* Specialist in Performance Nutrition
¢ Specialist in Sports Conditioning
* Golf Fitness Trainer
* Youth Fitness Trainer
* Water Fitness Trainer
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e Specialist in Senior Fitness
* Specialist in Martial Arts Conditioning
. @ Specialist in Fitness for the Physically Limited

CALL TODAY FOR FREE INFORMATION
1.800.892.4772 + www.FitnessEducation.com

International Sports Sciences Association




We often forget to ask
ourselves an all-important question
as we begin the recruiting process:
what specific personality traits are
absolutely necessary for this particu-
lar position? We spend a lot of time
on skill sets, certifications, education
and titles. Let’s look closely at
whether this person is a good match
for your club and/or company cul-
ture? Have you focused on specific
personality traits? Are you looking
for someone very outgoing or some-
one who is more comfortable being
behind-the-scenes? Have you de-
cided if you need a systematic prob-
lem solver or an innovafive and cre-
ative problem solver? These people dif-
ferences can make or break any hire.

What makes a highly suc-
cessful Membership Sales Represen-
tative? Are you sure that you know
EXACTLY what you are looking for
as you begin your search? Is it im-
portant to replace the position with
a carbon copy of the person that has
just left you? Do you have a hiring
pattern where a sales person stays for
6 to 8 months and then they pick up
and leave? Are you even surprised
when they leave?

With so much turnover in

RECRUITIN

the sales departments of our clubs,
here are some ideas to help im-
prove your retention rate. We have
found that specific profiles are
more successful for particular po-
sitions, based on profiling top per-
formers from IHRSA clubs
throughout the country for the past
7 years. We use the PREP Profil-
ing System, which found its way
into the health and fitness indus-
try through an original Faust
Group in 1991. Many profiling
systems can work wonderfully,
providing another layer of infor-
mation in which to guide your hir-
ing and everyday management
practices.

Here is a “BENCH-
MARK PROFILE," for top per-
formers in membership sales.

Out omg Is meemble
o Introspectiv.

An Outgoing mem-

bership salesperson is enthusias-
tic, persuasive, team oriented, op-
timistic, and adaptive to change.
He senses the other’s needs and
then respond with a personalized
solution. He has strong negotiat-
ing skills and uses diplomacy to
the fullest. Itis important for him
to be able to “think out loud” when
goal setting and meeting with a su-

EClub Insider

WITH A FOCUS

pervisor. Even though he doesn’t
show it, he is very sensitive to criti-
cism and rejection. Help this sales-
person focus on improving the quali-
fication stage. Outgoings like to be
rewarded with public recognition,
money, and anything that improves
their lifestyle,

*An Introspective, of
course, can sell when the right moti-
vators are in place. He sometimes
insists on reviewing many programs
in detail, while the prospect squirms
in his seat looking for an exit strat-
egy! Introspectives are actually
much better listeners than Outgoings
and will remember many details of
conversations from long ago. Since
Introspectives process information
internally, they often won’t show
much expression or enthusiasm in
the beginning of a tour. They will
be matter-of-fact and straightforward
sales people.

Commlimg or

portive Can
otﬁ Be Effective

A Controlling sales-
person will ask for referrals upfront
with ease and be very comfortable
closing. They appear assertive and
ofien demanding with fellow staff,
less tolerant of other’s weak points.
They have a strong self-image and

JLR

associates

www.jirassoc.com

IS PROUD TO ANNOUNCE THE PLACEMENT OF

Jim Nash

as General Manager

of The Oxford Athletic Clubs

J LR HEALTH CLUB RECRUITMENT SPECIALISTS
@l 10 Westgate Road » Weston, Massachusetts 02493

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

will expect a lot from others as
well. Controllers enjoy the chal-
lenge of the sales process and get
a thrill out of closing sales. They
can be team players but are not
cheerleader types. Controlling
styles need to be in control of how
much money they make, so a com-
mission structure is a natural.
Controlling styles need boundaries
(if you don't give them your
boundaries, they will create their
own!). These are the people who
are more likely to become Sales
Managers in your club or organi-
zation.

*Supportive styles ap-
pear as helpers, very customer ser-
vice oriented. These are the sales
people that jump behind your front
deskand help out during your busy
hours. Supportive styles will be
less comfortable “closing” in the
sales process. They often have
many be-backs. When the follow-
up is excellent, the Supportive
style can be highly successful.
This style has been most success-
ful working with special popula-
tions, seniors, deconditioned mar-
ket and hospital-based centers.
This style obtains referrals due to
excellent follow-up and customer
service instead of at the close of
the sale.

Urgent Is Preferable
i TbRelax'gd

.The Urgent trait be-
haviors help to ask for the close
and move the process along. The
Urgent style readily adapts to
renovations, new program and
new staff. They have a “do it now”
attitude and like to have many
projects going at once. They en-
joy immediate rewards for a job
well done. The Urgent style
struggles with time management,
simply due to the fact that they
throw themselves into so many
different projects. When supervis-
ing an Urgent, help him prioritize
and be realistic about what is ac-
tually physically possible. This
is an extremely important trait in
sales staff in our clubs. We have
yet to see very effective results
from sales staff without the Urgent
trait.

*The Relaxed trait can be
most effective in a high-ticket sale
where the sales cycle is long (real
estate, computer, high tech). The
Relaxed trait also works well
when the sales requires long-term
relationship building. In the health
and fitness industry, some highly
successful equipment sales and
corporate sales people have a
strong Relaxed trait.
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Exacting And
Generalizing Can
Both Be Effective

.Exaciin g styles demon-

strate a very systematic and methodi-
cal sales tour. They will take copi-
ous notes in training and ask detailed
questions. They will also read your
Company Handbook from cover to
cover. Improvising the sales tour and
process will be tough for this style -
they don’t like to wing it! Their pa-
perwork will actually be complete
and submitted on a timely basis! Ina
start-up or renovation phase, they will
be less tolerant and sometimes
cranky. The Exacting style is very
capable of taking on extra sales ad-
ministration work. They will often
present too much detail during the
sale. Train this style on how to re-
spond to the qualification stage.

*Generalizing styles are in-
novative and creative problem solv-
ers. They will have many different
ways to close and appear very casual
in their approach. Without missing
a beat, they can easily adapt to new
and evolving environments during
renovations, program changes, and
staff changes. They will present the
“big picture” in the sales process and
then fill in the details later. (Some-
times they forget the details alto-
gether and try to close before they
have given the payment options!)
The Generalizing style helps the
prospect “feel good” and becomes
their friend and/or confidant. Unfor-
tunately, their paperwork is most of-
ten a nightmare and they will forget
some details of your current promo-
tion. Role-playing comes naturally
to this style, so this problem is easily
remedied with practice!

An important reminder for
you — the information here is only
one element of your hiring decision.
You cannot hire on personality alone!
But once you have found candidates
with similar skill sets, educational
backgrounds and work experience,
then the BENCHMARK PROFILES
can come in extremely handy. Re-
member to thoroughly assess the ex-
perience, skills and educational back-
grounds of each candidate. Check
references, calling at least 3 people
for each candidate. Spend some time
with your staff reviewing EXACTLY
what you are looking for BEFORE
you begin your search.

(Cindy Scibetta is an Asso-
ciate of JLR Associates, a Boston-
based club management recruiting
firm. She may be reached at (401)
245-0077.
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DON’T WASTE YOUR TIME HAVING A WEB
SITE UNLESS YOU DO THESE THREE THINGS!”

By Pat Necerato

WHOAH! (That

means “Wow!™ but with much
more surprise)

This is the word that
first came to mind when view-
ing the 1,000 or so fitness cen-
ter web sites our company ana-
lyzed recently. Why have a web
site if you're not going to use it
to better the sales, production,
profits, or customer service of
your organization?

I'm referring to the web
sites that literally persuade cus-
tomers, prospects, and all visi-
tors NOT TO ACT while brows-
ing in their web site!!

Can you imagine a pros-
pect coming into your facility,
showing you buying signs, ask-
ing questions, showing interest,
and then when they pull out their
credit card to buy your offering,
you ignored them, walk away,
and point them to your competi-
tor!

This is what some fit-
ness center web sites are doing
right now!

You will avoid this by
ensuring your web site has these
three components.

In order to have a pro-
ductive web site, regardless of
what you're selling, every single,
solitary, visitor must be enticed
to do one of the following 3 ac-
tions:

y SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

_ﬁporled & Domestic Textile Products

Take the guess work out of your. . . .
Towel Purchasing

Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

o]

Commercial Products
Authorized Distributor

1) Purchase Your
Product or Service:

Mcmbcrships. per-

sonal training services, pro
shop items, supplements or
whatever you offer on your site
MUST BE OFFERED TO
YOUR VISITOR IN EVERY
WORD, SENTENCE, PAGE,
OR PICTURE!

Make offers con-
stantly. “If you buy this, you get
that,” “If you act now, you get
this.” Laden every word and en-
ticement with juicy, drippy,
sloppy, gooey, benefits!

Don’t just tell people
they'll get in shape or feel bet-
ter by acting on your offering
now. Be specific. Tell them
they'll lose 2 pounds of fat per
week, their inches will be re-
duced, their clothes will get
bigger on them within one
week, their friends will ask
them “are you losing weight,
you look great!”. You get the
idea.

(Also, g0 to
www.success-ercise.com and
click on “Up Closing 10-50%"
to get a blueprint on presenting
benefits for maximum profits.)

Fitness,

Jazzercise is the #1 dance
fitness program in the world!
More than 5,000 instructors

2) Give You
Their E-mail
Address:

This is the

second best thing to a
sale. Not getting an e-
mail address is like let-
ting a prospect walk
into your facility to see
your club and refrain-

Pat Necerato

your offering
until they join,
give you refer-
rals or act on
anything.
Then
move in to make
* |the sale. The
Internet Profit
System accom-
plishes this ten-
fold with its

ing from speaking to
them about membership or even
asking them their name.

Get e-mails by giving
information in exchange for an
e-mail address. I'm not talking
about a guest book. These are
too “90’s” for people and are a
thing of the past (not to mention
pointless). They take too much
time and do absolutely nothing
for the prospect.

Simply get the e-mail
by presenting a basic e-mail
capture form (short and sweet),
and give them something in-
stantly that has high perceived
value. A discount coupon, a free
month, a special report, a free
gift, etc.. When you get their e-
mail, send them offers, entice-
ments, notices, bulletins, passes,
or any information pertinent to

Jazzercise

Sales Maker,
Follow Up, and Buddy Referral
Systems, and literally increases
daily sales thousands per day. See
it at www.success-ercise.com.

3) Contact You Now:

The third best thing you
can have your visitor do is contact
you by phone, fax or regular mail.
This is the slowest way to ap-
proach the sale, simply due to the
fact that most web surfing pros-
pects are on you site, instead of in
your facility, because they want to
make online contact and do busi-
ness the fastest way possible (and
with the least amount of sales per-
son contact, especially in the fit-
ness industry).

Have multiple areas on
your site that gives your prospect
your phone number, fax and ad-
dress, but have your e-mail present
everywhere to encourage an online
contact.

As s00n as your prospect
contacts you via phone, ask them
their e-mail address and tell them
you're going to send them info
along with answering their ques-
tions on the phone.

Once this happens add
them to your e-mail list, and start
the e-mail process we discussed
earlier.

Be sure your site has
these three ingredients. Without
them, a web page is nothing more
than a bulletin board, making it an
unproductive, costly endeavor for
you and your business.

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

Friendship
& Fun

teach 19,000 classes weekly to
more than 450,000 people in
the U.S. and 38 other countries.

(Pat Necerato:webmaster
(@success-ercise.com)

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

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

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

SHnADo

MAKE

IT
FUN!
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order parts online...

www.gympar-t.com
or call 800-GYM-PART for a free catalog

Providers of OEM quality
replacement parts and service for:

* LifeFitness * StarTrac
* Stairmaster ° Quinton

- * Unisen  gyM PARTS
e  Schwinn g SERVICES
. Tthr?x . Cliamb‘:nax | NATIONAL GYM SuPPLY

; 5631 MesSMER AVENUE
* Everlast * Maxicam CuLver CiTy, CA 90230
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TAAPA 2000 MAKING IT FUN!

Al.lanh, Georgia, USA

- Excitement, experience, and edu-
cation were the buzzwords on the
lips of the 28,000 attendees who
came to JAAPA 2000, the Interna-
tional Association of Amusement
Parks and Attractions’82nd Annual
Convention and Trade Show, held
November 14-18, 2000, in Atlanta.
This convention is one of the larg-
est in the country, filling the entire
Georgia World Congress Center
and the Georgia Dome.

The health, racquet and
sportsclub industry can benefit
from the IAAPA Convention as it
seeks to retain members by provid-
ing new and exciting programs and
activities for their clubs. This trade
show has hundreds of opportunities
and this report will give you, a club
owner/operator some ideas to con-

(L to R) Patrick King of warks Inc.
Rager Ralph former owner of Bel Air A. C.

(LtoR) Clif Mark &

sider as you advance your club.
Roger Ralph, Founder and
former-co-owner of the Bel Air
Athletic Club was found at the
PlayWorks,Inc. Exhibit.(See
photo below) Ralph had commis-
sioned PlayWorks, to design a
20,000 square-foot Kids Sports
Arena addition to the Bel Air Ath-
letic Club in Bel Air, Maryland.
The $2.5 million Bel Air Kids
Sports Arena has opened to rave
reviews at Bel Air and once
again, Roger Ralph, has set the
bar higher for the club industry.

AnAmazing Show!

Thcrc were 1,303 ex-
hibitors at this show and it would
be impossible to give a full rep-
resentation of the show here.
However, there were several ex-

hibitors that caught our eye and
we would like to bring them to
your attention here. One was Air
Dimensional Design, a company
that produces air supported adver-
tising displays that are ideal for
club owners utilization for Grand
Openings, Special Events and
other events that need the public’s
attention. A company called
realfunspots.com was there.
realfunspot.com is a unique com-
pany that provided access to your
traveling members to over
100,000 fun destination spots. For
club owners that are developing
outdoor pool and recreational
environements, Safari Thatch,
Inc. provides turnkey outdoor ga-
zebo enviroments at a really rea-
sonable price. Here is another
good one. Wall climbing is popu-
lar across the country, but there

is always the safety issue of prop-
erly done spotting. Solid Rock
Productions, Inc. provides a mo-
bile rock climbing wall system
that has an automatic spotting sys-
tem. They have never had an ac-
cident after years of operations.
In the world of food and bever-
age, two of the most outstanding
exhibits out of about 50 food ven-
dors were Dominic’s, a mobile
sausage stand and Quik n’ Crispy,
a greaseless fryer system that is
ideal for club food environments.
And, for special events, lest me
not forget to mention Caravalho’s
'Friends of a Feather.' This com-
pany provides incredibly intelli-
gent, large-colorful birds who
would make any event more fun.
Joe Carvalho had, among others,
two big birds called ‘“Thelma and
Louise’, that stole the show. Pho-

tos of these exhibits appear on
page#_ .

“IAAPA 2000 lived up to
its billing as the place to find the
latest and greatest in the global
amusement industry,” stated out-
going IAAPA Chairman Rene
Aziz. “The show floor has been
full of activity, the seminars have
been packed, and the exchange of
information and ideas has been as
lively as ever. In addition, Atlanta
and the World Congress Center
have once again been terrific
hosts.”

Buyers came from 101
countries to view the products and
services of 1,303 exhibitors in
552,009* net square feet of exhibit
space. Of those buyers, 76% were
U.S. and 24% were international.

IAAPA is the largest in-

(See IAAPA page 25)

Carolyn Strand of realfunspots.com

(L toR) J’oe Carvalho & “Thelma & Louise,"

of 'Friends of a Feather'

Air Dimensional Design, Inc.

(Lto R Jhn Felico and Walter Felix

of Dominick's
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..Sandy
Coffman

continued from page 3

The European Bodylife Conference
recognized Sandy as “EDUCATOR
OF THE YEAR" for her training in
mature adult programming. She pro-
vides continuing education credits for
ACE, AFAA and the Senior Fitness
Association. She has also been a con-
tributing writer for many trade pub-
lications, including serving as a
CLUB INSIDER News Contributing
Author. As President of Programming
For Profit and a partner in Retention
Works, a U.S. consulting firm, her
client list includes Marriott Hotels,
UK, Texins Association, Dallas,
Texas and several clubs and corpo-
rations in Canada.

NO LONGER
JUSTABOUT
RACQUETBALL

Since beginning her semi-
nar teaching career in 1979, Sandy
Coffman has presented programming
ideas and concepts to hundreds of
groups in the U.S. and abroad. Im-
portantly, her message is no longer
just about racquetball. Her training
encompasses all phases of program-
ming including group exercise,
racquet sports and aqua exercise.
Sandy Coffman is the #1 program-
ming guru in the health, racquet and
sportsclub industry, an industry that
has concluded that programming is a
key to both retention and new mem-
bership sales.

Coffman grew up in
Sheboygan, Wisconsin and attended
the University of Wisconsin in Madi-
son, majoring in dance with a minor
in physical education. She com-
ments, “Everything 1 did as a kid, 1
am still doing now. Golf,
cheerleading (the ‘V" in Victory), and
I played just about every sport there
was. |also worked part-time during
school at the YMCA.” Coffman met
her husband of 38 years, Bud, on a
blind date during final exams at the
University of Wisconsin. She says,
“1 gotta tell you Norm, it was love at
first sight. We saw each other every
day thereafter for a year, and then we
were married!” They have a daugh-
ter, Colleen, 34 and a son, Craig, 33.
They also have a grandson, Zachary,
age 6. The kids grew up at the club
and Bud and Sandy had their social
life tied closely to the club.

It Didn’t Start
With Racquetball

Coffman 's career has
taken a circuitous route. She recalls,
“ 1 first got involved in racquetball
when | was teaching aeorbics classes

and mom/child classes at the
YMCA. | had been an “at-
home” Mom for five years
when | started to get interested
in teaching aerobics classes. |
took my first job at a YMCA
teaching aerobics and I learned
about racquetball at the Y as
well. [ fell in love with the
game the first time | tried it. |
took Bud down to the Y and he
fell in love with the game, too.
That is where 1 met Harry Jor-
dan who was the actual
Founder of the West Allis Ath-
letic Club, at that time called
the Racquetball Club. The West
Allis A.C. is one of five clubs
now known as the Wisconsin
Athletic Clubs and are now
owned by Ted Torcivia, Keith
Nygren and Ray O'Connor.
Harry wanted to build the club
and became partners with Ted
Torcivia and Keith Nygren to
do so. Harry also brought me
on board to develop the day-
time racquetball business with
the women. The club opened
with 8 courts, two locker rooms
and a front desk. And, we all
were sure we were going to get
rich; but in six months, we
knew that wasn’t the case. The
club was expanded from 8
courts to 12 and then to 16.
During that time, we built two
other clubs in the Milwaukee
area, one with 10 courts and
another with 12 courts. [ was
in charge of the racquetball pro-
gramming for all three clubs. |
loved programming, organizing
people and making people
happy right from the start. | re-
ally had an interest in learning
business in general and being
productive. | think my spirit is
entreprencurial. When we be-
gan, there really wasn’t any-
body teaching us what to do, we
just knew that racquetball was
a ‘hot’ thing.”

Coffman continues,
“During that time, the biggest
thing that was going in Milwau-
kee was bowling. You could not
get an open bowling lane any-
where in Milwaukee until after
midnight, and, there were tons
of bowling facilities. From the
minute they opened, until they
closed, the bowling lanes were
full of people playing in
leagues. | signed up fora league
and carefully studied what was
happening. | wanted to learn
what made these people love
bowling. After a while, | came
to realize that it wasn’t bowl-
ing that they loved, it was ev-
erybody wearing a funny shirt
that matched everybody else’s
and it was the ‘beer frames’ that
was getting everybody to enjoy
bowling! It was the way they
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Bud & Sandy Coffman

were put together. That would be
my definition of programming.
It is the way you put people to-
gether. As the industry grew, and
I became known as ‘the program-
mer’ of the industry in aerobics,
the fitness center, the pool, you
name it, | patterned absolutely
everything that I did from the
way | put racquetball program-
ming together in the early days.
The way I put racquetball pro-
gramming together was the same
way bowling leagues put people
together. You put people together
to enjoy a sport or activity and
they socialize before, during and
after the activity. For example,
one of the biggest things in the
bowling league business was the
end-of-season-banquet. So, the
first thing that I did was incor-
porate a banquet at the end of my
racquetball season and at that
event we would get everyone to
sign up for the next season. All
the other people that weren’t in
it for one season wanted to sign
up for the next season. So every
single racquetball league
doubled in size for 8 to 10 years,
It really fed on itself in terms of
growth. But, [ never left my
leagues alone. I never left the
customer to run the program.
That is rule #1. Do not think that
your customer is going to run the
program. Your customer re-
sponds to how you put it to-
gether.”

Prog rammi. f
V'monary Sall
Challenged By

Member Fitness
Socialization

I asked Coffman what
her greatest challenge was. She

replied, “More than 10 years ago
when fitness was becoming a huge
part of all clubs, 1 was telling
people that we have got to have fit-
ness leagues. We've got to have
socialization in the fitness center. |
am still promoting that and find-
ing that to be my toughest barrier.
That is getting the club owners,
managers and more importantly,
the exercise physiologists, to un-
derstand that the fitness center has
got to be fun and social. They are
starting to do it now, but there is
still resistance there. The fitness
area is probably the most benefi-
cial area to our member’s health
and yet we are losing a large per-
centage of the new members that
join the club. Physiologically,
health-wise and wellness wise the
fitness center is most important, but
we are still losing them because we
are not good enough yet at the so-
cialization factor of fitness pro-
gramming.

We asked, “What is the
formula to solve this?” Coffman
replied, “Very simply, right back to
basics, the old word ‘group.’
People forget that is really our busi-
ness. Itis the club business. Fitness
and exercise, all of that is the prod-
uct that we sell. Our business is the
club business. Club equals group.
Group means friends, relation-
ships, socialization and camarade-
rie. Anytime that you get friends,
camaraderie and socialization, they
should be laughing and talking. So,
you better have laughter and con-
versation in the fitness center. |
think that you can laugh and talk
and exercise too. There is a good
trend now because people are start-
ing to understand that you can put
groups together on bikes, tread-
mills, etc. | would still like to see
group classes done on equipment

right in the middle of the fitness
center. [ think an axiom to remem-
ber is the more technical we get,
the more fun we take out of the
exercise. As soon as we start do-
ing that we start losing participa-
tion."

"We're getting people to
try things one time. We are not get-
ting them to stay with it. For ex-
ample, the PACE system was prob-
ably the very first group exercise
program that was introduced into
the fitness center and it took off like
gangbusters because it was
exercise...it was a 30-minute work-
out, it was something that every-
one could do at his own level and
it was SIMPLE! And, it was FUN
as long as the instructor was hav-
ing fun. PACE has lost a lot of its
participation. There was no reason
for it, except that club operators
decided to put in red lights and
green lights and take the instructor
out of the room! Club operators
tried to tell members, ‘ We still have
the PACE system. This is very
simple. Just follow the red light and
the green lights. Nobody wants to
follow a red light and a green light!
They want to follow a smile, eye
contact and a touch on the arm,
verbal encouragement and an
‘attaboy!’ They want to follow
somebody that will tell them they
are doing a good job. As soon as
you leave it up to the individual
without a leader, it loses its mo-
mentum.”

We observed that it looks
like some clubs have made a
‘penny-wise and pound-foolish’
decision when it comes to remov-
ing the instructors from PACE
classes and replacing them with
lights. Coffman replied, “That’s
right. Everybody looks at the $10

(See Sandy Coffman page 16)
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Crossover / Jungle Gyms

Available in 10 different variations

Muscle Dynamics




MNO.41 IN A SERIES DF 539 SUCCESS STORIES

BRENDA AND PLEASANT LEWIS BUILT
THEIR BUSINESS FROM THE GROUND UP
THE GOLD’S GYM NAME HELPED
THEM TAKE IT TO ANOTHER LEVEL.

O el

THE LEWIS FAMILY HAD BEEN IN THE HEALTH CLUB BUSINESS IN THE WASHINGTON D.C.
AREA SINCE 1985 AND WERE RUITE COMFORTABLE WITH THEIR OWN NAME AND IDENTITY,
IRON WORKS GYM. BUT WHEN THEY CHANGED THEIR CLUBS TO GOLD'S GYM, THEY SOLD
MORE MEMBERSHIPS THAN THEY EVER THOUGHT POSSIBLE. BRENDA AND PLEASANT'S
SUCCESS, IN FACT, HAS HELPED THEM OPEN SEVERAL ADDITIONAL GYMS, INCLUDING A
32,000-SERUARE FOOT FACILITY IN ORLANDDO AND ANOTHER ONE ON THE WAY. AND IF YOU
ASK THEM, “IT WAS THE BEST BUSINESS MOVE WE EVER MADE.” TO FIND OUT HOW YOU
CAN BECOME PART OF THE LARGEST INTERNATIONAL GYM CHAIN, CONTACT THE GOLD’S
GYM FRANCHISING DEPARTMENT TODAY AT (210) 392-3005 OR VISIT WWW.GOLDSGYM.COM.




PAGE 16

..Sandy
Coffman

continued from page 13

that they are paying the instructor. But,
there is one more thing that happened.
They didn’t give the instructor the
proper training. Not just to run the
program or the class, but how to mar-
ket it - how to set up the goals to make
sure that these people do come back.
If you give the instructor the proper
training, the people will come back
and if the people do come back, you
will have the money to pay the instruc-
tor. So, it is first things first.

Hire The Right People-
Fire The Wg rong Or{es.

Coffman continues "One
of the reasons we have not given the
instructor proper training is that so
many owners and managers are get-
ting into the business who don’t know
how to give proper training to people
they hire. They are hiring people that
have certifications, but haven’t been
taught the business aspect of the busi-
ness- the communications skills. They
haven’t written job descriptions for the
people that they are hiring. The sec-
ond factor is that because the instruc-
tor has not received the proper train-
ing to teach and market the class, the
instructor does not receive praise and
positive feedback for his/her efforts.
The instructor becomes bored teach-
ing the class. When the instructor gets
bored, the class gets boring. End of
story. | write or help rewrite job de-
scriptions to make people less boring
and thus less bored. I give them more
responsibility, but I teach them how
to live up to that responsibility. When
they do, there’s greater job satisfac-
tion. The members are happier and the
club has more money to work with.
Right now and forever, this industry
should be as concerned with retain-
ing good staff members as they are
members. The bottom line: 'Hire The
Right People - Fire The Wrong
People.' Importantly, the right people
are not necessarily the most educated
in fitness. Fitness education is impor-
tant, but it can be obtained. Don’t
bother getting it until you have com-
munication skills and you have the
right concept of what this business is
all about. And, this business is all
about making friends with people
whom you’ve never met. That’s what
a club is. One of the reasons I love
my job in this industry so much is that
I went to work every day at the club
and felt like | was throwing a party. |
was throwing a party and I helped
people enjoy my party. | was abso-
lutely the hostess of the club which is
a far better definition of the program
director than the words “Program Di-
rector.”

A Simple Message

“Hirz the right

people, fire the wrong people.
Hire the right personality and
then give them the proper train-
ing. Don’t hire the proper train-
ing and then try to change a
person’s personality. John
McCarthy said to me a few
years ago while discussing this
subject, “Sandy, The industry is
starting to get it now.”

Coffman continues,
“My message is so simple, but
it is so important. However, if
people are not reminded of it, it
geis put on the back burner. |
can understand that because |
was there. I've experienced ev-
ery single employee’s job in a
club today in one way or an-
other. | know how busy we get,
how fast we are growing, how
many different directions we
may go. So, | know that our pri-
orities get messed up so easily.
But, I believe that my message
is the top priority, and it is the
first one that gets lost. That is
why it has got to be heard on a
continual basis. Any good club
has got to remind its staff about
it at least twice a year.”

Sandy’s husband,
Bud, added, “The thing I've
observed is when Sandy goes
into a club and begins to ham-
mer on programming and reten-
tion, she often gets a response
from the owner that goes some-
thing like this, *Are you kid-
ding? I'm so damned busy just
trying to make the rent for the
first of the month, I haven’t got
time to mess with any of that
stuff!” And, she comes back 10
years later and they still are
fighting to make the rent be-
cause they have never done the
programming necessary to
make their club successful. You
can’t make a club work with-
out excellent programming and
the retention that results from
that!”

Some people that have
taken Sandy Coffman’s mes-
sage to heart with great success
include Connie Martin, the Pro-
gram Director for the Cascade
Athletic Clubs outside of Port-
land, Oregon. Connie com-
ments, “I've known Sandy
Coffman for 25 years. I"ve fol-
lowed her footsteps in program-
ming for clubs. She remains one
of the top programmers and
speakers in the industry. She is
one of the few people that after
year-after-year-after-year of
hearing her speak at conven-
tions you still enjoy listening to
what she has to say and how she

says it. You don’t get tired of lis-
tening to her. She is just a dy-
namic speaker and she always has
something new to say. She is very
diverse in so many different ar-
eas, but what she really sells is
motivation and a positive attitude.
That is what you need no matter
what area of a club you are work-
ing in. Motivation and attitude!”

We heard from Geoff
Dyer, founder and owner of 11
Tampa-area Lifestyle Family Fit-
ness Centers and an IHRSA Board
Member, another client of
Sandy’s. Here is what Geoff had
to say, “I think Sandy is a great
lady and an asset to the industry.
Personally, [ think she is as fired
up now as she has ever been. ['ve
been watching her for the past 10
years at [HRSA Conventions and
she pretty much replicates those
performances at our meetings.
The passion for customer service
is very important in our organi-
zation because we offer month-to-
month memberships and retention
is as important as sales. Her abil-
ity to shop our clubs and give us
advice as to the feel and culture
of our clubs is a valuable tool for
us to perform at a higher level.
We've had an ongoing relation-
ship with Sandy now for the last
three years that has been very
important to our success.”

Two other long-time
Sandy Coffman clients weighed
in as well. Dean Wallace, the
long-time General Manager of the
Courthouse Athletic Clubs in Sa-
lem, Oregon gave the following
input on Coffman: “My Assistant
General Manager, John Miller,
has worked very hard for the past
decade to build one of the
industry’s state-of-the-art and
leading retention programs. We
have used Sandy on a regular ba-
sis for years as a backbone to
bridge our program year-to-year
to get it where it is today. Sandy
is a true professional. She has
done it all. She’s worked in the
clubs. She’s a great speaker, con-
sultant, teacher and writer. She
can “walk-the-talk. She always
brings new information and ex-
cites our staff!”

Bob Provost, a 25+ year
owner/operator of the highly suc-
cessful Greenville Racquet& Fit-
ness Club in Greenville, S.C. adds
the following message to Sandy,
“Sandy, during your last visit to
our club in May, 2000, you were
awesome! Our staff is still talk-
ing about it. And, I can really see
a difference, expecially in the
front desk and fitness staffs.
Thank you for your inspiration to
my staff, to all people in our in-
dustry and for your continued
friendship.”
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Her Message
Has Not Changed

Wc asked Coffman

how she has shaped and changed
her message over the years to stay
up with the changes in the busi-
ness and she replied, “The first
thing that I would say is that |
have tried to be sure that my mes-
sage has NOT changed a whole
lot over the years. It is the mes-
sage that helped build the foun-
dation of this industry. As the in-
dustry grew so big so fast you
have to always remember where
your roots were and what helped
that growth. I do my best to keep
that in the forefront. The message
hasn’t changed. We are still in the
club business. We are not just in
the fitness business. We have
packaged our services to focus on
training and communication
skills. We teach how to greet
people and form relationships
with customers that you have
never met. That makes the cus-
tomer feel comfortable and
makes that customer like you. To
be successful in the club business
you have to be a very approach-
able person, a likeable person."

The Evergrowing
Seniors Market-
A Vast and Untapped
Reservoir of
New Business

We asked Coffman

to give her view on the senior citi-
zen niche market that is emerg-
ing. She was not shy in express-
ing some very strong and well
developed opinions about that
subject. Read on: “ For starters,
it has always been important to
me to develop niche markets, and
the senior market is certainly one
that now offers huge opportunity
for all club operators. To get se-
niors started you need to have
groups, and classes especially
geared and designed for them.
Close personal contact and com-
munication at the beginning stage
is essential. You've got to gear
your instruction to the type of
personality that is coming in.
We've seen the average age of
our market increase. Although

our industry has grown, it is a real
concern of mine that there are still
so many out there that want us and
need us more than the people who
are actually using our clubs right
now. The generation after this one
will have it easier. Many people in
this country and the world did not
grow up with our industry and feel
that the marketing that has been
done indicates that we are here for
the young to make the fit-fitter.”
“That’s been my chal-
lenge all along and it is emphasized
now that I am getting involved in
the senior market. The seniors need
our clubs now more than ever.
When we hear a club owner or
manager say, ‘Our seniors don’t
want to be treated as seniors, they
just want to melt in with the rest of
the club, that’s wrong. Those are
the seniors who have already been
exercising. They want to melt into
the membership, but there are more
of the seniors out there that really
need our direction. They need a
place to go every day. They need
the socialization every day. They
need the camraderie. These people
are being kept alive now by the
medical industry. The medical in-
dustry isn’t doing anything for their
quality of life. 25 years from now,
the people who are 65 years old
will have grown up in this indus-
try and will already be in it. Right
now, our industry faces a unique
challenge for the next 20 years.
That challenge is getting the people
that are 60 years old and will live
to be 80 or 90 involved and into
our clubs right now. One of the big-
gest reasons we are not attracting
them is because we are not send-
ing that message that we will give
them personal attention and that we
really care about them and their
specific needs. They need to know
we are not going to just ‘throw-
them-in" with the 20 and 30 year
olds. It is an unrealistic thing to
expect them to come in without
special programming and attention
to their needs. As with women’s
only clubs we now are seeing a few
senior only facilities opening in our
industry. I think we will see more
and more of them. But, right now,
there are only a few people who are
dedicated and want to embrace this
challenge of the aging market.

(See Sandy Coffman page 26)

Sandy Coffman
Video Training Aids
* Fun & Fitness For The Mature People
* Teaching Introductory Racquetball
* A Look At Ourselves, Our Market & Our Business
(Tape #1)
* The meessiuml Greeting ('Ihpe 2 ol'3)
"‘I'heSmherfesﬂonal ('ihpeSofS]
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We provide solutions, not just advice

o Sares MaEers

A Consulting Firm Specializing In Marketing And Membership Sales Since 1979
1-800-428-3334

51 Old West Point Road East info@sales-makers.com

Garrison, New York 10524 www.sales-makers.com
914.736.0307 Fax:914.736.0508
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What if you could aﬂ:ov‘cl a
fu"—’ri me sfaff of experfs?...
..Well, now you can!

TFor less $ than you make selling (or retaining) just one more member a month.

Bob Chaiken Brenda Abdilla Janet Lossick Mary Jo Chaiken Kelly Herrin

Specialty: : Specialty: Specialty: Specialiy:
Management & Sales & Marketing Sales & Marketing Customer Service Graphic Design
Business Efficiency Staff Training Prospecting/Retention & Operations & Ad/Marketing
Credentials: Credentials: Credentials: Credentials: Credentials:
Over 30 years in the Owner of Club Profis 22 years in the Fitness 20 years as a Supervisor/ 21 year Owner of
Fitness Industry, Former Systems. Has consulted Industry, Marketing Front Desk Employee Ad/Marketing Firm,
Regional GM & for hundreds of the wp Consultant, Former Trainer, Author of several Intemnet Developer,
IHRSA Board Member. clubs around the world. GM & Sales Manager. Operations Manoals, Marketing Consultant.

Vou've never seen anything like this - Tnter-active streaming video training sessions, on-line lw}worl(inﬂ with elubs like yours, consistently updated marketing materials, royalty free
stack Phﬂbﬂ"‘-'lr-’h!'f instant access to curvent and sm:casf;ﬂ prom,olionc.l ideas and man-l(.:-.ﬁng strategies, wiith ongoing additions and up.‘.fnles:' Our program upp-.-rﬂs to clubs at all
lavels, Even during our'beta” testing period, 80% of the clubs we showed this product to are now clients, And here's what they have fo say:
“After implementing your program, J'm morve excited about owning a club than J've ever been” - “Tn the past, we would always start to train a new
emp'oyee, but until now, we never ‘Fnisked' ~*J used several ofyaur stock photos the day we signed up, that alone saved us money” - "We gxper{c_nccd
a dramatic increase in new member sales our first month with Club Performance Network” -“J'm really looking forward to sharing ideas with other
managers around the country about what works and what doesn't’-"This is the best tool J've seen for General Managers in the Fimess Industry”

You a|rg¢\dy Lknow that it's critical to give your emp|uyee_s the tools !key need to succeed, The frmﬂ desk smﬁ' must assist in member retention lvy consiealcnﬂy e.xc&'('dir\g member
expectations. The sales dgpaffwuy\f needs fo gene.rufe lﬁeir own leads |:ry F:vuirding rapport with members and foc‘.u.-‘;in._; on community autreach. But it's easy fo 9._\1 imundated with
daily operations, a"owiv\g your siaﬂ fo lose their focus. This program was desi__qn.rd to save you time by r‘.--du._'ing the repetition of training and lceuep'mg current sfc\f‘f

on Im(_’l{‘ Wea can also save you money \uill\ a stréam of proven pn‘yrm]iom:i materials to |(e.¢p you l.l'um b\k.\SﬁnS money on “tuial and ereor” mar'-u:ﬁng cnmpaign-_c,

There has never befnre been a more cost effecﬂve wiay fo ensure that your cliub will p(-:ﬂ'm-m. Let us show you. We are Club p«.-.rfbrm:_m.'a Nehtwork.

Retention IJdeas

Member Referral

1l ead Generation

Sales Training
L ]

Alumni Promotions

Customer Service Training
.

Supevrvisor Training Corporate Sales

L] [ ]
Management Training Community Outreach
L]

Stock Photography Marketing Materials

For a Free Demo CD ov Trial Password call 1-866-850-Club

(pe) (hi-speed internet) (2582)
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Fixed-pattern training
machines are great...

Discover how Free Motion by Ground Zero is
turning the industry on its ear. Isn't it about
time for some fun? Call us.

am— _ GROUND
FREE mﬂflﬂﬂ!
a3

We Jove “THE way You Movz [

1.877.363.8449 o www.gzdesign.com
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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 and clubs around
the globe. The Clubdoc’s Corner
is designed to share my solutions
with you as well as to challenge
you to come up with solutions of
your own.

Q: I'm an experienced
membership coordinator who just
began working for a new club. 1
was surprised to see a virtual ab-
sence of follow-up past the clos-
ing. Asour sales manager respects
your opinion... would you please
set him straight on the importance
of member follow-up on the part
of the salespeople, especially when
it comes to referrals.

A: Your sales manager
needs to introduce himself at my
next seminar... he needs serious
help. I hope he listens to ONE of
us-as constant membership follow-
ups are absolutely essential to a
thriving membership base and key
to obtaining those referrals - the
lifeblood of all clubs. The success
of a referral program is directly
proportionate to the strength of the
relationships between your mem-
bers and your employees. Put that
one in the bank, if you don’t have
relationships, you're not going to

have good referrals.

There’s a lady in New
Hampshire that works at one of
our client clubs. Every day, she
sits down and calls all the mem-
bers she has sold over the years.
Checking up, making sure
everybody’s happy. That’s what
she does several hours of each day.
The rest of the day she’s giving
tours. Know who she’s giving
tours to? She’s giving tours to the
referrals “her” members brought
in.

. She takes no walk-ins,
she takes no call-ins-all she takes
is referrals. And when a walk-in
or call-in comes in, they’re given
to another salesperson. Pretty
strong, 100% relationship selling.

So in your club, when
you sell a membership or if you're
in charge of people who sell mem-
berships, the person who sells the
membership “owns” that member-
ship and should call them at least
once a month. Should have a card
with a record. What was dis-
cussed? And each time she calls
them, she asks them: “Would you
like another guest pass?” “Would
you like an invitation to the Open
House for your friends?” “We just
finished a meeting. And at that
meeting, they introduced a new
referral program. D'l tell you
about it...” on and on and on.

The reason for that
phone call is an attempt to get a
referral. But you’re doing it in a
way that it’s a favor to the person.

You're not saying to the person,
Gee, | haven’t met my quota this
month. [ need 4 members, could
you give me 4 names? That's not
what we're saying.

I recently visited a diet
center in Ohio. The referral line
that they use is: “Well, Mr.
Smith, you’ve had such great
success... don’t you want to share
this with a friend? Because we
know your friend is going to no-
tice you've lost 30 pounds. He’s
going to ask how you did it and
you’re going to tell him that we
helped you. Now if you just sim-
ply put the names down of
people you’re going to tell any-
way, for every one that comes in
and buys a diet program, you get
a gift.” Prospects, of course,
play right into it. Almost all of
their business comes from refer-
rals.

Q: We're a large, very
busy club in a big city. As man-
ager of a great juice bar, I'm too
cost-conscious to enforce any-
thing but a firm “no-return™
policy, mainly because of the ir-
ritation of members-frequently
children-changing their minds
and wanting something else.
The general manager disagrees.
Isn't it appropriate to draw the
line and stop jumping up for ev-
ery single member’s whim when
it starts costing money?

A: Your general man-

ager is right and, although I un-
derstand your logic, you are ab-
solutely wrong. The key to

maintaining a happy, thriving

membership base is to follow the
basic rules of what 1 call The
Service Retention Advantage.

Your dilemma falls un-
der Rule #3: Sort out the details
later. Don’t worry about the cost
of throwing away that extra
strawberry juicer because the
member thought he ordered a
boysenberry supreme. You
throw out one order in exchange
for another. So it costs you a
little more to service that one
customer. If you think about it,
down the line, you're going to
make 10 times over because you
have a happy customer. Don't
worry about the details of an ex-
tra few cents here or there.

Do the good work and
the money will follow.

Consider these points
from the book The Nordstrum
Way, The Inside Story of
America’s Number One Cus-
tomer-Service Company.

When talking to their
salespeople, they say, “Relax.
Stop worrying about making
sales.” Author Kennedy ex-
plains, “When you stop worry-
ing about money and concen-
trate on serving the customer,
the money will follow.”

People who succeed in
sales understand this paradox.

Along those same lines,

you'd be well-advised to take this
hand-in-hand with another service
retention rule: Be A Problem-
Solver. Another highly-recom-
mended reading is Raving Fans.
The essence of this book is that
it’s no longer good enough just to
have happy members... you've got
to have people that are ecstatic
about what you're doing so that
they're raving about your product
and telling everybody else.

In describing how they
do it, successful business opera-
tors point out many things that ap-
parently are common sense. The
core idea is for us to adapt to the
customer-to make the system
work for them-not the other way
around. The customer is the one
who is driving the business, not a
nickel-and-dime savings here and
there.

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

The CLUB INSIDER News World View

.Il was greal to see
IHRSA’s JOHN KERSH in Or-
lando. Kersh was extremely ex-
cited about the great success of
IHRSA’s first Brazilian Conven-
tion and Trade Show. The event
was held in conjunction with Fit-
ness Brazil and was so successful
that the two organizations have
agreed to an arrangement for 5-
years. Great job John!

*SATORO ISHIHARA,
President and CEO of People
Co.LTD. in Japan, announced that
net sales had increased 9.9% to
$278,842,120 for the first six

months of the year, ending August
31, 2000. Net income rose 64.5%
from $9,373,831 (USD) to
$15,734,728 (USD). As of Sep-
tember 30, 2000 the People Co.
owned 114 clubs with over
420,000 members, franchised an-
other 21 clubs and licensed an
additional 106 clubs. People Co.
predicts year-end results of
$506,734,728 (USD) net sales and
$25,616,186 (USD) in net income.

*GRAHAM COLES, the
Chairman of ESPORTA, PLC,
announced that his company had
acquired the former Healthland
assets in Spain, Sweden, France

and the UK. Also, Coles’
Esporta PLC was voted the “Best
Health Club™ in the UK by Zest,
the country’s best selling health
and fitness magazine for women.
Esporta also won the “Club Re-
tail Brand of the Year” awarded
by Club Mirror. Club Mirror
awards survey the entire club
sector including social clubs,
entertainment clubs and sports
and fitness clubs.

*HENRIK GOCKEL,
President and CEO of TC
HoldingGmb has announced that
his company has acquired the
Healthland assets in Switzerland.

TCHoldingsGMB now operates
80 facilities and is the leader in
Switzerland with 21 clubs,

*The Balance Group, ac-
quired the assets of Healthlands
Germany. The Balance Group was
founded by the UK private equity
fund, Compass Partners. The Bal-
ance Group now operates 27 clubs
in Germany, France and Norway.

*Deutsche Banc Alex.
Brown has projected double-digit
revenue growth for the U.S. health
club industry in both near and long-
term and adds “strong top line
growth should result in double-digit

earnings expansion for the next sev-
eral years,

*United Kingdom health
club membership is up 26% in 2000!
The UK Millenium Health Club Re-
port, developed by David Minton and
compiled by Jamie Buck and based
on a survey of 1,687 clubs estimates
that there are now 2,422,489 health
club members, up 26%, since the re-
port was last published in 1999. Ap-
proximately 4.1% of the total UK
population (59.1 million) are cur-
rently members of health clubs.

(World View information
courtesy of IHRSA.)

«..Gold's Gym

continued from page 4

named Director of National Ac-
counts.

The Galiani’s Washington
franchise, The G Group, was pur-

chased along with Venice, Califor-
nia - based Gold’s Gym Enterprises,
Inc., and its affiliate companies in
simultaneous transactions spon-
sored by Brockway Moran & Pari-
ners, a Boca Raton, Florida - based
private equity firm.

Regarded as one of the

most famous names in the health
club industry, Gold’s Gym
opened its first location in
Venice, CA., in 1965. With the
notoriety of Arnold Schwarze-
negger, Lou Ferrigno and the
movie, "Pumping Iron," Gold’s
Gym quickly became known as

“The Mecca of Bodybuilding.”
Today, Gold’s Gym is the gym of
preference of amateur and pro ath-
letes and the entertainment indus-
try.

Gold's Gym is recog-
nized in the Millennium Edition
of Guinness World Records 2000

as being the largest gym chain in
the world. Gold’s Gym is com-
prised of more than 560 gyms in 46
states and 34 countries and includes
more than two million members.
Gold’s Gym is celebrating its 35th
year as a leader in the fitness in-
dustry.
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IHRSA/ATHLETIC BUSINESS

(L to R ) Victor Brick, Geoff Dyer, Sandy
Coffman, Mike Arteaga, Dean & Linda Wallace

(L to R) WellBridge’s Art Curtis, Spectrum
Club's Chairman, Rick Caro
and WellBridge acting CEO, Ed Williams

(L to R) Elaine Blake, Lynne Fussteig
& Ruth Blake

(L to R) Fitness Insite's
Pete Moore & Don Hoskyns

(L to R) Mike Arteaga, Joe Cirulli
& John McCarthy - Team IHRSA

(L to R) Tim McCarthy, Phyllis Dannon,
Jay Magna & Jon Thorsell of Life Fitness

(LtoR) Debbie Lee, Karen Woodard and
IHRSA's John Kersh
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IHRSA’s Capitol Report

MORE ELECTION
RESULTS

Thc voles are in on an-
other recreation referendum. In
Norton Shores, Michigan, a pro-
posal for a $6 million facility com-
plete with pool, weight training
room, and exercise class space was
defeated by a 4 to 1 margin.

In other election news,
Florida property appraiser Doug
Putnam was voted out of office last
week. His challenger, Jeff Furst,
who criticized Putnam throughout
the campaign for spending $12,455
in taxpayer money on private health
club memberships for employees,
said the lesson from the election
was clear. “You better be real care-
ful how you spend that money. If
you aren't, (voters) aren’t going to
react favorably. If we start spend-
ing on non-essential services,
people get upset.”

Furst had waged an ag-
gressive campaign against Putnam
in the past month and spent $32,000
on a mass mailing on the spending
issue in the last week before the
clection. The mailing showed a pic-
ture of people working out ata gym
and asked, “What does this have to
do with appraising your property?”

Putnam had defended the
club memberships for his 53 em-
ployees as a “wellness program”
that would cut health care costs.

PRESIDENT
CLINTON SIGNS

Recently. President
Clinton signed into law two pieces
of legislation that expand the avail-
ability of automated external
defibrillators (AEDs).

The two bills, the Cardiac
Arrest Survival Act (CASA) and
the Rural Access to Emergency
Devices Act (Rural AED bill), were
signed as components of the Pub-
lic Health Improvement Act of
2000.

The CASA bill expands
public access to AEDs in buildings
owned or leased by the federal gov-
ernment, It also expands “Good Sa-
maritan” legal protections to AED
users and purchasers in a number
of states which currently do not
have such provisions in place.

The Rural AED bill autho-
rizes the expenditure of up to $25
million in federal funds to help ru-
ral communities purchase AEDs

Capitol Report Reprinted Courtesy Of IHRSA

and to train rural emergency re-
sponse crews, including police
and fire personnel, to use the de-
vices.

IHRSA is currently up-
dating its legal briefing paper on
AEDs. E-mail gr@ihrsa.org to
receive a free copy when the re-
vision is complete.

WASHINGTON,
FLORIDA CLUB
OPERATORS TO

MEET IN
DECEMBER

Health club opera-

tors in Washington and Florida
met to discuss their ongoing ef-
forts to repeal the state sales tax
on health club memberships.

The Washington
Health and Fitness Club Asso-
ciation (WHFCA) has been
working hard for many years for
arepeal of the state sales tax on
fitness services that was enacted
in 1993, Attend WHFCA's An-
nual Statewide Conference this
year to find out how you can
help them — and help yourself
— as aWashington business
owner. Tickets are $10 per per-
son which includes a buffet
lunch. All club owners and their
representatives are welcome to
attend. Reserve your seat today
by contacting WHFCA board
member Mieko Hart (425 823-
2318 ext. 103 or micko.hari@
mickosfitness.com) or Mick
Stevens (206-343-4692),

The Florida meeting
was held on Friday, December
1 during IHRSA’s 15th Annual
Club Business Conference in
Orlando. All Florida club opera-
tors were welcome to attend,
even if they were not registered
for the conference. For details
on the meeting contact Bob
Karshner (813-264-1711) for
more information.

PROPERTY
APPRAISER SAYS
PARK COMPETES,
SHOULD BE
TAXED

A Florida property
appraiser is going to court in an
effort to put a portion of the Lake
County Water Authority’s
Hickory Point recreation park on
the tax rolls, the Orlando Senti-
nel Tribune has reported.

Ed Havill filed suit
Monday in Circuit Court, seek-

ing taxes on a portion of the recre-
ation area assessed at $701,633.
None of the property is “immune
from taxation,” Havill said, “nor is
it used for a governmental purpose,”
the suit claims.

That’s not what a county as-
sessment review board said in Au-
gust. The panel rejected — for the
second year in a row — Havill’s de-
cision to put the park on the tax rolls.
Havill is trying to overturn that de-
cision in court.

The park, with docks, a pic-
nic shelter and a residence, was built
with tax money assessed on county
residents. It is open to the public,
charging entrance and rental fees.

Havill’s position has been
that the park is “in competition with
private entities,” so therefore, it
should be taxed. If Havill wins, the
water authority would have to pay
$13,000 a year in taxes to the county.

According to the lawsuit,
Havill granted an exemption this
year on a portion of the property that
was assessed at $661,025. Havill
claims that the assessment appeal
board’s refusal to tax the land was a
violation of state law.

PALOS HOSPITAL
SUES STATE OF
ILLINOIS OVER

FITNESS CENTER

PalnsCommunity Hospi-
tal in Palos Heights, Illinois is charg-
ing that a state health-care advisory
board acted “illegally, unfairly and
arbitrarily” when it denied the
hospital’s application two years ago
to build a fitness center, according
to a lawsuit filed in Cook County
Circuit Court.

The hospital says the 1lli-
nois Health Facilities Planning
Board does not have the authority to
regulate or investigate health and fit-
ness centers developed under sepa-
rate corporations, Tim Brosnan, the
hospital’s Vice President for Plan-
ning and Community Relations, told
the Chicago Tribune.

The Health Advisory
Board, which is appointed by the
governor, is charged with oversee-
ing medical-related capital expendi-
tures exceeding $6 million and fit-
ness centers exceeding $2.7 million,
said the board’s counsel, Barbara
Weiner.

“The real issue is whether
the expenditure of $14 million was
made by or on behalf of Palos Com-
munity Hospital,” she said.

The $14.5 million fitness
center planned for Orland Park is be-

ing developed by a new corpo-
ration, St. George Wellness
Center. That corporation and
Palos Community Hospital are
subsidiaries of a reconstituted
St. George Corp., Brosnan said.

Two years ago, when
the State Board denied the re-
quest to build a fitness center,
the hospital existéd under one
business entity, St, George
Corp.

The hospital an-
nounced the new corporations
and construction of the fitness
center two months ago. The
State Board then asked the At-
torney General’s Office to in-
vestigate whether the hospital’s
corporate restfucturing was an
attempt to circumvent the law.
The 1llinois Attorney General’s
office will be defending the
Health Advisory Board.

In the lawsuit, the hos-
pital calls the investigation ille-
gal because the Board only has
jurisdiction over licensed
health-care facilities. It claims
Palos Community Hospital is
being singled out by the State.
That claim stems from the fact
that the Board has not taken ac-
tion against the 13 other health-
care facilities in the State that
have built fitness centers under
apparently similar circum-
stances, Brosnan said.

The 80,000 square-
foot fitness center is under con-
struction in Orland Park and is
expected to open in November
2001. The center will feature
cardiovascular fitness and
weight-training equipment, an
indoor pool, a physical therapy
pool, a running track and an
acrobics room.

FORMER
EMPLOYEE MUST
PAY CLUB $50,000

A federal complaint
filed against the River Valley
Club in Lebanon, New Hamp-
shire, by one of its former em-
ployees has ended with an
agreement that finds in favor of
the club and directs the former
employee to pay $50,000, the
Valley News reports.

Robert Aubin worked
as general manager of the club
in 1998. Earlier this year, he
filed a complaint in U.S. Dis-
trict Court alleging that he was
fired in retaliation for reporting
allegations of sexual harassment

of female employees at the club and
for his role in a state hearing con-
cerning the discharge of another em-
ployee.

The club countered in court
filings that Aubin’s discharge had
been planned well in advance for rea-
sons related to job performance, and
submitted extensive e-mail corre-
spondence to the court to prove this.
Aubin knew he was going to be fired
and helped manufacture the claims of
sexual harassment in order to prevent
his firing or so that he would be able
1o claim retaliation when he lost his
job, the defendants claimed in court
documents,

The club filed counter-
claims alleging defamation; breach of
a fiduciary duty and duty of loyalty;
civil conspiracy; abuse of process;
and wanton, malicious and oppresive
conduct. The agreement finds in fa-
vor of the defendants on all claims
and counterclaims, compels each side
to bear its own costs and attorneys’
fees, and assesses a $50,000 judgment
against Aubin. Attoreys for the two
sides declined to explain how or why
they came to agree on that amount.

As this case reminds us,
proper documentation is very impor-
tant when disciplining or terminating
employees. For more information, e-
mail gr@ihrsa.org for your free copy
of IHRSA’s legal briefing paper en-
titled “Employment Law: The Basics
for Club Operators.”

CALIFORW CLUB
OPERATORS:
SHOULD WOMEN-
ONLY CLUB
LEGISLATION BE
PURSUED?

WOmen-onIy health

clubs exist all across the country, but
only a handful of states have passed
laws explicitly allowing fitness cen-
ters to be single-sex.

Some California IHRSA
members have expressed an interest
in lobbying for such legislation.
IHRSA would like to hear from oth-
ers in California about this issue. Has
your single-sex facility been the tar-
get of a complaint or lawsuit? Would
you support legislation that would
legalize single-sex fitness centers?
Are you concerned that if the issue is
raised, the legislature might specifi-
cally outlaw single-sex health clubs?

Please e-mail all comments
orconcerns o gr@ihrsa.org. Formore
information on this topic, request
IHRSA's legal briefing paper entitled
“Women-Only Health Clubs.”
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The Year 2000 In Review

By Norm Cates, Jr.

anpy New Year!

Here is a summary of the
news headline stories reported in The
CLUB INSIDER News during 2000.

JANUARY-2000- Cover-
Frank Napolitano Sells Highpoint A.C.
and Joins TSI. Netpulse Rolling Out
Huge-No Cost Program. Spinning (r)
Trademark “Valid and Enforceable.”
TSI Contract Largest Club Deal In
Ezone History. Why The YMCA
Should Pay Taxes. Ground Broken on
the BelAir Athletic Club’s BAACYard
Clubhouse. Atlanta Area Gold’s Gyms
Donate $8,095 To American Heart
Association. Bally Bulletin.

FEBRUARY-2000- Cover -
Rich Boggs and Ray Irwin - The STEP
Boys Leading The Way! Ezone An-
nounces Strategic Alliance With Cardio
Theater. Netpulse and Broadcast Vi-
sion Announce Alliance. 24-Hour Fit-
ness Busted In Oregon. Why The
YMCA Should Pay Taxes.

MARCH- 2000- Cover -

Cecil Spearman Honored By
IHRSA Friends With Distin-
guished Service Award. Tilley
Named Chief Information Of-
ficer At Spectrum Clubs. Judge
Rules Against Hospital Tax-Free
Health Club In Ohio. Working
Woman Magazine Recognizes
Jazzercise Founder and CEO,
Judi Sheppard Missett. Why The
YMCA Should Pay Taxes.
YMCA Loses Another One.
FitnessMX.com To Provide Pro-
curement Solutions.

APRIL- 2000- Cover -
Jack LaLanne- The Man-The
Living Legend. IHRSA 2000- A
Monster- A Special Report.
Ground Zero Design An IHRSA
Trade Show Hit! Why The
YMCA Should Pay Taxes. LIFE
FITNESS and Netpulse An-
nounce Alliance.

MAY- 2000- Cover -
The Sales Makers - Masters Of
Club Membership Sales, Stein
Named CEO At E-Zone Net-
works, Inc. E-Zone Surges Past
10,000th Installation. Joe “The

Gladiator” Moore Battles Public
Fitness Center. Meet Mr.
Toshikazu Saito - Japan's ‘Renais-
sance Man." Why The YMCA
Should Pay Taxes. Downtown
Milwaukee YMCA Told To Pay
City $47,955 Property Tax Bill.
Bob “Mr. Inspiration Wieland.”
Jack Lalanne Feats.

JUNE- 2000- Cover -
The DOT.COM World - A Special
Edition. L.A. Fitness Acquires
Australian Body Works In Atlanta.
Gold’s Gym International Inks
Body Training Systems Deal.
Wells Fargo Buys 1.9 Million
Shares Of Direct Focus, Inc. Par-
ent of Nautilus. FitnessMX.com
Names Mitch Wald President,
COO. Do What The Dot.Coms
Do! Michael Levy and Jay Kell
Receive “Lifetime Achievement”
Award From IHRSA Canada.
Gold’s Gym International Teams
With FuturLink. National Gym
Supply Using E-Commerce
Succcessfully Everyday - An In-
terview With Jon Webster, Presi-
dent of NGS, Lifestyle Family Fit-

ness Secures $5 Million In Invest-
ment Capital. Life Fitness Celebrates
Grand Opening Of Expanded Con-
sumer Division Facility.

JULY- 2000- Cover -
Health Development Corporation
Acquired By Town Sports Interna-
tional. Life Fitness Names Kevin
Grodsky As New Company Presi-
dent. Bel Air Athletic Club Acquired
By The WellBridge Company. Up-
coming [HRSA Events Should Be
On Your Don’t Miss List!, Gold’s
Gym and ClubCom Announces For-
mation Of Gold’s Gym Broadcast-
ing Network. Charley Swayne An-
nounces [PO. Gold’s Gym Interna-
tional Acquires Original Facility. A
Tribute To Coach Tom Myslinski.
Club Industry/NEHRSA Convention
and Trade Show A Success.

AUGUST- 2000- Cover -
Glenn Colarossi - Helping The Older
Get Better. The STEP Company Pur-
suing Legal Action Against Body
Pump (Offenders). State of The
Health Club Industry Report. The
IHRSA Spotlight - 20 years, $250-
Again. THRSA’s 20th Recalls

Industry’s Progress.

SEPTEMBER- 2000-
Cover - Casey Conrad -
Talented...Driven...Respected.
Ivanko and Iron Grip Settle Lawsuit
Out Of Court. Booming Health
Clubs, Slipping Fitness Participation
And Healthier Diets All Coexist In
The Overweight Society. Industry
Consultant Casey Conrad Opens
National Chain Of Weight Loss Cen-
ters. IHRSA and The YMCA - Non-
U.S. Member Advisory.

OCTOBER- 2000- Cover
- David Patchel-Evans. Netpulse, E-
Zone and Xystos Announce Three-
Way Merger. LeisureNet Files For
Bankruptcy. New, In-Club Weight
Loss Center Pulls In “Big” Revenue
At Grand Opening. FitnessMX.com
Surpasses 1,000 Signed Suppliers
and Facilities.

NOVEMBER- 2000-
Cover - Dale Dibble - “Mr. Enthusi-
asm”, 8 Years And Counting!, In-
dustry Leaders View LeisureNet
Bankruptcy As Anomaly. IHRSA/
Fitness Brasil Conference and Trade
Show.

New, In-Club Weight Loss Program Projects 200+K Annual Profit
With Using Just 750 Sq. Ft. of Space in Your Club

Casey Conrad, long-time industry consultant, has developed a complete turnkey weight loss program that's designed to be
installed within health clubs that combines proven weight loss programming with sales, service and marketing systems. It's easy
to fit into almost any layout. It can add a valuable service to your existing members and help you attract an additional target

group within your local area. Most importantly, it is proving to be a huge profit center. It's called HEALTHY
INSPIRATIONS and here are the results from the first three licensees of the program:

HEALTHY INSPIRATIONS at Bull Run Athletic Club, Manassas, VA:

HEALTHY INSPIRATIONS at Contours Express, Warrenton, VA:

HEALTHY INSPIRATIONS at Bodez by Tasso, Ormond Beach, FL:

Ist month, September

Ist month, November =

Ist 10 DAYS, December =

$34,000

$36,000

$46,000

Imagine what these clubs will do in January! Call today to receive a FREE 12-page info-pack that gives you an executive sum-
mary of how HEALTHY INSPIRATIONS can give you extra profits and a valuable service to your club. Act quickly and you
could still take advantage of the January weight loss market.

,V’F

HEALTHY
INSPIRATIONS

FOR FREE INFO-PACK CALL TODAY
1-800-792-7009




Stretching The Limits In Functional Performance

Greater flexibility means fewer injuries, plus more productive strength and cardiovascular training -
along with energizing sensations throughout your body. The MedX Stretch® is the first and only
flexibility device that enables trainees to set goals and chart progress.

Increase Flexibility

By providing several non-assisted biomechanically-correct stretches, and with its assortment of
measurement indices that make results quantifiable, the MedX Stretch formalizes flexibility
training dramatically.

Improve Performance

ZiMedX

1401 NE 77th Street

The MedX Stretch allows: Ocala, Florida 34479, USA

Proper joint function
* Accurate measurements
= Partner-free stretching

352 622-2112

Fax 352 629-8670

e"UmSimchorton Call 1-800-876-6339 to find out the many www.medxonline.com

= Formalized flexibility training for both elite ways the MedX Stretch can improve
athletes and beginning trainees. everyone’s performance. 800 876-6339
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continued from page 5

*Health Fitness Corpo-
ration has announced that for the 3
months ending September 30,
2000, net income was $78,868 as
compared with a loss of $941,866
for the same period in 1999. Health
Fitness Corporation, a Minneapo-
lis, MN.-based company, manages
corporate and hospital-based fitness
centers.

*Direct Focus, Inc,, the
company that owns Nautilus and
Bowflex has seen the stock surge
to 45.875 up 8% in two days. Since
February, 2000, the stock has in-
creased in price by 226%!

*Lakeshore Manage-
ment Group, operators of §
Chicagoland mega-clubs, has now
moved into hospital club manage-
ment with 5 large hospital clubs
under contract,

*StairMaster has an-
nounced that they have started a

Consumer Products Division.
The new division will be headed
up by JOHN POST, previously a
VP of Sales and Marketing. Good
luck John.

*STEVE and SALLY
GOLDMAN recently celebrated
the opening of a 3,000 square-foot
addition to their 23,000 square-foot
Canton Club. The Canton Club
opened in March of this year and
due to a huge success already had
to be expanded. The Goldman’s are
veteran club operators and also
own and operate the Weymouth

DECEMBER ISSUE

Club in Weymouth, MA. Con-
gratulations on your great success
Steve and Sally.

*Good news on the non-
profit front! Voters rejected a $6
million, 105,000 square-foot park
district athletic and fitness center
proposed in New Lenox, [llinois.
In Colorado, voters tossed over-
whelmingly a $15 million bond is-
sue to develop a sport and fitness
center that would then be turned
overto the YMCA to operate! TAX
THE YMCA OF THE USA! An-
other victory was had in Norton

Shores, Michigan, where a $6 million
referendum proposal for a swim and
fitness center was defeatedby a4 to 1
margin.

*The CLUB INSIDER
News subscription rates are going up
after the 1st of the year, so we hope
you will SUBSCRIBE TODAY!

*HAPPY HOLIDAYS and
HAPPY NEW YEAR to you all!
Thanks for reading The CLUB IN-
SIDER News. STAY TUNED
e |
H
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Sell outright-$60K OR working
partnership $%. Suit enthusiastic,
aggressive couple. HIGH PROFIT
POTENTIAL. Owner has Medical

problems but will train new owners or
work part-time. Attached as an option is a

500 square-foot Nutrition Center.

(417) 339-7285
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FOR SALE

Ladies-only 2500 square-foot
Fitness Studio in Desirable

Branson, MO. Location.

12 piece HYDRAFIT CIRCUIT TREADMILLS,
BIKES, STEPPERS, ROWER,
FREEWEIGHTS
DRESSING ROOMS/SHOWER,

MASSAGE ROOM.

SesSs0OOOOORORERRRROORROORODOOOORBSRBRORRORROERORRES

“OPPORTUNITY”

TO MAKE “BIG MONEY”

50% ownership of Eight (8) health clubs.
High “RECEIVABLES” Owner/Operator
Receives 6 figure yearly salary.

Call for details. By Appointment.

I have qualified buyers looking for
Ladies Only/Co-Ed locations.
25 years experience in
“BUSINESS BROKERAGE?” -
CHARLIE AUGUSTINE-

TOLL FREE-1-877-639-3488
Voice Mail: (757) 717-2096
FAX: (757) 547-0872

.JAAPA

continued from page 12

ternational trade association for per-
manently-situated amusement fa-
cilities worldwide. The 82 year-old
organization represents over 5,000
facility, supplier, and individual
members from more than 100 coun-
tries, including most amusement
parks and attractions in the United
States. [AAPA strives to help mem-
bers improve their efficiency, mar-
keting, safety, and profitability
while maintaining the highest pos-
sible professional standards in the
industry.

Next year's next year’s
IAAPA Convention will be held in
Orlando, Florida, November 14-17,
2001. But, don’t wait until then to
contact IAAPA. They may be
reached at: www.iaapa2000.com or
by calling: (703) 631-8623.

="
u

CLUB INSIDER News
Confribufing Author Team

The 2000 CLUB IN-

SIDER News 2000 Contributing
Author Team is listed below.
Our thanks to all of our authors
for sharing their expertise and
taking the time to write for The
CLUB INSIDER News.

*MICHAEL HOFFMAN -
President-Heart Communica-
tions (949) 489-0301

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

*KAREN D. WOODARD -
President-Premium Performance
Training- (303) 417-0653

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

*DR. GERRY FAUST-

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

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

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

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

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

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

*MICHAEL SCOTT

SCUDDER- President- FIT-
NESS FOCUS- (505) 751-
4236

*CASEY CONRAD -
Communications Consultants -
(B00) 725-6147

*RICK CARO - Chair-
man, Spectrum Clubs Interna-
tional and President, Manage-
ment Vision, Inc. - (212) 987-
4300

*BONNIE PATRICK
MATTALIAN - Fitness Com-
pany - (732) 548-0970, Ext.
111

+JIM EVANS - President
& General Manager - Peninsu-
la Athletic Club - (619) 224-
4644

*MIKE CHAET - Ph. D.
President - Club Marketing &

Management Systems - (406)
449-5559

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

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

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

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

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

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

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

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

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

*MIKKI WILLIAMS -
President - Mikki Williams Unltd.
- (203) 762-2526.

COLIN MILNER - VP
Sales/Marketing - Idea Health &
Fitness Assocation - (800) 999-
4332.

*PAT NECERATO - Presi-
dent - www.success-ercise.com

*CINDY SCIBETTA - Asso-
ciate - JLR Associates - (401)
245-0077.
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..dandy
Coffman

continued from page 16

Right now, my perception is that
our industry as a whole does not
want to embrace this challenge.
They are talking the talk, but they
are not walking the walk when it
comes to serving the senior mar-
ket. They are saying, ‘We’ve got
senior classes available and they
are playing rap music on the inter-
com and the phone hold button.
Clubs all over are doing that. They
will get a few people that will come
in with apprehension to a club and
our staff is not prepared to talk with
them and make them comfortable.
Unless a senior person comes up
to a staff person and requests spe-
cific information, we lose them
from the start.”

Talk Is Cheap!

(14
You asked what is

the future of our industry? It is ob-
viously the seniors. We all know it
and we all talk it. But, we aren’t
doing it. Because the club opera-
tors are not responding, the equip-
ment manufacturers are starting to
move away from the club business
to other businesses that are em-

bracing the growing seniors mar-
ket. They are moving into retire-
ment home facilities and nursing
home facilities because these
people are business people. Club
operators are closing their minds
to the real needs of the senior mar-
ket. They want it to come easy.
That’s why the club operators keep
talking about the fact that the se-
niors just want to be part of the
membership and that is wrong.
They are saying that because that
is the easiest way to deal with
them. Club operators out there are
not hearing this senior message and
they are not getting it. They want
the easy way out and there is no
easy way out. But you know Norm,
there is an incredibly rewarding as-
pect to senior programming. Just
look at the Bentley Village
Wellness Center! Have you ever
seen a happier group of people?
They are happier because they are
being so well taken care of. Those
members love it because they look
forward to going in and seeing their
friends, being greeted by David
Lahait (the Bentley Village
Wellness Center Director), receiv-
ing encouragement for what they
are doing and sitting down and
having a cup of coffee and a cookie
with their friends. There is the es-
sence of senior programming. In
their wellness center they have cook-

Norm Catas’
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ies and coffee. There is no reason
that as big as our clubs are that we
can’t have programs that concentrate
their efforts on this niche. But, the
club operators want the easy way out
and that is why we are totally miss-
ing the ball.”

An excellent example of
Sandy's creativity and special pro-
grams is her Chair Exercise Class
for seniors. The class is intended
to do two things: (1) Promote
awareness of healthy exercise to
the mature adult community,
and(2) to parlay that awareness
into full-time membership at the
club in order to encourage further
activity. After one of her chair
classes Coffman enjoyed lunch
with some of the ladies in the class.
One of the ladies asked her, “What
do you get out of this?" The ques-
tioner was a 93-year old wheel-
chair bound lady. Coffman thought
for a moment and replied, “Stella,
the fact that you have come to my
class. The fact that | watched you
smile, laugh and enjoy yourself
while exercising in my class. The
fact that you've come back for a
second time and that today you
brought your friend with you.
What more could anyone ask for?”

HER GREATEST
AWARDS

Sandy Coffman has re-
ceived numerous awards in addi-
tion to the Bodylife Magazine
honor previously mentioned. In
1995, IHRSA Convention attend-
ees voted Sandy as the #1 Pre-
senter in both Presentation and
Content. Coffman was rated as one
of the top speakers at [HRSA San
Francisco last March. Coffman
comments on her awards, “My
greatest awards are the things that
I hear from people who embrace
what I have to say and the experi-
ence that they get from it. I have
warmly written letters and e-mails
that bring tears to my eyes. I get
telephone calls with good news
from my clients that warm my heart.
That, to me, has really been my big-
gest award in my career. | am grati-
fied greatly because | totally know
that | am helping develop leaders in
this terrific industry."

PICK UP THE
PHONE

I expressed to Coffman
an understanding of the impor-
tance of her message to club own-
ers and a hope that this article
would result in some of our read-
ers “seeing-the-light” and decid-
ing to pick up the phone and call
her for help. Coffman commented,
“I have many people at every con-
vention that come to my seminars
year after year, seminar after semi-
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ShapeMaster USA's mission is to provide “Compatible Assisted Exercise”
to the fitness/wellness market. Our research indicates that fitness/wellness
centers are not providing adequate means of exercise for those who cannot
use conventional fitness equipment such as Lupus and Fibromyalgia patients,
the obese, the elderly, cardiac patients and many others.

ShapeMaster USA can show you how to open a separate “new profit
center” or add our assisted exercise machines to your existing center to
increase your revenues and provide a valuable service to those who would
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nar. Many times I'll get a call
from somebody that would like
me to come to their club and I'll
say to them, “Would you like me
to send you some information on
what I do?’ They will say, ‘Oh
ng, we've got a file on you! We
know what you do. We just need
for you to come to our club and
we need our whole staff to hear
your message. That is the essence
of it. In addition to personal ap-
pearances at conventions and
consulting sessions, Coffman has
developed six training videos.
(See side bar). Coffman’s train-
ing seminars available on a
consultancy basis include: Op-
eration Cheers a.k.a. Delivering
Customer Service Excellence,
Secrets To Making Fitness Fun
a.k.a. Get New Members - Make
People Happy, Programming,
Marketing and Customer Ser-
vice, Special Sales Techniques
and Communication Skills For
Your Entire Staff, Intergrating

the New Member/Participant, Pro-
motion! Promotion! Promotion!,
Thirty Retention Programs In
Ninety Minutes, Fun and Fitness
For The Mature Population, We're
All In This Together, How To Mea-
sure Staff Performance a.k.a. Pro-
gram For Profit - Pay For Perfor-
mance and How To Grow Your
Racquetball Program To Grow
Your Business. Sandy Coffman
may be reached at: (941)795-7887.

Sandy Coffman is one of a
kind. She is one of the most unique,
totally enthusiastic and talented in-
dividuals on the planet. And, the
health, racquet and sportsclub indus-
try is indeed fortunate to be able to
call her one of our own.

(Norm Cates, Jr. is the
Publisher of The CLUB INSIDER
News. Cates, a 27-year club busi-
ness veteran, was the 1st President
of IHRSA and a Co-founder of the
Association in 1981.)




Forget the lycra and leotards. Take a good hard look at your group finess The fiscal equation is simple. The more members in your group fitness

system. Does it make sense? And what about dollars? classes, the more money in your pocket. The great news for you? Les Mills
Les Mills Body Training Systems deliver group fitness results fo your club Body Training Systems classes, BODYPUMP, BODYATTACK, BODYFLOW,

members, your instructors and your botfom line, You get fantastic pre-choreo-  BODYSTEP and RPM are filling up fast all around the world.

graphed dlasses, developed by world leaders in group fitness and finely tuned Flex your "money muscles". If you're a 98-pound weakling in group

in clubs all around the globe. Your instructors are expertly frained and exercise, fiscal finess is a phone call away. Call 1-800-729-7837 or visit us

inspired to achieve at the highest level. And our Group Fitness Management  at www.bodypump.com and get fiscal for less than $10 a day. Outside the

Training will add to the profitability of your group finess department. U.S see us at www.lesmills.com.
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Patrick Connor, 41

Emergency Physician
Northwestern Memorial Hosp.
Chicago, lllinois, USA
Ironman Triathlete

The Authentic Hammer Strength Training Experience Now Comes to Selectorized

Hammer Strength®, the world’s leading brand of innovative plate-loaded strength equipment now
transfers its patented Motion Technology® to easy-to-use dual-stack selectorized machines.
The result is a Hammer Strength training experience that simply delivers the superior advantages

of Iso-Lateral® motion to every individual in your facility.
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