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Our January 2005
cover story, Paramount

Fitness…Celebrating 50 Years
of Excellence!, chronicled the
history of Paramount Fitness,
Inc.  Bill Hubner founded
Paramount in a 400 square-foot
space located next door to his
Dad’s gray iron foundry in
1955. His first products were
workout benches. In 1955,
Hubner, now a multi-million-
aire, was a young man with just
an 8th grade education. Today,
Bill Hubner and Paramount
Fitness are truly great American
business and fitness industry
success stories. Hubner now
owns several homes around the
country, travels the world in a
big Sabreliner corporate jet, and

graciously entertains his friends
and clients in a majestic, 132-
foot, five-bedroom motor yacht
called the Mirage. Bill Hubner,
a great man in our industry and
American business in general, is
enjoying life to the fullest. A big
key to Bill Hubner’s long-term
success is that he is a “hands-
off” owner of all of his busi-
nesses. In the case of Paramount
Fitness, he enjoys and is very
fortunate to have two really well
respected, long-time industry
veterans run the Paramount
show. Jim Trisler, General
Manager and Steve Rhodes,
Marketing and Sales Director
have been with Hubner for close

to a combined 60 years! Hubner
also owns a chain of Fitness
USA Super Centers in
Michigan, and he is also part-
ners with Larry Gurney in the
booming, 5-club RUSH Fitness
Complex chain in Knoxville,
Tennessee (Gurney was a
CLUB INSIDER cover story
subject in November and
December, 2004). The really
interesting thing to me about
Bill Hubner is his down-to-earth
nature…a trait that he mixes
extremely well with his wealth.
Perhaps he is that way because
he has achieved all of his busi-
ness success with very little for-
mal education.  And I know,

from very interesting conversa-
tions with him, that he has
learned all his life from being in
the “game of business” for
many years.

Our January, 2005
“Insider Speaks” column enti-
tled: “Alliances ‘Inside’ and
‘Outside’ The Industry Can
Help The Health Club Industry
Grow!” chronicled the impor-
tance of Alliances in our indus-
try. I addressed the great
alliance building success story
of Big John “The Alliance
Master” McCarthy, 24-year
Executive Director of IHRSA. I
suggested to all club
(See 2005 In Review page 20)

Company Posts Nine-Month
$1.8 Million Net Profit Vs.
2004 and 2003 Losses. 

• Nine Month 2005
Operating Income Before
Impairment Charges Up $25.3
Million, 70 Percent, From 2004

• 2004 Operating
Income Before Impairment
Charges Up $18.2 Million, 52
Percent, From Restated 2003

• 2004 Net Loss of
$30.3 million Vs. 2003 Restated
Net Loss of $106.0 million 

• 2005 New Member
Joins Up 4.4 Percent; Total
Members Down 1 Percent

• 2004 Record New
Member Joins Up 21 Percent

Over Prior Year

November 30, 2005 - Bally
Total Fitness Corporation (BFT)
announced financial results for
the nine months ended
September 30, 2005 and the
year-ended December 31, 2004.
The Company also completed
restatements for years 2000
through 2003. With November
30th filings, Bally is now cur-
rent with its federal securities
filing and bond indenture
requirements.

Paul Toback, Chairman
and Chief Executive officer,
said, "Our financial results for
the past 21 months reflect our

monumental undertaking in lit-
erally transforming our entire
company, including putting a
new management team in place,
revamping our financial organi-
zation, changing our account-
ing, implementing strategic ini-
tiatives and creating and intro-
ducing a new business model
that we believe should continue
to improve the financial per-
formance and returns of Bally
Total Fitness.

"We're also gratified to
have completed the arduous and
demanding task of restating our
financial results. I specifically
want to thank our employees,
whose focus, energy and time

were taxed with this burden, yet
they never took their focus off
our primary goal of ensuring the
continued improvement of oper-
ations in order to enhance share-
holder value."

Mr. Toback added,
"We're pleased that results for
the first nine months of 2005
and the year-end 2004 show
revenue and operating income
improvement. These results
reflect the initial impact of our
growth initiatives - including
new membership sales strate-
gies such as our Build Your
Own Membership Plan and our
Family-add-on program, further
emphasis on add-on services

such as personal training, and a
renewed focus on customer
service to improve member
retention - as well as stricter
expense management." 

Nine-Month 2005 
Financial Results

For the first nine
months of 2005, net revenues
were up 2.3 percent to $807.5
million, compared with $789.3
million for the same period in
2004. The increase was driven
by a 2 percent increase in aver-
age monthly revenue recognized
per member to $19.70 in the
(See Bally Catches Up page 6)

ST PETERSBURG, FL (Dec
2nd, 2005) - Lifestyle Family
Fitness announced today the
acquisition of eight California
Fitness Centers (“CalFit”) locat-
ed throughout Columbus and
Central Ohio. Terms were not
disclosed. This is the first
expansion for Lifestyle outside
the Florida market and increases

their total number of clubs to 36
and their membership base to
170,000. 

The eight California
Fitness Centers, averaging
25,000 sq. ft., boast amenities
similar to the existing Florida-
based Lifestyle Family Fitness
centers. Each club offers an
array of strength and cardio

equipment, group fitness pro-
gramming including specialty
classes such as Pilates and car-
dio kick-boxing, nationally cer-
tified personal trainers, saunas
and childcare services.

“On behalf of the
entire team at Lifestyle Family
Fitness, we are excited about the

Lifestyle Family Fitness Acquires CalFit!

(See Lifestyle Centers page 6)



•HO HO HO!!! This is
your friendly CLUB INSIDER
Publisher since 1993 checking
in on this frosty December
morn!

•CLUB INSIDER’s
3rd Annual Health Club
Pioneer of the Year Awards will
be presented by yours truly to
two very deserving individuals
in Las Vegas, during IHRSA’s
25th Annual Convention and
Trade Show. In 2004, our first
two honorees were health club
industry legends RAY WILSON
and DALE DIBBLE. Last year,
our honorees were RED LER-
ILLE and JOE GOLD
(Presented to Joe posthumous-
ly with MIKE URETZ, World
Gym, CEO, accepting on
behalf of Joe). The 2006
Health Club Pioneer of the
Year award winners are: RICK
CARO,  IHRSA’s Founder and
former President and retiring,
25-year veteran, IHRSA
Executive Director,  Big JOHN
“The Alliance Master”

McCARTHY! The date, time
and place of these two special
award presentations will be
announced later. But, I hope you
will be in Las Vegas to join us
March 20-23, 2006!

•Please check our page
#5 ad to your right and don’t
miss IHRSA’s 25th Annual
Con-vention and Trade Show
in Las Vegas, March 20-23rd!
This will be the MOTHER of
all health, racquet and sports-
club industry events in the his-
tory of this business! Go to:
www.IHRSA25.org or call
800.228.4772 for information.
Also, please note that our page
#5 and our Outside Back page
are now available for 12X or
shorter ad placements. 

•God Bless my friend
JEFF RANDALL, as on
Tuesday night, December 6,
2005, his left eye was injured by
a hockey stick while he was
playing in a game in the Boston
area. He was rushed to the near-
est hospital, but that hospital

immediately sent him to another
hospital in the Boston area that
specializes in eye surgery. Our
prayers are with you Jeffrey for
a full recovery!  

• C O N G R AT U L A -
TIONS to industry icon and leg-
end, RAY WILSON and his
protégé and partner, GREG
ROWE as they have sold their
9-club, California Fitness
chain in Columbus, Ohio to
Lifestyle Family Fitness
(LFF), whose Founder and
CEO, is GEOFFREY DYER.
The acquisition gives LFF 36
clubs.   Check out the full story
on page #3 of this edition.

•LATE BREAKING
NEWS! - $505 million is the
reported value of the deal in
which Equinox Holdings, Inc.
will be acquired by The Related
Companies, L.P.  This means
that heavy hitter, STEVEN
ROSS, the Founder in 1972 of
The Related Companies, has
one heck of a great club opera-
tion on his hands and a great
operator to boot! I call him
HARVEY “We’re not going to
Albuquerque” SPIVAK in
honor of the cute quote Harvey
gave a reporter in a story four or
five years ago. Harvey was
explaining what they were
going to do with the investment
power that Ross’ company pro-
vided when he made his, now
often repeated by me, quote.
Obviously, the Equinox Club
markets of choice (New York
City, Chicago, Los Angeles, San
Francisco and southeast Florida)
have done well for them.

•Good news for con-

sumers (and the investors, I
hope) in southeast Florida!
Today, I called and spoke to
LARRY LEVY, an investor in
the About Family Fitness Club
that has been under develop-
ment and construction in Coral
Springs, Florida for the past 3
years. The good news is he
informed me that the club has
finally opened! Frankly, I am
very relieved, because three
weeks ago, Levy and his
Associate,  LENNY LOWEN-
STEIN, called me from the Fort
Lauderdale Airport saying they
were doing “Due Diligence” on
BRIAN HOMAN.  I told them
it was a “little late” to be doing
that. Levy explained to me that
the club was almost finished,
but Homan had asked them for
an additional $1.5 million
investment and they were quite
concerned. Today, Levy told me,
“He got some more investors.”
So, I can only say that with good
luck the club will stay open and
no members or investors will
lose their money! Boy…am I
relieved and glad for those
members and investors.

•Congratulations to
everybody at the fabulous East
Bank Club in Chicago as they
are celebrating their 25th
Anniversary on December 10,
2005. 25 years ago, investors
DANIEL LEVIN and JIM
McHUGH built what is clearly
the most amazing athletic club
I’ve ever seen.  It is 450,000
square feet and truly a magnifi-
cent operation reportedly gener-
ating $47 million per year in

PAGE 4 DECEMBER 2005
www.clubinsidernews.com

•Norm’s Notes•
These Norm’s Notes contain some of my views and opinions. 
I welcome you to exercise your right to free speech here too.  

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

Justin (L) & Norm Cates, Jr.

(See Norm’s Notes page 7)
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2005 period. A 4 percent
increase in personal training
revenue also contributed to the
improvement in revenues.

For the 2005 nine-
month period, operating income
grew 70 percent to $61.7 mil-
lion compared with the 2004
period operating income of
$36.4 million, reflecting the
Company's continued focus on
revenue growth and expense
management. For the same peri-
od, operating expenses as a per-
centage of revenues were down
3 percent, primarily at the club
level, compared with 2004. The
operating income growth
occurred despite an increase in
general and administrative
expenses of $9.9 million that
included a $6 million charge
related to the accelerated vest-
ing of 1.6 million shares of
restricted stock resulting from a
change of control under the
Company's 1996 Long-Term
Incentive and Inducement
Plans. Because the Company
has been in a quiet period result-
ing from not filing financial
statements since May 2004, it is
now possible that some mem-

bers of management may decide
to sell certain holdings of
Company stock in connection
with personal tax planning or
diversification determinations.

The Company reported
net income of $1.8 million, or
$0.05 per share, for the nine
months ended September 30,
2005 versus net losses of $13.3
million and $19.6 million, or a
loss of $0.40 and $0.60 per
share, for 2004 and 2003,
respectively.

For the nine months
ended September 30, 2005, new
joining members were up 4.4
percent compared to the prior
year period. The total number of
members at September 30, 2005
was 3.676 million, down less
than 1 percent from the prior
year, reflecting a growing per-
centage of new members joining
on a pay-as-you-go basis and
the lower retention rate of those
members. This member count
and comparison to the prior year
reflects the Company's current
definition of membership,
which includes members whose
balances are past due by up to
90 days. The Company's previ-
ous definition included past due
accounts of up to 180 days. The
current definition reflects the

results of management's analy-
sis to better understand collec-
tion trends by member classifi-
cation. These results indicated
that members with accounts
more than 90 days past due were
not likely to become current and
are therefore excluded from our
member statistics.

Third-Quarter 2005
Financial Results

For the third quarter
ended September 30, 2005, net
revenues were $261.8 million,
down slightly from $264.8 mil-
lion a year ago, primarily as a
result of a 2 percent decline in
membership revenue based on a
1 percent decrease in the aver-
age number of members in the
2005 quarter, as well as a 1 per-
cent decrease in average rev-
enue per member. This was off-
set, in part, by continued growth
in personal training revenue, up
6 percent in the quarter, versus
the same period a year ago.

Operating income for
the third quarter was $18.8 mil-
lion versus $23.0 million in
2004, primarily reflecting write-
downs of retail inventory
increased, information technol-
ogy expenses, and an increase of

$3.0 million in costs incurred in
connection with the restate-
ments and related investigations
and litigation. Membership
services expense continued on a
positive trend, down 1.5 percent
from 2004. The company
reported a net loss for the quar-
ter of $1.6 million, or a loss of
$0.05 per share, compared with
net income of $6.8 million, or
$0.21 per share in 2004.

Commenting on the
quarter, Mr. Toback said, "Our
stringent focus on cost manage-
ment in the third quarter was,
unfortunately, more than offset
by a number of costs associated
with investing in information
technology upgrades and all of
the costs associated with restat-
ing our financials and comply-
ing with the Sarbanes-Oxley
Act. Flat revenue for the period
reflects the transitional effects
on our business model of our
new initiatives. However, we
believe as our new marketing
campaign kicks off and
improved service takes hold
throughout the clubs, customer
satisfaction and retention will
improve, as will customer refer-
rals from existing members,
driving future revenue growth
and, ultimately, greater prof-

itability." 
Mr. Toback continued,

"While total membership is up
only slightly from the beginning
of the year, we're encouraged by
early indications of our new ini-
tiatives, which we believe are
beginning to gain traction. Our
consumer-friendly Build Your
Own Membership program was
introduced in smaller markets
during the first half of the year,
with rollout in larger markets,
such as Chicago, Los Angeles,
and New York, from August
through October. As a result, the
expected impact of this new ini-
tiative in our largest markets is
not yet reflected in these num-
bers. Improving our member-
ship retention is a top priority
and we remain squarely focused
on initiatives to achieve this
goal."

Cash and Liquidity

As of November 30,
2005, Bally had $40 million of
borrowings and $13.9 million in
letters of credit outstanding
under its $100 million revolving
credit facility. As of September
30, 2005, Bally had $20 million
of borrowings and $13.9 million

(See Bally Catches Up page 10)

…Bally Catches Up
continued from page 3

opportunity to have a presence
in Central Ohio,” said Geoff
Dyer, Lifestyle Family Fitness
President and Chief Executive
Officer. “Lifestyle is inheriting
a wonderful group of members,
a quality CalFit staff and a great
community. Ray Wilson, Greg
Rowe and I have worked togeth-
er since the inception of
California Fitness and we look
forward to continuing to build
on their success. We plan to
grow aggressively throughout
the region with the assistance of
the leadership group of CalFit.”

“I am very excited that
California Fitness Centers will
be a part of the Lifestyle fami-
ly,” said Ray Wilson, former co-
owner of CalFit. “Geoff Dyer
and I have worked together in
the fitness industry for more
than 15 years and I feel confi-
dent that Lifestyle will be able
to use California Fitness as a
base for expansion in the mid-
west.”

Greg Rowe, co-owner
and President of California
Fitness comments, “First of all,
I want to thank the CalFit staff
for helping us to become the
premier fitness club chain in
Central Ohio. Lifestyle has been

an integral part of this success
by providing member service,
human resource and accounting
support for the Company for the
last seven years. This acquisi-
tion is a natural progression of
our relationship together.
Lifestyle will be able to utilize
their expertise and financial
resources to renovate the CalFit
clubs and provide increased
opportunities for the employees.
Lifestyle will be a valuable
addition to the Columbus com-
munity.”

Over the next several
months, Lifestyle will invest
over $3,000,000 in the CalFit
group of clubs. Facility
upgrades include new cardio
and strength training equipment,
expanded Group Fitness pro-
gramming, Cardio Theater wire-
less entertainment, Lifestyle
Music Television programming
and tanning. Renovations are
expected to be complete by
Spring, 2006. Lifestyle will
hold a Company-wide grand
reopening at that time. 

Lifestyle memberships
are only offered on a month-by-
month basis with no long-term
contracts. New members will
enjoy a 4-week, money-back
comfort guarantee and unlimit-
ed use of Group Fitness pro-
gramming. Kids’ Club and tan-

ning will also be available.
Lifestyle will honor all existing
CalFit memberships under their
original contractual terms and
conditions. 

(Lifestyle Family Fitness was
founded in 1982 and currently
owns and operates 28 locations
in the Florida market, with
approximately 130,000 mem-
bers. Lifestyle’s mission is to
fulfill members’ needs and build
lasting relationships through a
fun and friendly fitness experi-
ence. The International Health,
Racquet and Sportsclub
Association (IHRSA) currently
ranks Lifestyle as one of the top
25 fastest growing fitness com-
panies in the world. All of the
Lifestyle facilities include a
variety of fitness equipment,
group fitness classes, personal
training, childcare and related
amenities that help “Bring Your
Body To Life®.” Investment
partners include Quantum
Capital Partners, Inc., Ballast
Point Ventures and The Burton
Partnership. Lifestyle’s corpo-
rate headquarters is located at
140 Fountain Parkway, Suite
410, St. Petersburg, Florida
33716. To learn more about
Lifestyle, please call (727) 456-
3100 ext. 4076 or visit
www.lff.com.)

…Lifestyle Center
continued from page 3



revenues! SIMON MEREDITH,
General Manager, and his entire team
have done a great job there, and we wish
them many more years of success. 

•Congratulations to AUGIE
and LYNNE NIETO as they have been
named 2006 Co-Chairpersons of the
Muscular Dystrophy Association's ALS
Division. Augie and Lynne will help raise
awareness of MDA's worldwide leader-
ship in the battle against amyotrophic lat-
eral sclerosis (ALS, or Lou Gehrig's dis-
ease) through media interviews, public
appearances, speaking engagements and
public service announcements. “Augie’s
Quest”, the fund raising effort in Las
Vegas at the NFTJ Show, where Augie
received the NFTJ Lifetime
Achievement Award, raised over $1 mil-
lion to fight ALS. GOD Bless you Augie
and Lynne

•MANNY BUTERA is now the
biggest World Gym owner in the world
with 16 gyms.  He recently acquired 5
World Gyms in the Atlanta area. He has
plans to develop or acquire 35 more in
the next 5 years. Good luck Manny as
you grow your enterprises!

•Curves For Women
International Founders, DIANE and
GARY HEAVIN, have done an amazing
thing with respect to an alliance with
2,700 of their Franchisees that raised $1.5
million.  Franchisees raised $1.5 million
and that was matched by the Heavins to
bring the donation to a total of $3 million
to Gulf Coast area victims of Hurricane
Katrina. The $3 million was given to the
American Red Cross and the Salvation
Army and some other local charities in
the region. The Heavins also gave a
check for $5,000 to each of their fran-
chisees whose Curves For Women Club
was damaged! Congratulations to the
Heavins for doing great work on behalf
of the Katrina victims everywhere!

•JOE, “The GLADIATOR”,
MOORE forwarded an email alert to me
sent by ROB BEIL. In Cincinnatti, the
University of Cincinnatti is selling mem-
berships to the public to its big new $100
million Rec Center! The Midwest club
operators are up in arms about this and I
expect more news soon. STAY TUNED!

•RICK BENNETT, 25+ year
veteran operator of the Corvallis Fitness
Center and two other clubs in Corvallis,
Oregon, has informed me that he has
changed the name of all of his clubs to
WOW! Fitness.   Best of luck Rick as
you move further into your next 25
years!

•JAY DELVECHIO, the Vice
President of Operations for World
Instructor Training Schools has
announced that ELIZABETH SANTOS
has been added to their W.I.T.S. Team in
the capacity of Marketing Director. 

•The “Battle for Bally” and the
future of the world’s largest health club
organization is full on! Over the past two

months, an all-out battle for control of the
publicly held company has developed.
During the past four years, since PAUL
TOBACK and his Executive Manage-
ment Team assumed management of
Bally, they have had to:  
1. Correct and re-file financial state-
ments and accounting for the past 3
years.
2. Move forward with efforts to reduce
Bally’s debt load.
3. Conduct day to day operations of the
largest club chain in the world.
4. And now, fight off a Proxy fight by
stockholders instigated by MANNY
PEARLMAN and his various companies
as well as PARDUS CAPITAL to take
over control of Management of the com-
pany from Paul Toback and his Team.
There are a lot of industry veterans pre-
dicting what’s going to happen with
Bally.  But, my comment that follows
here is not a prediction. My feeling is that
whatever happens… needs to happen in a
non-bankruptcy, orderly way, which will
not disrupt the consumer’s use of a club.
We’ve had enough big club chain shut-
downs in the history of this industry with
the last being about 10 years ago when
Living Well, Inc. shut down over 400
clubs at one time, giving our industry
nationwide quite a black eye. A messy,
disorderly publicly reported situation
with Bally would hurt all of us…and I do
mean ALL of US.  So, I sure hope every-
one involved can avoid that. 

•LifeTime Fitness has opened
its 45th location… this one in San
Antonio, Texas, giving LifeTime 10
Texas clubs!  

•CHUCK RUNYON and JEFF
KLINGER have been busy boys this past
year and have sold 214 Anytime Fitness
franchises, bringing their total up to 313
through 2005! 150 locations are now
open for business, and they project 500
locations by January 1, 2007. 

•I have made references to God
in my writings in the past, especially at
the end of Norm’s Notes each month.
This has caused one of my readers to
write an email to me inquiring if I was a
Christian or not? I responded to his
inquiry by informing him that he would
have my response to his question soon.
So, here is my response my friend: I wish
all of you that are Christians, as I am, a
very Merry Christmas. But, if you are
not a Christian and do not celebrate
Christmas, as millions of Americans do,
then I cordially and happily wish you
Happy Holidays and a Healthy
Celebration of your own faith. And to
all, I wish a Happy-Healthy New Year!

•GOD BLESS our troops, air-
men and seamen as they fight and give
their lives and limbs for our country and
our freedom. God Bless everyone of
them and those IRAQ citizens trying to
survive the killing of the terrorists.

• Merry Christmas, Happy Hol-
idays and Happy New Year!

• MAKE IT FUN!
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…Norm’s Notes
continued from page 4
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• For 13 years now, I
have made every possible effort
to stay out of politics in my
writing here in CLUB INSID-
ER. But, I am very concerned
with what I see going on in
America right now. Thus, I am
going to weigh in about it all.
First, I don’t give a doggone
thing about political affiliations
here. I am writing this as an
American, not as a Democrat, a
Republican or an Independent.
This is what I think. If it offends
you, I am sorry. 

The United States of
America is free today because
of the sacrifices made by the
men and women in our Armed
Forces since our first
Independence Day, July 4,
1776.  YOU and I have
Freedom of Speech because of
the sacrifices of our Troops,
Airmen and Seaman over the
past 230 years. Those millions
that have died in the
Revolutionary War, the War of
1812, the Civil War, World War
I, World War II, the Korean War
and the Viet Nam War all died to
gain, protect and preserve our
FREEDOMS as Americans.

In IRAQ, a war no-

body, including our President,
GEORGE W.  BUSH, wishes
we were in, we have troops on
the ground fighting and dying
everyday for our freedom. They
are fighting and dying for you
and me…just like those mil-
lions of other American service-
men and women have done. I
am writing today because I am
worried about the damage that
may be caused to the morale of
the troops in IRAQ by the dis-
graceful and discouraging com-
mentary coming from the left in
this country. 

If you have not real-
ized it yet since September 11,
2001… the people that we are
fighting now WANT US ALL
DEAD! Should we lose in
IRAQ, tuck our tails and return
our troops home in defeat, it will
not be like Vietnam.  Just like
Senator JOHN McCAIN said
on December 7, 2005, “Ho Chi
Min did not follow us home”!

I  PROTEST!

I hereby, on behalf of
our Troops, Airmen and
Seamen in IRAQ and around
the world, PROTEST the pub-
lic utterances of all anti-IRAQ
War and War On Terror

activists. I hereby protest the
“cut and run” comments that
have come from former
Presidents Carter and Clinton
and from Presidential election
loser John Kerry,  as well as
Howard Dean, Ted Kennedy
and John Murtha, (just to
name a few). All of the afore-
mentioned, in my view and the
view of millions of other
Americans, are aiding and abet-
ting our enemies at a critical
point in time when our soldiers
are being killed daily while fin-
ishing this job.  They have got to
finish it.  U.S. citizens every-
where should tell our troops
they’re doing a great job!
Although our troops are now
coming close to accomplishing
an amazing mission in IRAQ,
the left-wingers are all suggest-
ing that we just QUIT and CUT
and RUN now and bring our
troops home. But, when asked
to vote on the measure in
Congress recently, only 3 of
them voted YES! So, I say to
Carter, Clinton, Kerry, Dean,
Kennedy and Murtha please
HUSH this rhetoric!!! And
instead, RALLY for and support
our servicemen and women as
they risk their lives for all of us
in IRAQ!  Let them finish their

job and then come home to us as
the HEROES they all are.  

These people like John
Kerry are behaving just like
they did during Vietnam…but
this is different than Vietnam in
another respect too. The differ-
ence is in America right now.
There is a strong-anti-liberal,
anti-left movement and protest
that is growing. To coin that so
well known phrase: “I’m mad
as hell and I’m not going to
take it any more!” is how mil-
lions of Americans feel right
now. In other words, many peo-
ple like me all across America
are calling for the silence of
these people right now and the
removal of them from public
service when the next chance
comes!

People like me are call-
ing for the support of our
Servicemen and Women.
People like me are calling for all
citizens in our country to back
our servicemen and women
that are sacrificing everything
for them! And, people like me
are saying to all of our Troops,
Airmen and Seamen:  GOD
BLESS YOU ALL.  FINISH
THE DRILL and STAY THE
COURSE.  WE THANK YOU
ALL FOR YOUR DEDICA-

TION and SACRIFICES for
ALL OF US.  We APPRECI-
ATE EACH and EVERY ONE
OF YOU and WHAT YOU DO
EVERYDAY FOR US! I wish
all of our servicemen and
women everywhere a MERRY
CHRISTMAS if you are
Christian.  Happy Holidays if
you are not. We want you all to
know (Christian or not) that you
will be in our Prayers until you
come home safely someday.  

NOTE: If you have a loved one
or friend overseas please know
that my prayers are with them.
Please send their email address
to me.  I will send this message
to them right away and with ref-
erence to your name if you
desire.  My email address is
below. 

(Norm Cates is the Founder,
owner and Publisher of CLUB
INSIDER News and a 31+ year
veteran of the health, racquet
and sportsclub industry.  Cates
was honored by IHRSA in
March 2001 with its DALE DIB-
BLE Distinguished Service
Award.   Cates may be reached
at: clubinsidernews@mind-
spring.com or by phone at:
770.850.8506)

Norm’s “PERSONAL” Notes
GOD BLESS Our Troops, Airmen and Seamen

By: Norm Cates, Jr.





PAGE 10 DECEMBER 2005
www.clubinsidernews.com

in letters of credit issued under
its $100 million revolving cred-
it facility. 

Beginning in August
2005, the Company drew more
heavily on its revolving credit
facility. This utilization is pri-
marily related to the $14.9 mil-
lion payment arising out of an
arbitration dispute with
Household Credit, $8.0 million
paid for consents to bondholders
and banks relating to extending
financial reporting deadlines,
$3.5 million paid to profession-
al advisors in connection with
the restatements, and the
October 17, 2005 interest pay-
ment on the 9 7/8% Senior
Subordinated Notes.

2004 Vs. Restated 2003 
Financial Results

For the year ended
December 31, 2004, net rev-
enues, bolstered by record
memberships sold and record
personal training revenue, were
$1,048.0 million, up 4.5 per-
cent, compared with restated net
revenues of $1,002.9 million in
2003, which included a one-
time revenue increase of $11
million from the sales of writ-
ten-off accounts. During 2004,
average monthly membership
revenue recognized per member
was relatively stable at $19.17
versus $19.11 in the prior-year
period. The average number of
monthly members grew 2 per-
cent to 3.697 million, compared
with 3.622 million average

monthly members in 2003. The
Company also saw a significant
increase in personal training
revenue, up 26 percent.

Operating income in
2004 was $38.2 million, up
$77.1 million from a 2003
restated operating loss of $38.9
million. The operating income
improvement is the result of the
aforementioned $45.1 million
increase in revenue as well as a
$58.9 million decrease in
impairment charges against
long-lived assets and goodwill. 

Also, in 2004, operat-
ing income before non-cash
impairment charges of $15.2
million was $53.4 million, up 52
percent compared with the prior
year. Impairment charges of
$74.1 million in 2003 were pri-
marily related to the Company's

Crunch Fitness division
acquired in December 2001.
The Company believes this non-
GAAP financial metric more
accurately reflects results of
operations in 2004 compared to
the prior year because of the sig-
nificant non-cash impairment
charges that occurred in 2003.
The Company reported a lower
net loss of $30.3 million, or
$0.92 per share, for the year-end
2004 compared with a restated
2003 net loss of $106.0 million,
or $3.24 per share.

In 2004, the Company
had record numbers of new join-
ing members, up 21 percent
compared with 2003. The total
number of members at year-end
2004 was 3.645 million versus
3.616 million in 2003, with both
member counts now reflecting

the stricter delinquency period
for inclusion, as explained earli-
er.

Strategic Initiative

The Company also
announced today its Board of
Directors has retained J.P.
Morgan Securities Inc., to
explore a range of strategic
alternatives to enhance share-
holder value. Such alternatives
may include, but are not limited
to, a recapitalization, the sale of
securities or assets of the
Company or the sale or merger
of Bally Total Fitness with
another entity or strategic part-
ner. J.P. Morgan Securities Inc.
will work in collaboration with
The Blackstone Group, which
has been advising Bally for the
past 10 months, in providing
strategic advisory services to the
Company. Bally Total Fitness
said there can be no assurances
that any transaction will occur.

Restated 2003 and 
2002 Results

The Company also
completed its restatement of his-
torical results for years 2000
through 2003, which reflects the
correction of numerous errors in
our previous financial account-
ing and reporting. The more
than two dozen restatement
items included corrections relat-
ed to the recognition of revenue,
valuation adjustments of long-
lived assets and goodwill and
other intangible assets, lease
accounting and income taxes. 

These restatement
adjustments resulted in an
increase in previously reported
net loss of approximately $96.4
million for the year ended
December 31, 2002 and a
decrease of $540 million in net
loss for the year ended
December 31, 2003. The
decrease in 2003 reported net
loss includes the reversal of the
cumulative effect of a change in
accounting previously reported
in 2003 of $581 million. The
Company also increased the
January 1, 2002 opening accu-
mulated stockholders' deficit by
$1.7 billion to recognize the
effects of corrections in finan-
cial statements prior to 2002.

STAY
TUNED!

…Bally Catches Up
continued from page 6



GOODBYE
YELLOW BRICK ROAD

(Author’s Note: As I write this
final column for Norm’s 2005
editions, I thank all of you for
your responses, input, feedback
and general commentaries on
my columns for this year. They
are greatly appreciated. I have
asked Brother Cates if I might
back off a little bit in 2006 and
produce an every-other-month
article. My intentions are for
columns in February, April,
June, August, October and
December.)

The Elton John song is
ringing in my head today…
must be telling me something…
so, I’ll go with intuition and tell
you why I think Oz is over with,
why Dorothy ain’t gonna find
her shoes again and why the
Wizard is a myth!

2006 is going to be the
“Year of Change” in the health
club industry. As I submit this
piece, the jury is still out on the
Bally situation (though the com-
pany publicly stated on
11/30/05 that they may not have
enough cash to continue opera-
tions through 2007), but many
more things are pointing to a big
shift in the ways we do business
by this time next year. I high-
light just 5 of many here:

1. IHRSA will appoint
a new leader, and though it will
be extremely taxing to fill John
McCarthy’s brogans, a new per-
son at the helm (I predict from
outside the fitness industry and
with an international resume)
will obviate a restructuring in
that erstwhile organization’s
foundation, which will likely be
good for the industry in the long
run.

2. There will be zil-
lions of dollars spent by
already-established and up-and-
coming chain players to capti-
vate more market share in more
markets. This is likely to be led
by L.A. Fitness, 24 Hour
Fitness, LifeTime Fitness, TSI
and Planet Fitness, just to name
a few.

3. Like it or not, the
not-for-profit sector is going to
continue to grow and take on

more members. There is
presently phenomenal expan-
sion in hospital-based, universi-
ty centers and community recre-
ation facilities, not to mention
the re-dedication to fitness that
Y’s and JCC’s are mustering up.
And, it ain’t gonna stop!

4. Something that I call
“buyer downsizing” is just in its
infancy but will likely take hold
in a big way in 2006. With an
increasingly-inflationary econo-
my, higher fuel costs, escalated
consumer-staples prices plus
higher interest rates (read that as
tighter money) – John Q. and
Jane X. Public are going to do
the same thing in our business
that they have done with other
purchases such as electronic
equipment, home furnishings
and transportation… they are
going to shop hard and shop for
“value bargains.” This bodes
really well for low-price players
and bigger-box, mid-price oper-
ators. Where you don’t want to
be is in the “middle of the mar-
ket” with an average-size, aver-
age-priced facility… it just
won’t cut it in the New Year’s
highly competitive buyer’s
economy.

5. I believe we will see
a lot of clubs go out this year…
more than any other year in our
history. It’s a shame, but it’s nat-
ural in a consolidating industry
that is beginning to approach
maturity. It’s also necessary,
because the law of supply and
demand has been catching up
with most club operators for
most of this decade (The aver-
age club has 20% less members
than it had 5 years ago.  The
average club gets 25% less
walk-ins from advertising than
it did 2 years ago. The average
club is suffering 5 points higher
membership attrition than it did
3 years ago.).  The strong will
get stronger and the weak will
be eaten. The Law of the Jungle
works in our business too.

I believe that economic
factors are going to play the
biggest single role in determin-
ing the near-term direction our
industry takes.  I’ll justify that
position by reminding the read-
er that the second year of a
Lame Duck Presidency is fre-
quently accompanied by a slug-
gish economy, a lousy stock
market, higher-than-average

inflation and sometimes a
change in the political climate
(which often causes consumers
to stand on the sideline and wait
it out).  

My years as a stock
broker and statistics analyst
show me that we have all the
makings of a slow-growth eco-
nomic year: rising interest rates,
record national debt, a now not-
only-unpopular-but-too-costly
Middle East war, more and
more plants shutting down and
workers being laid off, and con-
tinuing acceleration of jobs
leaving the country.
Historically, the recessions of
the early 80’s and the early 90’s

were prompted by these same
types of conditions.

Now let’s add to the
above that we, as an industry,
are entering a period where two
things seem to be happening
simultaneously:

1. Our business is now
“consumer-driven.” Usually,
that means downpricing if
you’re in a business that is high-
ly competitive with the products
being offered pretty much the
same. That’s us in a nutshell.
Downpricing eventually signals
c o m m o d i t i z a t i o n .
Commoditization generally
means low margins.

2. We are on the down-

side of the buying curve. We
long ago passed through Early
Adopters stage (Moore’s Curve)
and have since moved beyond
Early Majority to what appears

PAGE 11 DECEMBER 2005
www.clubinsidernews.com

“The Way I See It”
An Exclusive Column Featured Only In Norm Cates' Club Insider

Michael Scott Scudder

By Michael Scott Scudder

(See Michael Scudder page 18)
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Part III

(Publisher’s Note:  This is Part
3 of a 3 Part Series. Last month
Will Phillips covered Factor
#4: Hypocrisy, #5 System
Partnerships and #6:
Technology.  In this Part III,
Will Phillips will cover: Factor
#7: The Lost Market, #8:
Distribution, #9: Are You In the
Manufacturing Or Knowledge
Business? and #10: Co-
Creating the Experience. This
last Factor includes informa-
tion on the cellular Club
Design, a radical and powerful
new type of organizational
design. We thank Will Phillips
for this 3-Part White Paper
Contribution to the Health,
Racquet and Sportsclub
Industry. Please note that
throughout this “White
Paper”, you will see references
to Action boxes.  Each Action
Box is important. Because of
editorial Space constraints, the
associated Action Boxes are
not available here in print.

However, we’ve placed them on
our website for you so you may
print them out and act on them.
Additionally, we’ve placed the
worksheet referenced in Part I
on our website: www.clubinsid-
ernews.com and click on:
THIS MONTH.  Under Inside
the Insider, click on A White
Paper and a printable file will
load.  We hope you find these
Action Boxes and worksheets
helpful).  

Factor 7:
The LOST Market

My sense is that there
is a large percentage of the pop-
ulation, possibly 15-20%, who
appreciate the benefits of exer-
cise, but have not yet figured out
how to connect to the health
club world. Some of these peo-
ple have not begun exercising,
some walk or exercise at home
and many buy home exercise
equipment. But, they don’t con-
nect to clubs because clubs do
things that keep them away!

Going back to the ear-
lier insight about the increasing
amount of competition and the

flattening of club growth
(Factor 2), how does a location
grow? It grows by learning how
to speak to a segment of the
market it has not yet connected
with. I have no data, but intu-
ition suggests that another 15%
of the population in America
would join your clubs if you
could learn how to speak their
language. Yes, the U.S. health
club member numbers could be
doubled!

Now, let’s see if I can
point out six barriers clubs cre-
ate that work against the addi-
tional 15% ever joining your
club.  You can probably add a
few more.

I. WE DON’T SELL
WHAT THEY WANT - First of
all, clubs are primarily focused
on selling memberships, not
servicing members. Clubs have
a much stronger sales team, in
most cases, than a service team.
If you look at the offers that
clubs make, they are not the
kind of offer that prospective
members would design if they
had their druthers. Who would
want to come in and pay for a
year of dry cleaning in advance?
I think the kinds of offers we
make to members are 100%
designed to serve the club
owner’s needs of financial regu-
larity and security. Rethink your
deals! But first, find out what
the other 15% really value!

II. EXERCISE IS
WORK - Except for a small
number of people who love to
sweat, maybe 2% to 3% of your
members, the majority of mem-
bers don’t particularly like to
exercise; they just enjoy the
benefits. What is needed is to
turn exercise into a challenge, to
make it exciting and spiritually
recharging. Then, people will
return again and again because
it’s fun, healthy and addictive!

III. EXERCISE IS
BORING - What we’ve done in
our clubs is strip exercise down
to purely scientific exercise
equipment with all the right
angles, cams, positions and
levers. We’ve taken the life out
of exercise and made it sterile
and boring, so much so that we
put in TV screens to numb the
boredom. As a wilderness hiker,
I have trekked 10-12 hours a
day for many days in a row, yet
never thought I was exercising.

Yet on a treadmill, I get bored in
30 minutes. Only when we add a
personal trainer do we get some-
thing that is challenging, inter-
esting, and above all, human in
content. The equipment is not
enough! If we did the same
thing with food, extracting all
the wonderful tastes and just
leaving the nutrition, it would
be like eating sawdust. How
often would you want to do
that? So, we’ve changed the
nature of exercise and lost
something in the process. Once
again, I think we misunderstand
the human market when we
eliminate challenge, uncertainty
and engagement from the exer-
cise plan. 

IV. NO TIME TO
EXERCISE - With our fast-
paced, high-stress lifestyle,
there never seems to be enough
time.   Adults and children alike
are unable to do all the impor-
tant things they’d like to do
because of time restraints. How
do priorities get set? I believe
there are two ways. The first is
urgency, and the second is com-
mitment to another person. I’ve
never missed an appointment
with a personal trainer. Even if I
oversleep, I get a phone call
from the trainer. I’m up and in
the gym in 15 minutes where I
get in a good 45-minute work-
out. On the other hand, when I
wake up in the morning plan-
ning to go to the gym and then
get distracted with email and
phone calls, all of a sudden it’s
11:00 p.m. and I haven’t exer-
cised. The concept of having an
appointment is critical. Doctors
and dentists have learned that if
they want to make a profit, they
have to schedule appointments
and then call a day before as a
reminder. With our hectic
lifestyles, it’s no wonder people
don’t show up at the health club;
they did not have an appoint-
ment!  

21 Minutes Express
Clubs set appointments. Each
appointment is served not by a
personal trainer, but by a coach
who manages five members at a
time. All members have specific
appointments. I suspect that this
unique twist may have extraor-
dinary power.

V. EXERCISE IS
THREATENING - Clearly,
Curves has demonstrated

extraordinary growth. In part, I
believe it makes it safe for
women in several ways. First,
it’s less threatening to women
because it’s women-only, and
second, its members are all
shapes and sizes. Curves is not a
club designed around the stereo-
typical workout fanatic, thus
more women feel welcome.  

VI. CLUBS DON’T
RESPECT ME - The concept of
health club prejudice may be
widespread. Doubling your
membership will only come
about when you really start lis-
tening to and challenging all
your assumptions about the
other 15%.  Several articles
have appeared about industry
prejudice against people with
high Body Mass Indexes (BMI)
in health clubs.  Rarely do you
find a high BMI instructor or
salesperson. Of course, every
club has its token heavies and its
wonderful weight-loss stories,
but I believe these may be
unique fringe members of the
high BMI obese population who
have the courage and the thick-
skinned qualities necessary to
come into a thin person’s arena.
Your ads, your staff, your
clothes can all carry a message
to keep high BMI people away.
Most health club professionals
have no idea how to relate to the
obese person. For instance, how
do you modify your flexibility
exercises or weight lifting for
someone who has a 60-inch
waist? Do you know or are you
guessing?  How about your
staff? (See Action Box 10)

White Paper
Challenging Views of the Health Club Industry

Will Phillips

By Will Phillips

(See Will Phillips page 14)
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Factor 8: 
Distribution

Health clubs have cho-
sen a very particular kind of dis-
tribution that is not an exact
match to their marketplace
needs.  Although 40% of the
population is committed to exer-
cise, only 15% show up at the
health club because you expect
people to come to your location.
The distribution problem opens
the door to the sale of home
exercise equipment. But as you
know, it’s just equipment and
that’s not enough! Here is where
a combination of home equip-
ment and skin-to-skin could
double your revenue.  

Almost every other
retail service has learned how to
deliver; health clubs have not.
We can get pizzas, car repairs
and dry cleaning delivered, as
well as almost any purchase
you’d like to make through a
catalog or web site. But if you
want to work out, you still have
to drive to the club.  As a result,
I think we lose at least 5 to 10 %
of the market to geography.
Driving 15 minutes may be too
much but walking or running
around the block is just right.
The barrier that clubs have not
crossed is figuring out how to
help the around-the-block exer-
ciser.  Health clubs believe that
you have to come into their club
to exercise; they ignore the fact
that people can walk, ride a bike
or do dozens of other things out-
side the club. If you visit the
Cooper Institute’s web site,
www.activeliving.info, you will
see many resources for people
in the latter half of their lives
exercising in ways outside of
the health club. I suspect this is
because the Cooper Institute is
interested in overall health, not
just in selling memberships (See
Action Box 11).

Factor 9: 
Are you in the

manufacturing or
knowledge business?

With the emergence of
industrial society, there has
always been tension between
capital and labor. Historically,
capital won because the real
source of value for most compa-
nies was in the hard assets they
owned and controlled. Even
today, this continues, e.g., the
car manufacturing business,
where the company’s machines,

assembly lines and system of
production are the real values;
the employee becomes second-
ary. In this case, it is possible for
the organization to put lower
emphasis on nurturing its
employees because the value of
the business is in its hard assets,
not its workers. Thus, manufac-
turing moves its hard assets to
low labor locations.

Industries in the
knowledge economy have the
exact opposite arrangement. In
Hollywood, Silicon Valley, Wall
Street, and professional sports,
hard assets matter far less than
the people and their talents. The
employees, or knowledge work-
ers, make the difference
between success and failure, not
the hard assets, such as stadi-
ums, computer systems, build-
ings and equipment. So what
business are you in, hard or soft
assets? Do you want to double
your membership? You may
need to consider the soft side!
Yet, can health clubs be a
knowledge industry when, to a
large extent, they are populated
by part-time, temporary workers
and are dominated by equip-
ment?

The difficulty, when
you are in a knowledge business
and don’t realize it, is that you
may emphasize the wrong
assets.  As I mentioned earlier, I
have some concern about hyper-
trophy in equipment and clubs
that overly depend upon equip-
ment as their “unique selling
position”. They are acting like
old-fashioned manufacturing
businesses. If, in fact, we
believe that health care is a
knowledge business, (which
certainly physicians and nurses
believe), then health clubs may
well be in the knowledge busi-
ness too, in which case they
should be focusing on employ-
ees, not equipment. This might
require a different approach to
the kinds of career paths that are
constructed for your staff and
the kind of development and
training that you invest in. You
might even stop thinking of
labor as an expense but rather as
an asset! I believe that you will
find, as Len Schlesinger of the
Harvard Business School point-
ed out when he spoke to IHRSA
close to a decade ago, that cus-
tomer retention is directly relat-
ed to employee retention and
satisfaction.

In his article, “Putting
People First” which appeared in
the Stanford Social Innovation
Review, Jeffrey Pfeffer identi-
fies seven key practices of busi-

nesses that successfully produce
profits through its people. These
are: employment security, selec-
tive hiring of new personnel,
self-managed teams and decen-
tralization of decision making,
comparatively high compensa-
tion based on the organization’s
performance, extensive training,
reduction of status distinctions
among employees, and exten-
sive sharing of financial and
performance information
throughout the organization
(See Action Box 12).

Factor 10:  
Co-creating the Experience

In our current econo-
my, the concept of experience is
becoming more highly valued
than the product or service
itself, i.e., maintenance con-
tracts and online support. The
question is: how do we create
experiences for health club
members? Most health clubs
have realized that simply having
the products, facilities and
equipment is not enough to stay
vibrant.  So, they start adding
customer service. But, customer
service is inadequate if we don’t
equally construct the experi-
ence. One reason why new clubs
and refurbished clubs gain so
many new members is that they
create a new experience. The
concept of mass customization
has reached full power and is
enhanced when customer and
company collaborate in the
design of the customer’s experi-
ence. In the old form of busi-
ness, the company designed a
product or service, made it
available to the customer, and if
the customer liked it, they
would buy it. 

In the co-creation
model, the company creates an
environment in which the com-
pany and the customer can joint-
ly create an experience that the
customer values. This process of
course, much more tightly links
the customer to the company.   A
common example of co-creation
is the use and growth of e-mail.
Everyone reading this has an e-
mail provider; a company that
provides e-mail services and
software to you. Most of you are
not aware of them, some of you
couldn’t even name them, and
some of you have no idea how
much you pay them. E-mail
providers have created a situa-
tion, obviously with many con-
straints and boundaries, within
which you and they can create a
process of communicating with
people who are important to

you. You are the person who
grows the e-mail business, not
the e-mail provider. As a result
of being able to create this expe-
rience, an extraordinary net-
work of e-mail connections has
been created which almost no
one would be willing to break,
without a commitment to
becoming a hermit. In co-cre-
ation, the customer-to-customer
relationship can be more impor-
tant than the customer-to-com-
pany relationship. The company
stays in the game by creating the
environment for co-creation
(See Earlier Figures 1 & 2 in our
October Edition for visual
examples).

So the concept of co-
creation enables organizations
to create relationships between
their customers, and between
the organization and their cus-
tomers, which is more precisely
designed to meet customer’s
needs (Your e-mail address list
is yours; it’s not your e-mail
provider’s. It is highly cus-
tomized to your needs, as it is to
each individual user).  Another
example of co-creation is white
water rafting or professional
guiding for hunting and fishing.
So, we know it’s possible to co-
create physical activity, but we
have not figured out how to do
this in the health club setting.
Community clubs have solved
this however, as have rotary
clubs, bird watching groups,
cycling clubs, etc.

Another example of
co-creation is the possibility of
establishing ambassador pro-
grams in health clubs. You have
members who are committed
enough to the concept of exer-
cise, wellness and community
that they will spread the word
and nurture your membership
growth and retention for you.
An ambassadorial program
might enlist a hundred volun-

teers in a club of 3,000 members
to connect, nurture and build
community among members, all
for no pay. Most non-profit
organizations in your city have
already figured out how to seri-
ously engage volunteers in order
to carry out the institution’s mis-
sion. Some large metropolitan
museums approximate the num-
ber of volunteer hours commit-
ted during a year at 100,000
unpaid hours. Any money must
pay for hours of serious training
to be able to deliver high level
volunteer services. Perhaps this
ambassador concept can work
for health clubs, but the condi-
tions must be co-created.

SUMMARY

The ten challenges outlined in
Parts I (October), II (November)
and III (this month) of this white
paper are considerations for
anyone committed to leading
their club into the future. You
must decide which ones have a
natural fit with your philoso-
phies and which will give your
club a competitive advantage.
What is certain though, is that
revolutionary ideas are critical
to the health club industry to
ensure its real growth and suc-
cess.  Hopefully these factors
will stimulate you to jump to the
next curve.

(Will Phillips is the Founder of
REX Roundtables for Executives
which operates twenty-one
round-tables for business own-
ers in five industries. Will is the
Chair of seven roundtables for
club owners. He may e reached
at:  will@REXonline.org.
Again, we express our apprecia-
tion and thanks to Will Phillips
for this interesting White Paper
– Challenging Views of the
Health Club Industry contribu-
tion to CLUB INSIDER.)

…Will Phillips
continued from page 12
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Part III

(Publisher’s Note: In Casey’s
article, you will see references
to 2 examples. Because of edi-
torial space constraints, those
have been posted on 
our website, www.clubinsid-
ernews.com. At the main page,
click This Month and find the
name of her article. Click on it,
and a PDF file will load.)

In the previous articles
on sales training, we have dis-
cussed the areas of core compe-
tency and weekly staff meet-
ings. In this article, the third
area, accountability tools, will
be covered, leaving daily mini-
trainings for part IV.  

Everyone has heard the
expression, “You must inspect
what you expect.”
Accountability tools speak
directly to this concept.  Let’s
face it, although walk-in’s are
nice, they are not predictable or
reliable.  Therefore, if a club
wants to achieve a certain num-
ber of sales, they must have a
certain number of scheduled
appointments, shows, and pre-
sentations. Accountability tools
measure key daily tasks sales-
people perform that, when done
correctly, result in sales.  From a
management perspective, the
key statistics that are tracked are
called “KPI’s” or key perform-
ance indicators.  

Measuring the KPI’s of
all salespeople accomplishes
several things. First, it keeps
employees focused.  Think
about it; a professional ball
player knows the number of

times he’s been to bat, struck
out, gotten on base and how
many home runs he hit. A sales-
person should be no different as
it relates to knowing his or her
numbers. Second, measuring the
KPI’s of all sales team members
and sharing those statistics will
create a healthy competitive
environment. In addition, hav-
ing measured KPI’s allows an
operator to evaluate the per-
formance of all team members
and identify areas of needed
improvement.  Finally, once
both individual and group weak-
nesses are identified, a specific
sales training agenda can be
established - one that is going to
help in the areas that need it
most!   

The first KPI to meas-
ure is the number of new leads
collected by a salesperson each
day.  A “new” lead refers to the
name and contact information of
any non-member of the club. Of
course, new leads can be
obtained from a variety of
sources; referrals from mem-
bers, lead box slips, corporate
referrals, joint marketing rela-
tionships, or web site inquiries,
just to name a few. The reason
new leads obtained are tracked
is because sales is a numbers
game - one that I analogize with
a funnel. A funnel has a large
opening at the top and a small
opening at the bottom. In sales,
one needs to put a lot of leads
into the top of the funnel in
order for a small number to flow
out the bottom. The key, of
course, is tracking each sales-
person’s performance to deter-
mine how many new leads per
day are needed in order to
achieve the daily sales goal for
memberships.  

The next sales KPI to
measure is the information call
to appointment ratio. This
means tracking the total number
of information calls each sales-
person takes in the course of
their day and monitoring exact-
ly how many appointments were
booked. Although many clubs
don’t track this statistic, I
believe it is critical for several
reasons. First and foremost, club
operators are spending thou-
sands of dollars in advertising to
make the phone ring.  Knowing
exactly how many calls were
received because of an ad tells
the owner what is working and
what isn’t.  Second, an informa-
tion call is a highly interested
prospect; if a salesperson does-
n’t have the skills to convert a
caller into an appointment, they
shouldn’t be on the phone.
Third, and finally, if a salesper-
son has a low info call to
appointment ratio, a training
opportunity has been identified.  

The third KPI to meas-
ure is the number of scheduled
appointments the salesperson
has each day.  Although the rea-
son behind tracking this number
is evident, I am amazed at how
many salespeople are offended
by this. My response to them is,
“Can you think of any other job
where the boss would keep giv-
ing you a paycheck if you didn’t
show up for work a) prepared
and then b) produce an out-
come?” Of course not, so why
should fitness salespeople come
to work unprepared (meaning
no scheduled appointments)
with only the hope of achieving
a sale (if a walk-in shows up)?
They shouldn’t and that is pre-
cisely why this statistic is
tracked. 

Depending upon the
sophistication of the club and
the expectation they place on
their salespeople, it is also inter-
esting to track a sub-statistic of
scheduled appointments; that is
self-generated versus club gen-
erated. A self-generated
appointment is one that the
salesperson both prospected and
booked. For example, having
called and booked an appoint-
ment from a referral that was
obtained at the point of sale. A
club-generated appointment is
one that is the result of club
advertising, word of mouth or
simply location.  For example, if
someone calls the club and
books an appointment after hav-
ing seen the sign, this is consid-

ered club-generated. Even when
someone calls and books an
appointment because of a mem-
ber referral - this is still club-
generated UNLESS the sales-
person is the one who both
prospected and booked the
appointment. Although almost
no clubs track this statistic,
there is a direct correlation
between consistent, year round
sales performance and a high
level of self-generated appoint-
ments.  

The next KPI to track
is number of presentations given
in a day.  In fitness sales, a pres-
entation is a full tour where
prices are discussed.  Said
another way, “how many oppor-
tunities did the salesperson have
to get the money!” Tracking
presentations is important for
several reasons. First of all,
when compared with the num-
ber of booked appointments
(after factoring in walk-ins), it
gives a sales manager the sales-
persons’ “show ratio.” A low
show ratio is usually an indica-
tor of poor skills on the infor-
mation call and should send up a
red flag for training. Second,
tracking presentations allows a
manager to evaluate overall
work productivity for the day.
For example, if a salesperson
worked an 8-hour shift and only
had one presentation all day, can
they account for what they did
the other 7-7 1/2  hours in the
day? Again, if not, a training
issue has been identified.

The next KPI to track
is number of memberships sold.
Obviously, when one compares
the number of presentations
given to the number of member-
ships sold, a “closing percent-
age” is calculated. Like a ball
player’s batting average, is the
salesperson getting their job
done? The industry average for
closing is around 55%, which I
personally think is low.
Regardless of my opinion, the
more important measurement of
closing percentage is comparing
salespeople to one another with-
in the company and against their
own performance each month.     

The final salesperson
KPI that I measure daily is num-
ber of point of sale referrals
obtained. A point of sale referral
refers to when a salesperson
gets the name and contact infor-
mation of a friend from a new,
enrolling member. Although
there is always healthy debate
on the issue, I, along with many

sales trainers, believe that get-
ting referrals at the point of sale
is optimal. First, the member is
most excited about their pur-
chase. Second, many people
want to justify their purchase
and referring others allows them
to do that. Third, although the
club may have other referral
programs, at no other time does
a salesperson have such a cap-
tive, enthusiastic audience.    

With an understanding
of what key performance indica-
tors need to be measured, the
only remaining issue is how to
efficiently track the numbers.
Two specific tools can be used,
which together will track all the
desired activities and outcomes
of a salesperson.

The first is a Daily
Goals Worksheet, which is
exactly as it sounds; this sheet
should be utilized by each sales-
person throughout the day to
track their sales activities (See
note at start). Monthly, each
salesperson is given a bound
packet of 25 sheets of the goals
worksheets, with a cover that
indicates the month. By utiliz-
ing this type of “book” format,
salespeople can easily refer
back to their goals worksheets.  

The top of the sheet
tracks outgoing sales and mem-
ber retention service calls.
Underneath each of those call
categories are three boxes; # of
dials, # of contacts and # of
appointments set. These boxes
are to be used the old fashioned
way with simple tick-marks that
represent each appropriate
activity. Therefore, if the sales-
person dialed the phone 40
times that day (calling non-
member leads), there would be
40 “ticks” in the box entitled “#

Increasing Sales with Accountability Tools
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(See Casey Conrad page 18)
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to be the tardy stages of Late
Majority. All of this means that
the peak buying times for mem-
bership are behind us, not ahead
of us like so many want to
believe.

As I study business

history of many types of retail-
service industries like ours,
what keeps surfacing is that
these phases frequently fore-
shadow a significant downturn,
even as the industry looks
healthy from the outside. It is
kind of like a structure implod-
ing upon itself… it can’t bear its
own weight.

I suspect that what we
are going to see in spades in
2006 is the continued consolida-
tion of our industry, with big
players getting bigger, more
chains coming into more mar-
kets to dominate market share of
memberships, and the little guys
finding it harder and harder to
stay in operation in already-sat-

urated club markets. It is not bad
that this happens… it is unfortu-
nate… but, it also presents
many opportunities. However,
that’s stuff for another column
and my online seminars.

Happy Holidays to you all! -
MICHAEL

(Michael Scott Scudder, a con-
tributing author for “Club
Insider News,” owns and oper-
ates “MSS FitBiz Connection”
– an online-based club consult-
ing and training service.
Michael can be reached at 505-
751-4248 or by email at
michaelscottscudder@yahoo.co
m.)

of dials.” If they reached 8 of
those dials, there would be 8
“ticks” in the box entitled “# of
contacts.” Finally, if they made
4 new appointments from those
contacts, there would be 4
“ticks” in the # of appts. set”
box. Although to some this sys-
tem may seem archaic, it works.
Obviously, the same system is
used for the service calls sec-
tion.

The second section to
the Daily Goals Worksheet is for
tracking presentations made.
This refers to actual tours that
were given that day. The reason
for this section is simple; when

a good salesperson is giving 5+
tours a day, it is impossible for
them to remember all their
missed guests. By listing all
tours on the Goals Worksheet,
the salesperson can quickly flip
through the months’ pages and
easily see who they need to fol-
low up on. Of course, this same
concept holds true for the man-
ager, who can also quickly see
what type of activity and follow
up the salesperson is perform-
ing.  

The final section of the
Goals Worksheet is for incom-
ing calls, which are information
calls. This section is used the
same way as the outgoing calls
section and allows the salesper-
son to track their info-call to

appointment ratio.  
The second tool for

tracking sales performance is a
Sales Forecast Sheet (See Club
Insider Website again). Unlike
the Goals Worksheet, that tracks
specific activity throughout the
day, the Sales Forecast Sheet is
an end of the day tool that tracks
the daily outcomes for KPI’s,
but more importantly, it projects
what the salespersons end of the
month performance will be.
And, although the form looks
complicated at first, it is rather
simple.  

Each sheet has 5 major
columns; leads, appointments,
presentations, sales and cash.
Within those columns, each has
4 sub-columns; “Today,” mean-

ing what was the total for that
day within that category;
“MTD,” which stands for
month-to-date; “Avg.,” which
stands for average, and; “Proj.,”
which stands for projection. To
the far left of the sheet are the
numbers 1-31, which represent
the possible number of working
days in any given month.  Let’s
run through an example of how
the form would be filled out.

Let’s assume it is the
first working day of the month
for a salesperson. They are a full
time employee and are projected
to work 20 days in the month.
They picked up a total of 12
leads from various sources. At
the end of the day, they would
write “12” under the “Leads”

column in the “Today” sub-col-
umn. Since it is the first working
day of the month, their “MTD”
would also be 12, as would their
average. Their projection, how-
ever, would be 240, which was
obtained by multiplying the
average by the total number of
working days in the month. The
same mathematical equations
would be used to fill out the
entire row of numbers for the
remainder of the categories.  

The beauty of the sales
forecast sheet, which I suggest
salespeople fill out EVERY
night before they leave, is that it
prevents denial. That is, it pre-
vents a salesperson from know-
ing exactly what their perform-

…Michael Scudder
continued from page 11

…Casey Conrad
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owner/operators that their com-
munities are full of alliance
opportunities that could and
would build their businesses,
should they aggressively make
relationship building a part of
their club operational focus.
The truth is…. our industry is
still full of opportunity for
alliance building.

Contributing Authors
Richard Ekstrom, Founder and
President of Retention Manage-
ment, Inc.; Karen  Woodard,
President of Premium Perfor-
mance Training, Inc.;  Casey
Conrad and Gary Polic of
Communications Consultants;
and Shawn Codd of Sales
Makers, all stepped up to the
plate in January, 2005 bringing
more top flight educational arti-
cles to our readers: Ekstrom’s:
Member Motivation = Member
Retention, Conrad and Polic’s:
Failing to Plan is Planning to
Fail… and Codd’s: New Year –
New Beginnings articles all
brought fresh perspectives and
great new ideas to our readers.

January 2005 
Norm’s Notes
“Short-Takes”

• The U.S. Govern-
ment issued new guidelines on
exercise and nutrition.  And, as
I wrote then, I think the new rec-
ommendation of a minimum of
an hour and a half of daily exer-
cise is FINE FOR YOU or Me,
but I think the government
should emphasize that for “new
exercisers”, an easy 20 to 30-
minute workout is O.K. That
might help avoid turning off
some people that may just be
“Making the Break!” and
preparing to start regular exer-
cise. • I announced that TONY
and GAIL deLEEDE, formerly
husband and wife, had entered
into a business partnership and
founded ActiveXL. ActiveXL
is doing great as a new company
specializing in supplying CLUB
LOGO- BRANDED backpacks.
The backpacks are stuffed with
club logo-branded gifts such as
water bottles, headsets and caps.
These backpacks provide incen-
tive gifts for new members and
for those who provide referrals.
And, once the member leaves

with the backpack, he is an
instant “Walking Billboard” for
the club in the community it
serves.  Check out ActiveXL’s
ad on page #23 • NERIO
ALESSANDRI’s Technogym
Company was named Fortune
Magazine’s “Best Company to
Work For In Italy” and one of
the “10 Best Companies to
Work For In Europe!”
• IHRSA announced that it
would honor Chicago’s East
Bank Club with its DALE DIB-
BLE Distinguished Service
Award. The fabulous East
Bank Club was our featured
cover story for our November,
2002 edition.  Imagine a club
that is 450,000 square feet and
generates $47 million in rev-
enue per year! My apologies, as
I misstated in a Norm’s Notes a
few months ago that  the East
Bank Club Founders were
DANIEL LEVINE and SIMON
MEREDITH. However,
DANIEL LEVINE and his part-
ner, JIM McHUGH were the
men that originally founded,
built and own the amazing club
creation of 25 years ago. And,
they are fortunate to have had
such a great GM as Simon

Meredith and a great East Bank
Team like the one he has assem-
bled! CONGRATULATIONS
to you all! • MIKE MOTTA,
the Founder and CEO of NYC-
based Plus One, announced that
he had just hired CHRIS CIAT-
TO as Plus One’s Chief
Operating Officer. Mike also
serves IHRSA on its Board of
Directors. • I wrote about
JOHN JANSZEN, Founder and
CEO of Ohio’s Fitworks, filing
a lawsuit to stop a municipally-
funded Parks and Rec. facility
in the township of Westchester,
Ohio. Guess what… Janszen
and Fitworks WON! Last
month, Janszen was recognized
for his efforts by IHRSA with a
CBI Magazine cover story!
Chalk up some credit here to
“The Gladiator” JOE
MOORE, IHRSA President.
Joe greatly assisted Janszen and
his Team in their effort! After
all, Joe has a 15-0 record in
Ohio in such battles! • We also
reported that our friends 
and long-time advertisers,
CheckFree Health and Fitness
parent company, CheckFree
Corporation, reported an 11%
jump in 4th Quarter revenue! 

February 2005

Our February 2005
cover story featured Jim and
Ann Woolard and was entitled:
Jim Woolard and World Gym
Team… Providing Excellence
for 30,000 Members! Jim and
Ann own 7 big World Gyms in
Southeast Florida and in
Philadelphia, PA. Their clubs
range in size from 16,500 to
38,000 square feet and thor-
oughly cover the territory from
Boynton Beach to the Boca
Raton area. Jim Woolard, a fam-
ily man and father, with his
beautiful wife Ann, and daugh-

…2005 In Review
continued from page 3

(See 2005 In Review page 22)
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ters Devon, Brooke and
Morgan, has been in the health
club business since he was 16
years old. He now has 27 years
of experience in the health club
industry! Mike Uretz, World
Gym CEO said this about Jim
Woolard, “Jim Woolard is one
of the most successful World
Gym owners in our entire fran-
chise system.”

Our second page #3
story for February announced
that Ray Wilson had entered
into an agreement with Quiznos
Founder, Rick Schaden, where-
by Schaden would acquire
Wilson’s Healthy Exercise
clubs and concept to launch a
new health club chain called
123 Fit.  

I published “2004 In
Review” Part III and resolved
forever not to let these annual

year in review writings continue
to be as long as the “Dead Sea”
Scrolls!  How am I doing?

Our “Insider Speaks”
column for February was enti-
tled: “International Health
Club Museum and Hall of
Fame Proposed”. Yes… that’s
my idea. Those that I envision
someday being honored will
include CLUB INSIDER’s
Health Club Pioneer of the
Year honorees for 2004 and
2005:  Ray Wilson, Dale
Dibble, Joe Gold and Red
Lerille. And, our 2006 Health
Club Pioneer of the Year hon-
orees: RICK CARO and JOHN
McCARTHY (Announced in
this month’s Norm’s Notes)
and many of you reading this!
As I wrote in February, “I have
no illusion with respect to
whether my Dream described
here today will ever become a
reality during my lifetime.”
But no worries… this is some-

thing that I believe will some-
day be done in a big way.

We also covered the
launch of Gail and Tony
deLeede’s ActiveXL Company
put together with the goal of
“Walking Billboards” Around
the World!

Contributing Authors
Michael Scott Scudder: 2005:
Get Rid of the “Same Old,
Same Old” – Part I and John
Brown: “10 Reasons People
Aren’t Joining Your Club!”
gave you more tools for success
in 2005.  

February 2005
Norm’s Notes
“Short Takes”

• JUSTIN CATES, my
soon to be 21-year old son and
partner, was mentioned along
with comments about his life
and his pursuit of his musical
dreams. • I informed folks of

our presentations to Red Lerille
and Joe Gold (posthumously)
of CLUB INSIDER’s 2004
Health Club Pioneer of the Year
Awards. • Cybex International,
Inc. was recognized by the
American Stock Exchange as
one of its Top 50 Performing
stocks during 2004 with an
amazing increase of 235% dur-
ing 2004! • It was announced
that IHRSA would honor Joe
Cirulli with its 2nd Annual
‘Visionary of the Year Award!’
• MIKE MINTON, owner of
Minton’s Sportsplex in
Texarkana, Texas, announced
that his club had been honored
with the “Outstanding Business
Partner of the Year” Award pre-
sented by the Texas Association
of Partners In Education. 
• JOHN KERSH, former
IHRSA International Director
announced he had started a new
company called Health Genius,
a supplement sales company
focused on the sale of fruit and
vegetable capsules. • Iron Grip
Barbell Company announced its
new Heart Mind Body Benefit
Program for health clubs. 
• Curves International, Inc.
announced that it had entered
into an agreement with the
Cooper Clinic in Dallas, Texas
to produce and provide to
Curves a “Weight Management
Certification Program.”
• Sports Club Company
announced that it was going to
take the company private again
and sell six of its clubs to the
Millennium Partners.

March 2005

Red Lerille, whom in
my view is the single greatest
independent club owner/opera-
tor anywhere in the world,
graced the cover of our March
edition. The photo shown on
this page shows Red holding his
2005 Health Club Pioneer of
the Year Award. Red Lerille,
former Mr. America in 1960,
opened his Red Lerille’s Health
Club on January 10, 1963. That

means folks that this industry
icon has been in business for
almost 43 years! You’ve got to
see his 185,000+ square-foot
club situated on 20 acres in
Lafayette, Louisiana to appreci-
ate what this legend has created.
But, to get a little ‘feel’ for his
amazing club go to Red’s web-
site: www.redlerilles.com and
check it out.  Congratulations
to Red and Emma Lerille and
Red’s Team on a great run.  

Joe Gold, whom
CLUB INSIDER also honored
(posthumously) with our 2005
Health Club Pioneer of the
Year Award, was also featured
in an article about the presenta-
tion at the World Gym Awards
Banquet in Columbus, Ohio.  

Contributing Author
MICHAEL SCOTT SCUD-
DER sounded the alarm to club
owners with his article entitled:
“Here Come the Low Priced
Clubs!” I also published, for
anyone who might have to go
through this very tough experi-
ence, an article entitled:  Health
Club Industry Standards for
Closing A Club.  And, I want to
remind you all here that there is
a “Right way and a wrong way
to close a club.” Contributing
Authors, Shawn Codd: “How
to Inspire and Motivate Your
Sales Team”, Karen Woodard:
Effective Lead Follow Up To
Shorten Your Sales Cycle and
MICHAEL SCOTT SCUD-
DER: “2005: GET RID OF
SAME OLD, SAME OLD” –
Part II provided excellent arti-
cles with formulas for success
for your club.

March 2005
Norm’s Notes
“Short Takes”

• In my comments
summarizing IHRSA 2005
Convention and Trade Show in
San Francisco, I ranked the
IHRSA event the best I had ever
attended and I have never
missed any of the 24 IHRSA
Conventions. In short, it was
just terrific. But, I predict
IHRSA’s 25th Anniversary
Convention and Trade Show
will top 2005’s. I hope you’ll be
there. Amongst all the news and
happenings, the announcement
by JOHN McCARTHY that he
is retiring in June 2006 was the
most significant news to the
entire industry.  I wrote then and
I repeat here: NO ONE will ever
“replace” Big JOHN “The
Alliance Master” McCARTHY!
To compound matters at IHRSA,

…2005 In Review
continued from page 20
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it was announced that 23-year
IHRSA veteran and Director of
Operations, RICK DEVEREUX
was retiring soon as well. JOE
CIRULLI received IHRSA’s
Visionary of the Year Award
and the East Bank Club won
IHRSA’s Distinguished Service
Award, marking the first time
that award had ever been award-
ed to a club instead of an indi-
vidual. CheckFree Corpor-
ation hosted its 1st Annual
IHRSA Technology Summit
that was entitled: “Generating
Profits Through Technology”.
• STEVEN THARRETT ann-
ounced that he had written a
500+ page book entitled:
Fitness Management The book
is being published by Healthy
Learning, www.healthylearn-
ing.com and you may call toll
free 888-229-5745 to order it.
The book will be available
around Christmas, but orders
are now being taken. • MARIO
BRAVAMALO, Founder and
DARON ALLEN, CEO of
Visual Fitness Planner,
announced that their terrific pro-
gram was now in 300 clubs. 
• MIKE MINTON, in Texar-
kana, Texas, announced that he
had entered into a joint-venture
agreement with FAY J. DUR-
RANT of Fay J. Packaging
Company to develop, in part-
nership, a large, $13 million
multi-functional sports, aquatic
and civic center complex. The
new complex would also
include a 3,500-seat, multi-pur-
pose arena for hockey, figure
skating, basketball, concerts,
etc. 

April 2005

Our April cover story
entitled, Body Training Systems
“New and Improved”, chroni-
cled the amazing “inside’ story
about how Les Mills
International attempted to shut
down Body Training Systems

U.S. and Canadian operations
by  unduly and wrongfully can-
celing the BTS licensing pro-
gram. After studying the legal
document that was agreed to by
both of these parties, I was very
disappointed in the Les Mills
organization for what I still
firmly believe was a breach of
“trust”. They unsuccessfully
attempted to take away all of
Body Training Systems North
American business developed
over 7 years at the cost of  $5+
million invested by Rich Boggs
and Ray Irwin’s BTS Company.
Boggs and Irwin, my friends
and former partners here in
Atlanta in a club 9-chain called
Courtsouth back in the 1970’s,
are stand up guys.  So, those of
you who stayed with Les Mills
because of  your “big invest-
ment in marketing and branding
of Body Pump, Body Combat,
etc.”,  I can only wish you well.
And, I want to remind you that
BTS is doing very well and has
moved on with their “NEW and
IMPROVED” programs. I also
want to remind you that as the
predictions and concerns I
expressed in our April edition
continue to come true: Just
remember Body Training
Systems is NEW and
IMPROVED and waiting to
serve you! (See page 27)

Our second page #3
article in April was written by
yours truly as well. It was enti-
tled, “Low Cost Clubs”… How
the Competitors Feel… The
CLUB INSIDER News -
“Counterpoint”. This was an
article I decided to research and
write after reading Michael
Scott Scudder’s article of warn-
ing, “Here Come the Low Price
Clubs!”,   published in our
March edition. Bottom line of
my “Counterpoint” article is
that the club operators out there
who run well managed, cus-
tomer-focused clubs can and
will compete with these low
cost clubs. It’s the “bubble”
clubs… the marginal operators
that are going to experience dif-
ficult problems and may go
away. And, in the cases where
these weak operators are not
delivering excellence to their
consumers, maybe that is for the
better.  My strong feeling is that
most of you reading this fall into
the “well managed, customer
focused clubs” category or you
would not be reading CLUB
INSIDER. Guess what folks…
Our industry is coming of age.
The “hobby health club opera-
tors” in America are dwindling
in number and will continue to

depart because the profit mar-
gins that had previously allowed
less than professionally operat-
ed health clubs to survive are
shrinking.

Insider Speaks Entitl-
ed: “The Importance of the
Article Cannot Be Overstated!”
DEAN KACHEL, 26-year
owner of Quadrangle Athletic
Club in Coral Springs, FL. and I
had a 1.5-hour phone confer-
ence with Officials of the
Florida Consumers Office about
the activities we believed were
illegal with respect to the pre-
sales of  a new club called
About Family Fitness.  Suffice it
to say, there is no room to com-
ment in depth here. But, the bot-
tom line is the Florida
Consumer Affairs Officials
aren’t protecting nor are they
interested in protecting con-
sumers in Florida when it comes
to health club activities (There
is GOOD NEWS though… See
this month’s Norm’s Notes).

Articles by Gary Polic:
10 Reasons Why Successful
People “Get” That Way… Are
you one of those people? and by
Rande LaDue: Fighting
Childhood Obesity In Your
Club offered our readers excel-
lent club improving informa-
tion. We also published an arti-
cle by yours truly entitled,
World Gym International Hall
of Fame Awards Banquet Was
“World Class”!

April 2005
Norm’s Notes
“Short-Takes”

• I introduced what I
now call Norm’s “PERSON-
AL” Notes.  Once in a while
these “PERSONAL” Notes
would be published as a sepa-
rate set of writing in the same
edition. They would be about
subjects in my heart that needed
more space than my monthly
Norm’s Notes space. The idea
really came in handy in July
when I wrote about the passing
away of My Dear Aunt Mary. 
• Because of the importance of
both, I commented on the BTS
cover story and the April
“Insider Speaks” column
described above.  • I commented
on the Bally Total Fitness
Conference call conducted by
CEO PAUL TOBACK.  There
is a lot developing on that
story… Check out Norm’s
Notes in this issue.  • I wrote
about GREG LAPPIN,
IHRSA Board Member, who
had been selected to serve with
JULIE MAIN, Ex-officio

President, as Co-chairs of the
Executive Search Committee
charged with finding a new
Executive Director for IHRSA.
There has been an awful lot
going on with that situation and
I will have more in January ‘06.
• I wrote about SANDI GOR-
DON’s great job for TROY
DEMOND’S club, “Fitness On
the Move”, in Fort Myers,
Florida. She developed a
Corporate Membership for the
Chico’s Corporation, the man-
ufacturers and sellers of fine
women’s clothing. She created a
program called the Chico’s
Fitness Challenge that was a
huge success and attracted 329
Chico’s employees! • I wrote
about Michael Scott Scudder’s
article in that issue entitled: “Is
Your Club A Maximum-
Strength Operation or a One-
Dimensional Weakling?” I also
wrote about the $64 question…

How many health clubs are
there really? • I welcomed new
IHRSA Board Members:  LAU-
RIE SMITH, PHIL WENDEL,
GENE LAMOTT and
BAHRAM  AKRADI.  And, I
thanked MARK SMITH and
CAROL NALEVANKO for
their IHRSA Board service.  • I
commented on the upcoming
and new IHRSA Club Business
Entrepreneur Conference to be
held simultaneously with
WALLY and MISCHELLE
BOYKO’s National Fitness
Trade Journal Trade Show, and
I mentioned that MEREDITH
POPPLER was IHRSA’s leader
for the development of the
event.  We also encouraged all
IHRSA independent opera-
tors to attend (And, many
did!). Great job Meredith and
Chuck and the IHRSA Team!
• I commented that 24 Hour

…2005 In Review
continued from page 22

(See 2005 In Review page 26)





ance is going to be on the last
day of the month. The only
tricky parts about using the form
are a) making sure the salesper-
son only uses pencil, and; b)
getting them to understand that
the left hand numbers represent
the working days of the month,
not the actual date of the month
(this makes the math a lot easi-
er).  

Together, these two
sales tracking tools allow sales-
people to stay focused on both
their daily activities and their
overall monthly performance. In
addition, the same tools provide
management with a wonderful
follow up tool and training plat-
form.

Sales is a “numbers
game.” The more activity a
salesperson makes, the more

sales and income they will
make. Knowing ones’ numbers,
however, is the key to improv-
ing performance by identifying
training areas and by creating a
competitive environment with
oneself as well as others. By
recognizing that certain KPI’s
must be measured and then pro-
viding the accountability tools
to actually do the measuring,
sales managers will position
themselves and their team for
optimal performance.  Part IV
will cover Daily Mini-Training.   

(Casey Conrad is the Founder
and President of
Communications Consultants,
Inc. and a long-time industry
consultant.  Casey is also the
Founder and President of
Healthy Inspirations, Inc.
Casey may be reached at: (800)
725-6147 or by email at:
casey@healthyinspirations.us)

PAGE 26 DECEMBER 2005
www.clubinsidernews.com

• Notice to Prospective Advertisers •

To all companies that are prospective advertisers:

Our page #5 and outside back page have become

available. Contact Norm Cates at clubinsid-

ernews@mindspring.com for pricing.

…Casey Conrad
continued from page 19

Fitness had been placed on the
Auction Block and that there
were four bidders so far. Also, it
was mentioned that MARK
MASTROV, 24 Hour Fitness
CEO had done a deal with
JACKIE CHAN to create
California Fitness Jackie Chan
Signature Clubs. • JIM GER-
BER announced the develop-
ment of a new $25 million,
100,000 square-foot club in
Carlsbad, California.  • I men-
tioned the impact that LA
Fitness has been having in the
“Low-cost club” story. • I men-
tioned the long time ongoing
discussions about Personal
Trainer accreditation involving
at least 10 organizations. • Iron
Grip Barbell Company, Cybex
International and Life Fitness
were honored with Fitness
Management Magazines
NOVA 7 Awards. • TSI’s MARK
SMITH was ahead of the curve
with the announcement that they
were installing new AED’s in
all 130+ TSI clubs!  All health
clubs in the U.S. should follow
this lead!  • ROGER WITTEN-
BERNS sold controlling interest
to his 30-year old Lady of
America chain of clubs to the
Trivest Corporation. •And
Finally, Gold’s Gym Inter-
national named KEITH AL-
BRIGHT as its new Senior Vice
President of Franchising.
• STAY TUNED for Part II next
month covering May through
December 2005.  

…2005 In Review
continued from page 24






