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2 YEARS!

By Norm Cates, Jr.

The time has flown by!
When we published our 12-page in-
augural edition in December, 1993,
we told our readers: *“ Norm Cates’
CLUB _INSIDER News was
launched this month to provide a
new and unbiased view of the hap-
penings in the club industry. The
CLUB INSIDER News promises to
be an objective - "TELL IT LIKE
IT IS™ monthly publication which

mcnl headsoffor—pmf t commercial

clubs and corporate fitness centers
world-wide. It will be presented
in an easy-to-read format.”

To date, we have suc-
cessfully lived up to that promise
to our readers. We now serve over
12,500 readers in the U.S.,
Canada, Europe and Japan!

During our first two
years of publication, The CLUB
INSIDER News has reported the
news and happenings of the club
industry in a true “Tell It Like It
Is” fashion, even when it hurts.

For example reluctantly,
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Sales

By Norm Cates, Jr.

Ben Midgley won
IHRSA's (International Health,
Racquet and Sportsclub Associa-
tion) Award of the top Membership
Sales Person in the worldwide as-
sociation. He received the Award
in Atlanta on December 9th at
IHRSA’s 10th Annual Sales, Mar-
keting and Programming Conven-
tion.

Ben Midgley is the Fitness

EXERCERE. The IRSA Board of
Directors had voted to change the
name and had then embarked on a
one-sided and biased promotional
campaign to “sell” the IRSA
Members on the idea. Even after
five letters to the IRSA Member-
ship and an article published in
CBI Magazine, the vote in favor
of the change to EXERCERE was
only 60% in favor. By coinci-
dence, The CLUB INSIDER
News had begun publishing the
month after the new name change
had been “rail-roaded” through by
the IRSA Management and Board
of Directors. The EXERCERE
train was derailed when IRSA
members in droves sent faxes to

The QLL‘_B_Lhﬁ_LD.EB- These

tors and the Executive Director of

IRSA which were being totally
ignored. Curiously, during the
campaign conducted by the
Board and Management of IRSA,
Not one word was mentioned in
their letters or the CBI article ex-
pressing the disagreement and op-
position to the EXERCERE move
by those writers. When this situ-
ation became evident, I, asanew
Publisher and Editor of this pub-
lication, was faced with a di-
lemma. That was to “Tell It Like
It Is” relative to this name change
fiasco and to let the chips fall
where they may. 1did. The chips
fell. Pursuant to a recommenda-
tion made by The CLUB IN-

SIDER, the IRSA Board of Di-
rectors a;,rced to hold off final

M'ﬂgley...

Champion!

Director and Corporate Member-
ship Director for the Saco Sport
and Fitness Club, located in Saco,
Maine. Saco is a coastal town
which, during the off-season, has
a population of 12,000. The Saco
Sport and Fitness Club serves a
surrounding community popula-
tion of approximately 40,000.
The Saco Sport and Fit-
ness Club, which is now owned
and operated by Scott Gillespic
and his partner Jeff Sherman, was
burned to the ground on the
evening of January 17, 1994. Firc
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officials and police are absolutely
certain that the fire, which totally
destroyed the club, was deliber-
ately set. The police have several
leads about who set the fire. How-
ever, no charges have been filed
yet, as authorities are carefully in-
vestigating and building their case
before making the arrests. They
want to be absolutely certain of
obtaining a conviction of the ar-
sonists. Scott Gillespie and his
former partner have been cleared
by the authorities of any suspicion
relative to the arson. The Saco

. Sport and Fitness Club re-opened

for business on February 18, 1995,
amazingly just over one year since
the fire. (See “SACO SPORT &
FITNESS: BACK FROM THE
ASHES” on page #12 of this edi-
tion.
Ben Midgley remained
loyal to Saco Sport and Fitness
(See Midgley page 26)

the IRSA National Convention in
Reno, Nevada in March, 1994, At
that first Open Forum, over 40 dedi-
cated IRSA Members stood and
spoke eloquently about their oppo-
sition to the new name. During that
meeting, only two or three stood
and spoke in favor of the name
EXERCERE. In June, 1994, the
Board of Directors voted to rescind
their former split vote in favor of
changing the name to EXERCERE.
Later, the Board recommended to
the IRSA Membership that the
name be changed to add the word
HEALTH to IRSA, making the pro-
posed new name International
Health, Racquet and Sportsclub As-
sociation. This decision was ap-
proved by a whopping 90% of the

ember-
(Sce 2 Years page 2)

Ben Midgley & Wife Suzane
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COMMENTS -

THANK YOU!

By Norm Cates, Jr.

0 ur most sincere

THANKS AND APPRECIATION
is extended to the following CLUB
INSIDER News advertising spon-
sors and contributing writers for
their support and work during the
first two years of publication of

The CLUB INSIDER News.

ADVERTISING
SPONSORS
*ABC FINANCIAL SERVICES
*ADVANCED SOLUTIONS
TEAM, INC.
*AEREX BODY PUMP
*AFFILIATED ACCEPTANCE
CORPORATION
*AMERICAN HEALTH
CLUB MARKETING
*APHELION
+AP. ACOUSTICS

.BODY MASTERS, INC.

*CARDIO THEATER, INC.
+CHECKFREE/RCM
CORPORATION
~CLUB MARKETING &
MANAGEMENT, INC.
*CLUB RUNNER
*COURIER
COMMUNICATIONS
*CREATIVE CLUB
*CROSS CONDITIONING
SYSTEMS
*DONALD DeMARS
INTERNATIONAL
*FAUST MANAGEMENT
CORPORATION
*FIRM & FIT, INC.
*FUTREX, INC.
*HAMMER STRENGTH
*HEALTHRIDER PRO
*HOIST FITNESS SYSTEMS
=JOHN RUDE and ASSOCIATES
*MED X CORPORATION
*MICROFIT
*MS PLASTICS and
PACKAGING, INC.

: INTERNAT[ONAL

*PROMOTE IT
INTERNATIONAL
*SALESMAKERS
*SPRINGFIELD CORP.
*STEP COMPANY
*STAIRMASTER
*TRACKMASTER
*TREEFORMS, INC.
*WILLOWCREEK
PUBLICATIONS
CONTRIBUTING
WRITERS
*BRENDA ABDILLA
*CLAIRE ANDERSON
*TOM ANDERSON
«JIM ANESSI, Ph.D.
*CURTIS BEUSMAN, Ph.D.
*ROYLE BERRY
*DR. WALTER BORTZ
*LOREN BRINK
*MIKE BURNETT
*D. J. BURROUGH
*RICK CARO

*BOB CHAIKEN
AOECIRULLL
' 'CONRAD

2t o F .
*MICHAEL CHAET, Ph.D.

*SANDY COFFMAN
*TONY deLEEDE
+JEFFREY DRAKE
*TERRY DUSCHINSKI
+KEN ESTRIDGE
*JAMES M. EVANS
+STEPHEN FAUST
*DR. GERRY FAUST
*ED GAUT

+SPIKE GONZALES
*RAY GORDON
sDAVID HALL
*MICHAEL HOFFMAN
*ANDY JACKSON
*DIANE HESS-MARSHALL
*SUE McGOUGH
*JONATHAN KRANZ
*WILLIAM C. LHOTKA
«CHRIS LIPPA
“RICHARD I. LYLES, Ph.D.
*JULIE MAIN

*JOAN MANN

*JOHN McCARTHY
*THE MARSH STAFF
*CATHY McNEIL

*MARIE O’FLAHERTY

*PATRICK O’FLAHERTY
*BARRY PAILET, M.S.
*FERN PESSIN

*WILL PHILLIPS

*DAVE PICKERING
*MARVIN QUERTERMOUS
*ROGER RALFH

*WALT REICHERT
*ROB RIDEOUT

*JOHN RUDE, MS
*GAVIN RUSSO
*CHARLIE SWAYNE
*MITCH SNEED

*CECIL SPEARMAN
*NEIL SOL, Ph.D.
*SCOTT STAPLES

*BIZ STARK

+JEFF STOKES

*EDDIE TOCK

*TOM TODD

*SHAWN TULLY

*C. CURTIS WARD
*WARREN WERTHEIMER
*STEVE WILD

*RAY WILSON

*RA D RAY

’ ST T
*RON ZEMKE

.2 Years

continued from cover

ship worthy of a matter of this im-
portance to this great association.

BALLY CHALLENGES

During our first two

years, we have reported the truth
about the various legal entangle-
ments which the Bally Health Club
chain has found itself in. The
CLUB INSIDER News even wrote
a letter to Bally Chairman, Arthur
Goldberg, in which we suggested
that Bally needed to clean up its act
significantly before proceeding
with a proposed new “franchise”
program. Shortly thereafter,
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Goldberg announced that he was
going to “spin-off” the health club
division from the Bally parent
company. He cited the fact that
“confusion” amongst the investor
market was depressing the value
of the parent company stock.
Since that time, Bally, under the
direction and leadership of former
NFL football star, Mike Lucci,
has embarked upon a mission to
in fact, “clean up its act” by in-
sla]ling and implementing a new
5700,000 sales training course
which is being given to all Bally
membership sales people. And,
Bally has aligned with ACE, the
American Council On Exercise,
to certify all of the Bally trainers.
Additionally, Luccihas combined
all of the various “Bally names”
into one brand: BALLY TOTAL
FITNESS. It is the opinion of
this writer that Bally Total Fitness
and Lucci are on the right path.....
a path that should help the entire
industry if it is successful in keep-
ing them from breaking the laws
of various states and staying out
of court and the newspapers.

INDUSTRY NEWS

During our first two

years of publication, we have done
more than report and comment on
the latest club industry news. We
have published many industry spe-
cific articles relating to bottome-
line-issues. Those great articles
have been written by and contrib-
uted to The CLUB INSIDER News
by many “contributing” writers
who have made this publication so
interesting and valuable to club
owners and managers. A list of
these contributing writers appears
above.

Last, since June, 1994,
The CLUB INSIDER News has
been supported principally by our
advertisers. In June, 1995, we in-
creased the circulation of The
CLUB INSIDER from 1,100 per
month to over 12,500 locations
each month, beginning with our
January, 1996 edition. The plan is
to again expand circulation, this
time from 12,500 to 25,000 loca-
tions each month. Both of these
major expansions have been made
possible by our advertisers who
have sponsored our “Nationwide
Subscription.” These “Charter Ad-
vertisers” are also shown above.
We urge each of our readers to re-
fer to The CLUB INSIDER adver-
tisers and contact them for infor-

mation on their products and ser-
vices. They are providing a tremen-
dous service to the health, racquet
and sportsclub industry by sponsor-
ing the monthly “Nationwide Sub-
scription” and we sincerely thank
them for their support.

In closing, let me just say
that it has been interesting and fun
to produce this newspaper for you
each month. I would like to thank
all of our "Paid" subscribers. [ want
1o say a very sincere “Thanks” to
Ms. Cathy Brown and Mr. Ron
Hudspeth, publishers of Atlanta’s
HUDSPETH REPORT (The Pulse
of Atlanta). “Thanks” to the great
people at Walton Press in Monroe,
Georgia our printers. | want to
thank my Dad and his wife, Louise,
for their tremendous support. And,
last, very special thanks to Rick
Caro, Dr. Gerry Faust and all of the
members of the Faust Executive
Roundtable #1 for their guidance,
support and help.

Without the entire team
above, The CLUB INSIDER News
would not be embarking on its 3rd
Year of publication! We look for-
ward to the future and we are proud
of the past. The health, racquet and
sportsclub industry is on a roll and
we are glad to be along for the ride!

Copyright © 1995 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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‘NORM'S NOTES"

IHRSA - The Interna-
tional Health, Racquet and Sports
Club Association held its 10th An-
nual Sales, Marketing and Pro-
gramming Convention and Trade
Show in conjunction with Athletic
Business in Atlanta, December 6-
9th, and a great convention it was!
In case your club is not a member
of IHRSA, you are missing out on
the single best learning and shar-
ing organization in the world. The
efforts of IHRSA have helped ad-
vance the professionalism of the
health and fitness club industry
further in its 15 years of existence
than all of the activities in the past
50 or so years that health clubs
have existed. Make plans to join
IHRSA by calling (800) 228-4772
and don’t miss IHRSA’s 15 Annual
Convention and Trade Show
scheduled for March 20 -23rd in
scenic San Diego, California! If
you missed the recent convention
and even if you are not a member
of IHRSA, the audio tapes are

InfoMedix (714) 530-3454.

JACK GROPPEL,
Ph.D. and Executive Vice Presi-
dent of LGE Sport Science, Inc.
gave a tremendous keynote presen-
tation at the IHRSA/AB Conven-
tion entitled: “Toughness Training
For Business Success.”

PETER VIDMAR -
Olympic Gold Medal Winner and
USA Gymnastics Team Captain on
the first U.S. Gymnastics Team to
win a Gold Medal in the combined
team event since 1904, gave a
stiring presentation entited: Risk,
Originality & Virtuosity: Scoring
“ The Perfect 10 “ at the IHRSA/
AB Convention. Vidmar mixed his
presentation with a number of
moves on the pommel horse, an
event in which he won the Gold
Medal in 1984. Healso displayed
a truly excellent sense of humor to
the audience during the convention
ending presentation. He was
greeted and rightfully so, with a
standing ovation from the group.
Peter Vidmar is a shining example
of what is great about sports and
competitiion and | would like (o
quote him here. In his closing
comments to the group, he con-
trasted his frequent other speaking
engagements to computer people

and others by complimenting the
ITHRSA/AB gathering by saying:
“Look at all the postive things that
you do!” And, Peter, thanks for
what you have done to represent our
country in the Olympics and around
the world!

JOHN RUDE informs
me that the dates published in his
ad last month promoting his
“MIND, BODY, SPIRIT: TAP-
PING THE POTENTIAL OF THE
50+ MARKET have been changed.
The new dates are: March 8,9, 10th,
1996. Check out his ad on page
#23.

DEAN WALLACE, the
General Manager of the four
COURTHOUSE Athletic Clubs in
Salem, Oregon has chosen Ms.
LAURIE ALSTROM as the new
Aerobics Director for their clubs.
She will oversee the instructor staff
of 50 and schedule of more than 200
classes per week. Laurie is moving
from the FITNESS CONNEC-

CHUCK MINER, for 17
years the owner of the COURT-
HOUSE Athletic Clubs in Jackson,
Mississippi, informs me he has sold
his interest in the clubs to investors
and has been retained as the Man-
ager of the two clubs on a five-year
management contract. The group
will open a 3rd location this sum-
mer.

CECIL SPEARMAN’S
- Laguna Niguel Racquet Club has
recently won the Championship of
the OPEN Division of Private
Clubs in Southern California, de-
feating the powerful Jack Kramer
Club in the finals.

LAURY HAMMEL of
the Longfellow Clubs in New En-
gland, may have discovered the
answer to the time constraints of
big conventions..... he spent most
of his time at the trade show and
traveling from meeting to meeting
on ROLLERBLADES!

WILLIE BANKS is that
great Olympic athlete who held for
years the World Record in the Triple
Jump. 1 had the pleasure of hear-
ing Willie speak at my son’s school
PTA Meeting last month. During
the IHRSA Convention, I had the

pleasure of meeting him in per-
son. He was accompanied by Ms.
REBECCAH ELZEY, the
Olympic Village Recreation Co-
ordinator for the 1996 Olympics
in Atlanta and TONY deLEEDE,
the head of Atlanta’s Australian
Body Works. Just minutes before
we met, Banks, Elzey and
deLeede had signed the final
documents securing the dealon a
6,000 square-foot fitness center
deLeede will install in the Olym-
pic Village. The facility will be
called: The CARDIO THEATER
OLYMPIC HEALTH CLUB. It
will serve the athletes and coaches
and other occupants of the Olym-
pic Village here in Atlanta next
summer during the Olympics.
Months ago, other publications
had reported this as a “done deal”,
but deleede continued to ask me
to hold off on the announcement
until it was indeed done! Now it
is. Congratulations Tony..... nice
way to cap off a 50% growth year
in 1995! Willie Banks com-

to have an Olympic Club. The
key will be to allow all of the ath-
letes to conveniently obtain a
cardio workout. The club will be
placed in the International Zone
in the main recreation center.”

MARY BETH PRO-
VOST, the daughter of
GREENVILLE HEALTH AND
RACQUET CLUB owner and
former IHRSA Board Member,
BOB PROVOST, informs me
that they have had some good
news and some bad news in their
market. The GOOD news is that
the hospital that has a competi-
tive club across town and had
planned to build a new fitness fa-
cility near their club has put those
plans aside for now. The BAD
news is the the BMW Corpora-
tion is preparing to build a report-
edly $2 million fitness facility for
its workers which will also be
open to the public. Stay tuned.

JIM FLANAGAN, the
GM of MED X Corporation
brought BO DIDLEY to town to
entertain the [HRSA/AB Conven-
tion delegates and entertain he
did. Bo’s group had the estimated
1,000 people rocking with a
sound that is a cool cross between
Reggae Music and the Blues.

EClub Insider
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Norm Cates, Jr.

ARTHUR JONES’ MED X Cor-
poration has been a terrific sup-
porter of IHRSA since it was

port with several other events at the
IHRSA/AB Convention and Trade
Show.

CYBEX continues on its
path of change. RAY ELLIOTT,
the President and Chief Executive
Officer of LUMEX, Inc., has an-
nounced in a letter dated Decem-
ber 7, 1995, that: “Today, we have
announced & corporate restructur-
ing. The central element of the pro-
gram are a refocusing of corporate
operations solely on the Cybex Di-
vision and the planned sale of the
corporation’s other primary divi-
sion, Lumex. These initiatives re-
flect our confidence in the excit-
ing growth potential of the market
for fitness and rehabilitation equip-
ment, both in the U.S. and interna-
tionally.” He outlines a “sharpened
focus” on the institutional markets,
enhancements to our manufactur-
ing and management information
process, a realigning of our sales
force to better meet your needs, and
a strong emphasis on industry train-
ing and education.”

IHRSA, in an effort to
help club industry manufactures
and vendors, has announced excit-
ing & “money-saving” news for the
San Diego Convention in the form
of reduced drayage. They have also

taken a good step toward “consoli-
dation” of the over-supplied trade
show market with an agreement

Enterprises that will bring the
Gold's Gym Convention to the
site of the 1996 IHRSA and the
IHRSA/AB Trade Shows. By re-
ducing the number of trade shows
that the vendors must attend to
stay in competition, there should
be some savings for the vendors
which can be used for other pur-
poses by the suppliers. This is a
good step for the future!

IHRSAAWARDS in ad-
dition to the top salesperson award
received by Ben Midgley were:
The Corporate Wellness Program
of the Year received by MARCI
CROZIER on behalf of the
OMNI 41 SPORTS & FITNESS
in Schevereville, Indiana, the Cor-
porate Advertising Award pre-
sented to THE DECATHLON
CLUB, Santa Clara, California
(operated by The Western Athletic
clubs) and the Best Print Ad pre-
sented to THE SPORTING CLUB
at Lakeshore Towers, Irvine, Cali-
fornia (operated by Leisure
Sports, Inc.) CONGRATULA-
TIONS to all of the Award Win-
ners!

CHARLIE LINDSEY,
the President of American Club

Systems, informs us that they
(See Norm's Notes page 10)
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MICROFIT'S HEALTHCARE CONNECTION
NEW RULES

potential revenue because they
will have to reduce their fees to
secure this business. And, clubs
have a false impression that if
they avoid these relationships
that they will succeed at selling
the same number of people at full
rates/fees.

I guess if your club has
awaiting list for membership and
services that this impression
would be true. But, most clubs,
to my knowledge, do not enjoy
the luxury of a waiting list. Asa
result, clubs have to approach
health care and corporate rela-
tionships with positive and ac-
cepting attitudes, as it is a fore-

By Neil Sol, Ph.D.

Club owners/managers
continue to express concern about es-
tablishing relationships with entities
that speak for large volumes of po-
tential club members/customers,
such as MCO's, corporations and
hospitals, because they realize that
these entities will be expecting a pre-
ferred pricing (discount) for member-
ships and/or preventive health ser-
vices. Club owner/managers believe
that establishing a relationship with
these groups will result in a loss of

In-House

The New and Easy, Computer Software System for
Do-it-Yoursel! In-House Recel /Facility M

Simple to Understand!!!

- Simple to Operate!!!

100% GUARANTEED —
100% SUPPORTED

56952

Basic Package
Now Only

Additional Modules Available

gBLE

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package

Call GARY PIPER or JERRY LEE
1-800-233-8483

Affiliated Acceptance Corpor

cast of how clubs will
most likely have to do
business in the future.
I would like to
share an example of
how the medical com-
munity has changed re-
garding the purchase of
medical services and
how this is a suggestion
of what may be in store
for the club industry.
When a major
health care insurance §
company approaches a
hospital or other health
care provider to be in-
cluded in this network,
the insurance company
negotiates prices for
services to be provided
to their subscribers by

Neil Sol, Ph. D.

face. A representative of a
large number of purchasers
(MCO, Corps) will approach
a club and attempt to negoti-
ate a preferred rate for mem-
berships and other club ser-
vices, for a club to be in-
cluded in the network of Pre-
ventive Health Providers. If
aclub chooses not to offer the
preferred rate, the club will
not be included in the net-
work and a large number of
subscribers/employees will
be directed to other club pro-
viders. As a result, we will
watch our market universe
dwindle. This has becomea
frightening situation for both
hospital and club alike; how-
ever, it is NOW the real
world. Clubs, like hospitals,

the health care pro-

vider. ers the hospital would have to ac-
In one specific situa-  cept the offer of $600.
tion, an insurance company ap- The hospital, feeling

proached a hospital negotiating
for a day rate for when their com-
panies subscribers use the hos-
pital. The average charge per
day for this hospital was $1,000/
day, with a cost to the hospital
of $800/day. The insurance com-
pany offered $600/day, which
was $200 less than the hospital’s
cost to provide a room per day.
The insurance companies’ posi-
tion was that they represented
thousands of health care users
and for the hospital to be listed
as a provider to these subscrib-

caught between a “rock and hard
place™, had to accept the offer. Tn
accepting the offer, the hospital
had to attempt to reduce the cost
of a day.

Insurance companies
negotiate from strength with the
clout of representing the purchas-
ing power of thousands of their
clients. The hospital was at a dis-
advantage, but had to do business
this way.

I relate this story because
it will become a scenario that we
in the club industry will have to

can learn rules and play in the
game or slowly go out of business.
We must remember that

our business is evolving to be the

preventive health care providers of

the health care continuum and'as

we assume this role as health care
providers, we will be treated as
such by insurance companies and
large corporations and businesses.

(Neil Sol, Ph.D. is the
President of Health Vantage, Inc.,
a Houston, Texas - based club con-
sulting firm. Neil is one of the
industry’s leading experts in the
field of health care as it relates to
clubs. Neil can be reached at:
(713) 344-9909.)
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Fitness Evaluation

Over one million people from thirty countries have
experienced the value of MicroFit evaluations. We have
established one of the largest fitness databases in the world
and continue to build on our success by providing the
latest in fitness technology.

The MicroFit system is easy to use and features on-line
evaluation, motivational graphics and informative reports.
It's the perfect tool for club marketing, membership
retention and corporate wellness programs.

Mmoo r oo CEEER

HEALTH & FE LT NE 8 38 S YSTEMS

MicroFit systems include Fitness Evaluations, Health Risk Appraisals,

Group Wellness Reports, Nutritional Assessments and Exercise Plans.

Call Today 1-800-822-0405

©1994 MICROFIT, INC.
1077-B Inde:‘pendence Avenue / Mountain View, CA 94043

Telephone 415-969-7296 / Facsimile 415-969-2067
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A CLUB'S SITE SELECTION:
THE PIVOTAL STEP

By Rick Caro

(Note: This article has
been reprinted from the January,
1994 CLUB INSIDER News.)

Whal is the club in-

dustry?

Some outsiders describe it
as a capital-intensive business
while others refer to it as a service
business or a retail-oriented, day-
to-day business open 365 days a
year. A few outsiders see it as an
illiquid venture while some see it
as a lickle, faddish, dynamic and
unpredictable industry. However,

We Can Collect

More Money,

Call Us At

And We'll Tell
You How We
Do It.

///BC

Your Members,
Than Any Other

1-800-622-6290

FINANCIAL
SERVICES, INC.

P.0. Box 6800 * North Little Rock, AR ?212 * Fax 501-835-0376

the consensus of most outsiders is
that it is a real estate business. It
is very difficult to value the real
estate component separately from
the business portion of a club, as
the unpredictability factor of the
business hurts the valuation of both
the business and the land/building.

LOCATION IS KING

The real estate compo-
nent of the club business is the
single biggest determinant of club
success, and it is the location of
the club that is king! So far, it is
not apparent that any club owner
has ever airlifted his multi-sport

We'll collect
members monthly dues,
and we'll do it better than
any one. But there's much
more to ABC Financial
Services than collections.

We can provide you
with a state-of-the-art
front desk check in system,
complete with video
imaging. We can provide
you with an incredible
package to monitor your
point-of-sales inventory.
Add this to the best service
you've ever experienced
and you'll begin to realize
the difference between
ABC Financial Services and
the competition.

But there's much more
we'd like to tell you, and if
youll call us toll-free we

ahead, make the
cail lt's%l?ee.

= Front-desk check-in

= Video Imagi

* Point-of-sale inventory
control system

. Eemhershlp cards

* Monthly payment books

club from an inferior site lo- ([
cation to a more suitable one.
The club industry is
a market-driven business
with the number of members |
being served as the most sig-
nificant indicator of a club's
acceptability and perhaps, |
profitability. If the market is
fundamentally insufficient, |
no extra amount of service,
equipment or facilities can
overcome the poor locational
handicap. If aclub is not lo- |
cated near its targeted local |
population, then no market-
ing or discounted pricing can
create an appropriate bottom
line. The need for an inde-

Rick Caro

I cocs through its growth cycle or
offers new services and facili-
ties. If there is inclement
weather or the need to drop off
children, parking issues become
exacerbated. Also, parking at
night must be deemed as safe for
all members and staff. Finally,
valet parking systems and even
shuttle bus systems to off-site lo-
cations are generally unsatisfac-
tory solutions.

Visibility is the least
critical of the three, but most de-
sirable. Although the buying
decision of a new member is less
impulsive than in the past, there
is value to the visibility factor.
It may lead to a visit to at least

pendent market feasibility analy-
sis is therefore critical.

Even if a full analysis
was not done prior to the clubs cre-
ation, many owners are now seek-
ing these market analyses as they
encounter one or mare of the fol-

a major expansion - chance to
develop a satellite facility nearby
- major change in local demo-
graphics and type of members -
arrival of a new competitor - need
to create a long-range plan

3 ELEMENTS OF A
CLUB LOCATION

A club needs a loca-

tion which allows it to achieve all
of its potential benefit without any
accompanying detriments. The
ideal location should have the fol-
lowing three basic elements (in
addition to expansion potential):

*Accessibility

*Parking Adequacy

*Visibility

Accessibility is obvious.
If the local resident lives nearby
(as the crow flies) but can not reach
the club site because of the lack of
direct roadways and the need to
use a circuitous route comprised
of back roads --then, the site is im-
perfect. In fact, the site may be so
defective because of the lack of a
major artery that it may have to
define its “real market” as too
minimal in size to be sufficient to
support a club.

The definition of a mar-
ket according to consumers has

he is not part of that club’s mar-

changed from a mileage definition
of more than a decade ago to a
drive-time measurement. So, if a
prospect believes that it takes too
long for him to drive there, even if
he technically may be within a 5-
mile definition (according to the

ket. And the market is shrunk by
the lack of direct access routes.

Some clubs have enjoyed
great success because of their
proximity to major arteries.
few cases, State Transportation
Departments have changed those
arteries or exit points and truly
damaged clubs’ markets and their
bottom lines directly. Access is
truly important.

Parking may often de-
fine a club’s capacity quicker and
more specifically than any local
zoning or planning board. If mem-
bers or prospects have to drive
around and around a club’s park-
ing lot without finding a legal
space, they may not even give the
club a second chance. Even off-
site parking on the street may not
save the day. And we have club
members who complain when they
do find parking if it is not right in
front of the club and they have to
walk around the outside perimeter
of the club’s building.

Parking must be ad-
equate both for a club’s needs to-
day as well as its future needs.
Often, simple compliance with the
local zoning requirements may be
insufficient for what the club truly
needs as it reconfigures its club,

take a tour of the club or accept the
free use of a guest visit pass. [t may
serve as a constant reminder to a
potential buying decision as a pros-
pect drives right by the club. Of-
ten, a prospect is reinforced by see-
mg a hl.lk)f facility. Walk-in traffic

ciub s prospcct hasc

If there were no visibility,
then signage from major arteries to
the specific site and actual entrance
becomes critical. If there is no vis-
ibility and an inability to gain le-
gal permission for direct signage,
then the marketing efforts must
also have the responsibility of edu-
cating the prospect of the club’s
location as well as its benefits.

SITE SELECTION
METHODOLOGY

Ycars ago club devel-
opers and owners would use popu-
lation statistics as wide as the en-
tire county and its metropolitan
sampling area (MSA). Some ap-
praisers and advisers back in the
1970’s and early 1980’s would re-
fer to population information by
towns or zip codes. Others would
be influenced by statistics involv-
ing car traffic numbers (or foot traf-
fic in major urban area).

Today, the methodology
has been refined and become more
precise. The demographic infor-
mation is still the basic data
needed. But, it is now collected
based on drive-times from the site
of the club (or proposed clubs). In

(See Caro page 20)
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PR 101 - PR Pro’s Recommended Reading

By Michael Hoffman

Fewer than 10% of all
clubs budget for consistent PR cam-
paigns. In previous PR 101 col-
umns in The CLUB INSIDER
News, we've explained the reasons
why this lack of club PR funding
exists. Even though we've ex-
plained the reasons, that doesn’t
change the fact that many of you
will still prioritize advertising over
hiring a PR manager, agency or
consustant. There is, however, an-
other way to slide in the PR Back
Door - and that is to educate your-
selves by reading PR texts.

The following book and
newsletter descriptions cover the
very best publications about pub-
lic relations, They’re from the bi-
ography for Heart Communica-
tions’ new American Council on
Exercise Specialty Recognition
Provider Course - PR 101 - Media

rate PR managers around the coun-
try, from companies as big as Gen-
eral Motors and as small as a single
retail store, depend on the infor-
mation in these books to keep their

PR costs down and results high.

For just a few dollars, you can own
all these books and boast a top-
notch PR library.

GUERILLA PR: How
you can wage an effective public-
ity campaign without going broke.
Michael Levine - Harper Business
Publications, 1993.

Levine runs one of
Hollywood’s hottest celebrity pub-
licity agencies. His writing style
is casual and humorous, and his
advice reflects common sense with
a complete list of techniques for
newspaper, radio and TV public-
ity. The single best book for club
PR people to read.

MARKETING PR - The
Hows of Why It Works, Rene A.
Henry, Jr. lowa State University

Henry's book ex-
plains a whole new kind of
PR, which blends classic
marketing skills with tradi-
tional PR techniques. There’s
a big emphasis on special
events, cause-related market-
ing and community affairs.
Henry’s writing style is more
formal than Levine’s, but this
book contains more total
ideas for action and deals
with media less, promotions
more.

PROFESSIONAL'S
GUIDETO PU ELA-

TIONS SERVICES, Sixth
Edition, Robert Weiner,

Michael Hoffman

Silver Anvil Award for lifetime
achievement. This book is
heavier on theory and the history
of PR in American business than
it is on technique. But, once you
read it, you’ll understand how
important PR is to serious busi-
nesses’ long-term competitive
edge.

WRITING FOR THE
MEDIA - Public Relations and
The Press, Sandra Pesmen,
Crain Books.

Absolutely the best
book ever published about how
to write news releases, media
alerts, public service announce-
ments and feature articles. It

American Management Associa-
tion, 1988.

Here’s the ultimate book
on using outside services like
video news release and taped ra-
dio show producers. When you
have a one-person PR operation,
you need to use outside vendors
to produce your materials. Every

here. A must book for your library.

EFFECTIVE PUBLIC

RELATIONS. Scott Cutlip and
Allen Center, Prentice Hall, Inc.
EPR is the classic college
PR textbook. Scott Cutlip has be-
come America’s No. 1 PR educa-
tor and recently received the Pub-

contains samples of each and prac-
tice exercises to develop your writ-
ing skills. Buying and studying this
book is a lot more economical than
hiring someone else to write your
media materials.

PR_NEWS - the interna-
tional weekly for Public Relations,

Shoulder Press

front or

(not shown)

Incline |

with safety an
holder. (not shown)

*180 degree pivoting scat allows rack to be in
hind body while using adjustable
back pad for proper alignment of various body
widths. *Adjustable sear for perfect use of
various racking points. Optional plate holders.

F256

30 degree a.nsk for maximum peck isolation

withour deltoid involvement *Adjustable seat

for wide range of heights *Footrest for better

back support and upper chest isolation

*Unique racking system combines good looks
nF function. Optional plate

bearing action *Graviry
prevents accidents,

INTRODUCING
THE NEW FREEWEIGHT
LINE FROM HOIST

Hack Squar

*Body contoured carriage for proper spinal alignment
*Adjustable foot position for varying isolation points
sFully supported case hardend shafts with precision linear

L'ill'll“)lll.‘(i |UL1\' OUL system

ST

FITNESS SYSTEMS

9990 Empire Street, Ste.130
San Diego, CA 92126

Tel: 619-578-7676

Fax: 619-578-9558

Inside CA: 1-800-541-5438
Outside CA: 1-800 548-5438

Flar Bench

space.

Decline Bench

*15 degree Jnflc for low chest isolation with
der involvement *Adjustable
rt aligns low back
allowing better pcn:mmi.uinn *Multi sized two
pieced pad for better body support. Oprtional
plate holders.(not shown)

minimal shou

raised knee leg sup

*11 gauge steel design *Raised foor rest for
better back support and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for years to come *Shown with
optional plate holders for better use of foor-

FTZ70

F177
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CLUB INSIDER'S Personal

By Ed Gaut

Yeslerday I received a
letter from my long distance tele-
phone company. They had analyzed
my calling pattern and were writ-
ing to tell me that by changing my
calling plan, | could save money.
The purpose of telling me this was
not to cheat themselves out of my
money, but rather to develop a rela-
tionship with me. As you have prob-
ably noticed, lots of companies who
used to concern themselves almost
exclusively with finding more cus-
tomers and selling more products
and services are starting to spend
time listening to the specific needs
of individual customers.

That is the key to relation-
ship marketing: building a relation-
ship with a customer by customiz-

R

Ed Gaut
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Column:

Club Commandos

else to an existing customer than
itis to find a new customer. In an
increasingly competitive market-
place, more and more companies
have realized this and have started
taking better care of their exist-
ing customers.

This logic applies as
much to gyms and health clubs as
it does to any other type of busi-
ness. Think about the amount of
time and energy required to attract
a new member. Now think about
all the members who did not re-
new their memberships simply
because no one gave them a good
reason to do so.

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

ing products and services to meet
his or her specific needs. Itis pre-
mised on the fact that it is almost
always easier to sell something

Imported & Domestic Textile Products
Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid %

Commercial Products

Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER
PQO. Box 81345 » Atlanta, Georgia 30366

404/451-3951 800-241-2081 FAX 404/457-9557

FAX 800-772-6760

In spite of this, however,
many fitness facilities that spend
a lot of time and effort attracting
new members, spend relatively
little time and effort keeping ex-
isting members. Perhaps this is
because new fitness facility man-
agers understand the real key to
member retention. Relention is
not just a matter of providing the
best equipment, the latest fitness
classes or free towels. These are
importan{ The real key to reten-

:_ uiuinnsh.iE Wilh

A fnend of mine re-
cently moved from one town to
another. He still frequents the
barber, tailor and many of the
other shops in his old town, de-
spite the fact that they are now a
forty-five minute drive away. |
is not that there are no good bar-
bers or tailors in his new town.
The reason is relationships. He
has developed relationships with
the busi and the busi
men and women in his old home-
town. These relationships are
important enough to him that he
is willing to travel some distance
and spend the extra time and ef-
fort to maintain them.

All of us have had expe-
riences similar to that of my
friend; at one time or another, we
all have gone out of our way to
partronize a business because we
had a good feeling about the
people who worked there. We all
know the power of relationship
marketing. The trick to member
retention in your gym or health
club is to develop relationships
with your members just like the
relationship my friend has with his
barber. That way, when it comes
time for renewal, your members
will have a reason to stay with
your club in spite of the mega-
chain down the street offering $7
per month memberships.

If the key to member re-
@ tention is building relationships

with your members, the key to
building relationships is your
front-line staff, your personal
trainers and aerobic instructors.
These are the people who are in
contact with your members every-
day. They are the human face of
your club. You may have thought
that the primary purpose of your
personal trainers was to instruct
members in correct exercise form
or to prevent injuries. Or you may
have thought their primary pur-
pose was to bring in additional in-
come for the club. These are im-
portant aspects of their job. But
from the point of view of attract-
ing and retaining members, the
primary purpose of your personal
training staff should be to develop
relationships with your members.

Making sure that your
personal trainers build relation-
ships with your members starts
with the hiring process. When
evaluating potential trainers, spend
as much time looking at their in-
terpersonal skills as you do at their
fitness credentials. How does the
trainer interact with other pcoplc"
What is the rtmtion of p
‘come in co th
Does the trainer listen to members
and genuinely care about their
needs? Do you feel comfortable
with the trainer? If you feel un-
comfortable with the trainer dur-
ing the interview, chances are your
members will feel uncomfortable
with your trainer as well. You can
teach a trainer how to spot an ex-
ercise for a member, but you can-
not teach a trainer how to be warm
and friendly.

Once you have hired a
top-notch training staff, be sure to
empower them to solve problems
and meet the needs of your mem-
bers. If you have ever called a cus-
tomer support number only to be
told by the operator that he or she
is not allowed to do what you need
done and therefore cannot help
you, you know how frustrating it
is to deal with powerless customer
support staff. Set limils on what
your personal training staff can and
cannot do, by all means. But, at
the same time, be sure to give them
enough flexibility and authority so
that if a member has a problem -
be it a last minute schedule change
or a request for some fitness ad-
vice - your training staff has the
time and the power to respond
quickly to your member's request.

Empowering your per-
sonal trainers is not enough, how-
ever. You also need to motivate
them to build relationships with
your members. To do this, do not

reward trainers for the number of
training sessions they do a week.
Instead, reward them for the num-
ber of times a member trains with
them. For example, give each
trainer a bonus after a member has
been training with the trainer for a
certain number of sessions or cer-
tain number of months. Also, con-
sider starting a Trainer-of-the-
Month program to reward trainers
who go above and beyond the call
of duty in serving members. By
rewarding trainers for building re-
lationships with your members,
you make it clear to your trainers
that this is their goal while provid-
ing them with real incentives for
reaching that goal.

Finally, listen to your
trainers. They are your eyes and
cars on the floor; use them as such.
Encourage them to come to you
with problems and suggestions. [If
members are unhappy about some-
thing, your trainers hear it first.
Whether it is a strange smell in the
men’s locker room or a bad
aerobics class, your trainers can

alert you to a potential pmhlem
bct‘u(c it bocomca a crisis. s

is lurmng away members but whsch

you know nothing about. Listen-
ing to your trainers and encourag-
ing them to tell you what is going
on can prevent this from happen-
ing.

Your personal training
staff are your commandos, an elite
corps of men and women who you
send into your club everyday to
protect and serve your members.
Used correctly, they can literally
improve the experience of every-
one who walks into your facility,
building relationships with your
members and giving your club the
edge that keeps your members
coming back and keeps you ahead
of the competition. Next Month;
CASH COW or MONEY PIT.

(This is the first of our
series of columns on PERSONAL
TRAINING which are being pub-
lished courtesy of Willow Creek
Publications. Ed Gaut, the author,
is a nationally-known personal
trainer and fitness author. He is
also Vice-President of Willow
Creek Publications, maker of Per-
sonal Trainer Business Manager
for Windows and Fitness Class
Scheduler for Windows, software
for managing personal trainers
and serobics instructors in fitness
facilities. Be sure to see the Wil-
low Creek Publication on page #11
of this edition.)
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EXERCISE AS EMPOWERMENT

By Julie Main

As club operators, we
know that our potential members as
well as our actual members have a
multitude of reasons why they ex-
ercise. We have studied and read
numerous motivational techniques
to keep participants on their regime
so0 that we can maintain our mem-
bership counts.

But at Santa Barbara Ath-
letic Club we have found a program
that keeps people coming back be-
cause it has provided them with
something incredibly strong; em-
powerment. [t has shown to be a
true example of the mind/body con-
nection.

The Wellness Program at
Santa Barbara Athletic Club treats
cancer patients in the area. We pro-
vide an exercise program for any
and all cancer patients which is
funded by The Cancer Foundation

ticipate in a 10-week session that
encompasses cardiovascular exer-
cise, resistance weight training,
yoga, nutrition, and stretching.
Some of the sessions are one-on-
one work and some are in a class
setting. The group consists of 8-
10 patients in all phases of treat-
ment: surgery, radiation, and che-
motherapy. The instructors work
with both the patients and their
doctors in designing a workout
routine that is best for each indi-
vidual.

The most incredible side
effect of the program is the fact
that almost 100% of the partici-
pants have stated that the exercise
program has made the greatest im-
pact in their personal recovery. If
you ask them why, the answers are
all the same. They have all re-
gained or improved their muscu-
lar strength, cardiovascular capa-
bility and flexibility. But the
greatest impact the program has
had on their life has been the
power it has given them emotion-

THE STORE!

GIVE AWAY
A=A VACATION!

helped them to go on with
their lives with a new out-
look. No longer are they in-
dividuals at the mercy of their
disease, no longer are they
patients whose treatment is
defined by the standards of
medicine, no longer are they
victims of machines and
medicines that strongly affect
their bodies. Now they are
taking control of their own
lives and doing something to
improve that quality of life
that we all seek out. Each
skill the participants learn is
a new step on the road to re- |
covery. Be it learning a rou-

Tulie Muir

cause of the program, [ was able
to regain my strength and flex-
ibility faster than I thought was
possible. The staff members are
angels!” Another participant
writes, “Thank you for the op-
portunity offered to me in your
Wellness Program these last ten
weeks. It has opened my eyes
to the benefits of exercise and a
commitment to take better care
of myself. Thank you for pro-
viding such an outstanding pro-
gram. Our entire group felt it
was a personal gift given at a
time much needed in our lives.”
One other wrote, “I learned
about this program a few weeks

tine in step class oradding 10
pounds on their resistance ma-
chines, we teach them that with
exercise they are capable of tak-
ing over this little part of their
life. They learn that these little
triumphs all add up to the whole.

Granted, the staff here
are dealing with people that have
nowhere 1o go but up. After a

==

Membership

Renewal
Referral

can feel their strength and endur-
ance improving. But most impor-
tantly, they feel that they are con-
trolling something positive, and
this leads them to an attitude where
they want their whole life to be
positive. They look upon exercise
as a gift from the staff here. The
responses have been phenomenal.

after my surgery and | cannot
imagine how my recovery could
have progressed without it. The
Wellness Program has strengthened
me both physically and emotion-
ally.”

The lessons to be learned
from this are very important to the
club industry. We have the ability
to have an enormous effect on

< ORLANDO

X HAWAII

X< MEXICO

< CARRIBEAN

Promotions That Work!

X< LAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS
(800) 666-0025 (Ext. 22)

Fully I

< RENO
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PACIFIC FITNESS RECEIVES PATENT

Cypress, California -
Pacific Fitness Corporation, a long
established manufacturer of
strength training equipment, an-
nounced today that the U.S. Patent
and Trademark Office has issued a
patent allowing 40 claims covering
its Arcuate™ motion machines
which the Company intoduced in
March, 1995 at the IHRSA (Inter-
national Health, Racquet and
Sportsclub Association) convention
in San Francisco.

Several exciting products
are incorporated into the unique
patented Arcate™ motion series.
The initial products include an Ar-

cuate™ shoulder press, Arcuate™
seated chest press, Arcuate™
seated incline chest press and an
Arcuate™ seated row machine.
The product line will continue to
gain strength, with the newest ad-
dition being an Arcuate™ lat pull-
down and more Arcuate™ prod-
ucts are due in 1996.

“The Arcuate™ ma-
chines are the only press and row
machines in the industry that offer
a horizontally curved (Arcuate™)
range of motion in a selectorized
weight stack machine,” Ted
Habing, Executive Vice-President
of Pacific Fitness commented.
“Instead of moving in a straight

line, each device guides the user
to move in an ‘arc-like’ direction
mirroring the body’s natural mo-
tion”, Habing continued.

All Arcuate™ machines
incorporate an optimum arced path
in a user-friendly selectorized
weight stack configuration. In this
way, the user is able to experience
proper exercise form and is able
to retain that exercise form
throughout each repetition, even to
the point of muscle fatigue.

The Arucate’s™ com-
bine the natural motions of free
weight exercise along with the
maximum efficiency of resistance
curves for primary muscle groups

and their adjacent muscles and
joints. President and CEO of
Pacific Fitness, Howard K.
Cooper commented, “The
Arcuates™ are designed to ap-
peal to people of any experi-
ence level..... both male and
female... for the average club
member and for professional
body builders and athletes.
This versatility is key in attract-
ing, retaining and motivating
members.”

The Arcuate™ line
features comfortable, contem-
porary styling and ball bearing
pivots which provides a
smooth, quiet operation. Keep-

ing in mind the safety enhancements
required of the USA and European
markets, the Arcuates™ have been
designed to suit both.

Pacific Fitness is a designer
and manufacturer of strength train-
ing equipment for health clubs, re-
habilitation centers, professional ath-
letic performance enhancement cen-
ters, hotels, condominiums, corpo-
rate fitness centers, military fitness

centers and homes.

(For more information on
the Arcuate™ strength training line,
call Mr. Jhan Dolphin, Vice President
at 1-800-FIT2.)

MOTIVATE YOUR MEMBERS
with
CLUB FM

Broadcast Any TV Channel In FM Stereo

By simply tuning an ordinary ‘FM Walkman'’ to the designated radio channels
you broadcast, members can exercise to MTV, VH-1, News, Soap Operas, or
any VCR. Workouts become more enjoyable.

« Better Utilize Your Existing TV System
» Promote Club Functions
e Increase Club Profits:
e Walkman Rentals
« 30 Day Money Back Guarantee
« 1 Year Warranty
» FCC Approved

* Works With Any TV Or VCR Audio Output

» Easy To Install

* Inexpensive

* Use With Any ‘“Walkman’’ Type FM Receiver
and Headphones

e Excellent Sound Quality

Join the increasing number of Health Clubs presently using
our FM Broadcast System. . .and give your members a choice.

Call (800) 326-2269

Or Write:
A.P. Acoustics, Inc.

65 Main Street
High Bridge, NJ 08829

Norm's Notes

continued from page 3

have now sold 20 CORY
EVERSON club licenses to date.
They now have four clubs operat-
ing under the name Cory Everson
in Boynton Beach and Ft. Lauder-
dale, Florida, Athens, Georgia and
Roanoke, Virginia. This is the first
club licensing program in the his-
tory of the fitness industry to have
national media exposure 1o its lic-

ensecs for free, as Cory promotes it

seen by 60 million people each day!
Of course, it doesn't hurt that Cory
is "drop-dead" gorgeous and built,
built, built!

More BALLY LEGAL
PROBLEMS! This time in Texas
where Bally members statewide
who paid for their memberships on
credit have been granted class-ac-
tion status by District Judge Johnny
Gabriel. This means that 215,000
members of 34 Bally Clubs, repre-
senting a possible $44 million in
overcharges are now eligible to join
the suit which was brought origi-
nally by two San Antonio, Texas
individuals who filed the action be-
cause they believed that a monthly
fee, charged to credit customers of
Bally's, pushed the interest rate well
over the 18% allowed by law. My
guess is that Bally President MIKE
LUCCI would really like to put
these incessant legal battles behind
his company, but it seems that they
just keep on coming. Just last month
I wrote that I support Lucci and
Bally's efforts to get legitimate and
to professionalize their operations.
Even so, my job is to continue to
“tell it like it is" and I will investi-
gate this story and give you all off
the details in our January, 1996 edi-
tion.
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitness Class Scheduler for Windows™ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
% Keep track of training sessions 4 Schedule and reschedule
classes simply by arranging
& Maintain separate schedules classes on the screen

for each trainer

4 Maintain separate schedules
# Print trainer schedules for a for each room and location
day, week, or month

& Keep track of instructor
# Quickly find a training session names, addresses, and
telephone numbers

& Record the days and times

ACIL HSITUCLON s avi Dt

ances to reflect training

sessions Automatically display lists of

available instructors

@ Record trainer income and
expenses

Quickly find an available
substitute instructor

@ Keep track of client names,

addresses, and telephone TTE—— —— it St Blnnear
. - 2 i j Lt W [ i) @ Print complete class schedules
numbers @ Generate invoices and receipts VT T T e ‘“F[L J:dt individ L'Il
for training sessions e CIENT  Le= rieshind ol
& Rocori clicabne: g 3 A  Eeee— T schedules for each instructor
ecord client payments ’ e . g Fe
® M e . @ Create mailing lists of clients (mm=)| @ Easily customize a schedule’s
Maintain client training logs, X AT appearance to suit your needs
and print progress graphs @ Print monthly, quarterly, and ey | ave
yearly reports of income and Voo | st & Create re s okl s and
- e . S s v ] = = reate reports of hours an
# Record client medical history expenses generated by each i~ . GEE classes taught by each
and ﬁlncss assessment {rainer A ; i PN A f il'lSlI"llClUr
Item# 3003 Personal Trainer Business Manager for Windows $249.95 Item# 4004 Fitness Class Scheduler for Windows $149.95

(Be sure to specify the Club Edition when ordering)

System Requirements: An IBM?
compatible machine with a 80386 or

| higher processor, 4 megabytes of RAM, a
hard disk with at least 2 megabytes of
available space, a3 1/2" or 5 1/4" disk
drive, a VGA or SuperVGA display, and

[ Microsoft® Windows™ version 3.1 or later. |

EASY TO|

i !
Installs in |less than 5 minutes

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,

guarantee. So feel free to order a complete, working copy of the software and try it out for //p;'EI_SEE"\
30 days. We are sure that you will like it. If not, however, simply return the product to us, .q.?,f——m(‘)',\
and we will glady provide you with a complete refund. /D [#)

To order, send check or money order to (e ; \
SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 [ | SCoy |

Maryland customers add 5% sales tax L\ M(_T:é;ﬁizk

A
FREE [ ‘T/Unconditinna[ \ \\.]

Shipping is free and all

g i FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131

We are available 24 hours a day, 7 days a week. So call anytime.
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Saco Sport & Fitness: Back From The Ashes'

By Norm Cates, Jr.

Imaginc being at home
on a cold winter night (12 degrees!)
relaxing after dinner when all of a
sudden, the phone rings. The
caller, one of your employees who
lives across the street from your
club, informs you that your club is
on fire. That is what happened to
Scott Gillespic at 8 o’clock on Sun-
day night, January 17, 1994.

Scott Gillespie, one of
two owners of the Saco Sport and
Fitness Club in Saco, Maine, re-
ceived the call from one of his em-
ployees who lives across the street
from the club. At first Scott thought
his employee, named Fred, was
kidding ...... and responded to him,

“ Come on Fred, stop il...... what
do you really want?" Gillespie re-
calls that Fred had to tell him his
club was on fire three times before
he actually believed it. And,
hurredly hanging up the phone to
go to the club, Gillespie forgot to
ask him if the fire department had
been called on the 911 line, so he
dialed 911 and confirmed with the
fire department that a call had been
and fire equipment was on the way.

Scott lived about seven
miles from his club. He vividly
recalls how his heart sank as he
rounded a curve about one mile
away and saw the flames, sparks
and smoke flying into the sky.
Imagine how he must have felt......
years of work, effort and commit-
ment..... all up in smoke!

But, this story has a very
happy ending..... Scott Gillespie,

Suceens Thack

SERVICE PROGRAMS

| BAD DEBT
OLLECTION

Turn delinquent accounts into

CASH TODAY!

The AAC Collection System is designed
specifically for the Health Club and
Martial Arts industry. Using a combina-
tion of gentle but firm customer letters,
sophisticated telephone collection tech-
niques and national credit reporting
agency assistance, we are able to col-
lect significant bad debt percentages
without creating a negative image for

your facility.

LOWEST FEES IN THE INDUSTRY.

Affiliated Acceptance Corporation
BOX 419331 » KCMO 64141
Best in the business, and we can prove it!

Call Gary Piper or Jerry Lee

1-800-233-8483

" Executive

with the help of a lot of people,
has resurrectedf the Saco Sport
and Fitness Club back from the
ashes!

The club was gutted en-
tirely.... from the roof to the
ground! The only part of the club
that could be saved was the con-
crete slab. They even had to dig
up most of the plumbing lines to
start over.

It took a couple of weeks
for the fire officials to determine
that the fire had been deliberately
set by someone because freezing
temperatures caused the water
applied to the fire to freeze into a
thick crust. And, the next day it
snowed 12 inches, covering the
ruble. In fact, the fire investiga-
tors had to build a temporary shel-
ter over the club’s remains so they
could heat it to melt the snow and
ice and begin the investigation.
The fire officials didn’t take long
after that to determine that arson
had been commited.

There are several club
industry luminaries who assisted
Scott Gillespie in his dealings
with the fire damage and insur-
The day after the
fire, Scott contacted IHRSA's
Directcr, John
McCarthy to seek out the names
of people experienced in insur-
ance matters. McCarthy was tre-
mendously helpful to Gillegpiges
he referred him to Rick Caro and
Charlie Swayne and he also wrote
letters to the insurers of the-Saco
Sport and Fitness Club on
Gillespie’s behalf. Gillespie re-
calls, “John McCarthy, Rick Caro
and Charlie Swayne were all very
helpful to me. Rick spent time

ance ¢ (il’”p II"\

: _.} L O, e . . ~/
Saco Sport & Fitness Club after fire

\
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i

L

Scott r_:g Beth Gillespie

helping me in dealing with-the in-
surers. Charlie helped by provid-
ing me with the name of an ad-
juster who [ ended up hiring. They
were all instrumental in my efforts
to rebuild the club.”

Gillespie learned the
hard way that dealing with insur-
ance companies is not a “cup of
tea.” He also found that you need
to be careful with your insurance
coverage because you might find
some surprises if you ever have
to deal with a claim of this mag-

nitude. For instance h: was forced
fo spend an additional $150,000 to
comply with new ADA Require-
ments which included, amongst
many, the requirement to install
sprinklers in the.rew building.
He also had to contend
with his old partner®vho decided
to “cash out” of the deal and not
go forward with ownership of the
rebuilt club. But, Gillespie was
determined to go on. A few years
back, Gillespie had bought the club
(Sce Gillespie page 25)
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Villa de Papagayo’s giant terrace overlooks the Pacific Ocean
and includes a pool with swim-up bar, waterfall and ranchero.
In the evening guests dine outside under the stars.

There is no place on earth like Costa Rica!
Villa de Papagayo |&

El Ocotal, Costa Rica

Villa de Papagayo is a brand new luxury four-bedroom, four-bath villa with
full staff (cook, maid and butler) located on the Pacific Ocean in beautiful Costa Rica.
The view from the villa is revered
as one of the most beautiful in the
world.

The lushly-landscaped villa Those who have
includes an oversided deck with seen the view
swimming pool and waterfall. from Villa de
There is also a spectacular great Papagayo call it
room with 32-foot ceilings, TV, one of the most
VCR stereo and air-conditioning. spectacular in
Guests at the villa also have use of | the world. With
the amenities at the nearby Ocotal parrots and
Resort Hotel, which includes three monkeys in

nearby trees one

swimming pools, tennis, scuba
diving, snorkeling, beach and
health club.

Also available are lhe

soon realizes he
orsheisina

cano and gmnl sea turtle tours, =7 !
birdwatching, horseback riding, whnewater rafting and various other nature
tours.

: An all-inclusive plan provides all your food and drink (an open bar)
during your stay at Villa Papagayo. The staff is there to provide for your every
need and your will enjoy daily wonderful meals of fresh seafood, fresh veg-
etables and fruits like you’ve never tasted before. The villa is ideal for parties of
four, six or eight persons. Beds can be arranged as kingsize or single for your
personal needs.

L | spectacular
| 32-foot

¥ ceiling,

# French

- doors

)| opening to

the ocean, a

spectacular
views,
television,
VCR and
stereo.

The villa has

W9 four bed-

wfl rooms,
including
three master
suites with

| ocean views,
private

Wl terraces, air
conditioning,
overhead fans
and full baths.
A fourth

2 bedroom has a
full bath and
bunkbed.

For availability call (404) 255-3220

catwalk with
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SHAQUILLE O'NEAL

ORLANDO MAGIC
1993 NBA ROOKIE OF THE YEAR

S Bk a7 A\
ISO-LATERAL FRONT LAT PULLDOWN

To receive information on this machine or other Hammer Strength® training equipment contact:
HAMMER STRENGTH?® « P.O. BOX 19040 « CINCINNATI, OH 45219 = (513) 221-2600 OR 1-800-543-1123

Photo by: J.M. Manion
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Of Building

Your Tennis Market

By Spike Gonzales

The opportunities for clubs to
build a membership base of tennis players
have never been better. Society is becoming
more fitness oriented, and the baby boomers
are looking for skills and activities for retire-
ment. What’s more, the tennis manufactur-
ers, the tennis associations (USPTA, USPTR,
and USTA) and IHRSA
are making concerted
and coordinated efforts
at marketing the game.
Club owners and manag-
ers should take notice.

For a huge por-
tion of our population,
tennis is the perfect game
for combined fun, fit-
ness, accessibility and
affordability. Yet, for the
potential wearer, tennis
is a difficult suit to put
on! Not only does it re-
quire a great deal of time |§

" can be realized, the in-
troductory stages are ar-

Spike Gonzales

tennis players. We want people to become
commited (o our game, overcoming its ini-
tial low level of Satisfaction and a high level
of Frustration. Using subjective values of
1-100, our formula for the first year begin-
ner player would look like:

Commitment = 1&]_

In my opinion each hour of ten-
nis involvement for the aver-
age beginner yields a cumu-
lative growth point of Satis-
faction and a cumulative di-
minished point of Frustra-
tion. After five hours of trial-
and-error play, the tennis can-
didate has a level of commit-
ment of only about 5%. If our
target is to get to at least a
8| fraction of 1/1, he or she is
very unlikely to continue!
With skilled in-
struction, the newcomer will
benefit with increased rates
of satisfaction growth-and
fmstmmm dct.lmc My esti-
e i

mslruc-tmn these rates go to
an average of about two units

duous and frustrating. Tennis owners and ad-
ministrators should realize this and adjust
their market building accordingly.

Rarely can we distill our manage-
ment and marketing efforts to scientific for-
mulae, but in the case of building a tennis
clientele base a general formula applies. It

. i

C stands for “Commitment.”
From the manufacturers’ point of view in our
market building, this measures the readiness
of the tennis playing prospect to actually buy
a racquet with the long term in mind. From
the club owners’ standpoint, it measures the
potential player’s willingness to become a
member. We all want to build Commitment!

T stands for “Time.” Basically it
is the measurement of how many years are
invested in an activity.

S stands for “Satisfaction.” It re-
fers to the level of agreeability the activity
brings to the participant.

F stands for “Frustration,” mea-
suring the difficulties the activity thrusts upon
the participant.

While the formula applies to many
activities related to building a club member-
ship, it is vitally important in bringing in new

per hour. The person who has had five hours
of “directed” tennis involvement may be in
this state:

Commitment = 1%&[1

This person is 10% commited to
becoming a member or buying a long-term
racquet, and needs a total of only 25 hours
of “directed” time to feel like a player.

Club owners and operators have
great opportunities to take advantage of pro-
grams like the Tennis Industry Association’s
“Super Lessons”, the USPTA’s “Across
America Tennis Day’ and the USTA’s “Play
Tennis America”, but these will not do our
player base building,

In fact, a potential hazard of these
programs is that they bring newcomers to a
level of low satisfaction and high frustration,
and then say, “Congratulations, you are now
atennis player!™ The participant thinks, “If
I’m a tennis player and I’'m not having fun
or gelting exercise, then tennis is not for
me"...... and that’s the word that will get to
the grapevine.

Introductory tennis programs have
to follow up with ongoing instruction pro-
grams given by pros well trained in group
instruction and who see the big picture of
market building. TCA’s(Chicago) “Tennis
In No Time”® carefully integrates follow-
up programming with its introductory ses-
sions. “Play Tennis America” is looking into
ongoing group instruction in its follow-up

sessions. Club owners and operators need
to heed the “mathematics of commitment”
and follow suit with their own tennis
adminstrative staff!

(A new contributing writer to

The CLUB INSIDER News, SPIKE
GONZALEZ has been building tennis

markets since 1971. An influential mem-

ber of the USPTA, USTA and IHRSA, he was
involved in bringing those organizations to-
gether in founding the National Tennis Rat-
ing Program. He presently serves as an ad-
visor to Tencaps R, a USPTA-endorsed ten-
nis handicap and rating system. As Presi-
dent of AD-In Club Managment, he special-
izes in the development of pros and manag-
ers in the tennis industry.)

= B S Sieara

solos.

Keyless Battery Powered Electronic Lock
for Wood and Laminate Lockers
Distributed by:
Treeforms 4242 Regency Dr. Greenshoro, NG 27410 (800) 447-8733

.....l..I.....l...l....'.l...I...l......l...

FOR SALE

1- STAIRMASTER 4000 PT
1- BIOCYCLE - 932
1- LIFEROWER Model - LR 8500
Excellent condition. Used very little. $6,000 OR Best Offer
Slender You Equipment - 7 Tables - $2500 or Best Offer
Call: (814) 765-3125 » Ask for Rick

LA R R L L N N R N N N R S XY

PROFESSIONAL RACQUETBALL GLASS

All glass, all doors and wings.
A total of four court back walls,
Used. In good condition.
(914) 428-4120. Ask for Bill. (914) 937-8775.

e,
Classified Ads - $100 Up To 50 Words.
Delivered to 25,000 locations.

Send Ad Copy And $100 Check To: The CLUB INSIDER News
P. O. Box 671443 « Marietta, GA 30067
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How 1o Keep A Captive Audience

Call (800) CARDIO-1 or (404) 848-0233 for details.

CAI!DIOLG/"% Lpes

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)
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Sales Moﬁers

"k isn't the business
you 9513 that counts,

it's ik business

you hold."

How much does it

cost your club to

not perform at it's
full potential?.

dddkkh

MEMBERSHIP SPECIALISTS
Last year our clients
averaged an

increase of 27%
| DID YOU?

Sales Makers
(800) 428-3334

DECEMBER ISSUE

SALES MAKERS
Tip Of The Month

KEYS TO MAKING OUR GOALS

*We need to follow-up on every guest. Cooperate with the front desk to make
sure your guests are handled properly and fill out the guest waivers completely.

*Prepare a scan card on everybody you talk with and follow-up.

*Follow every lead no matter how futile you think an individual chance is.

*Make 30 phone contacts a day and if you are now making half that many you
will soon be doubling your sales.

*Follow-up on your renewals tenaciously, not being discouraged by abruptness
or put off by a refusal. Some members are upset with things they don’t understand, and a
simple explanation is frequently all that is necessary. It’s our duty to inform them so they
can make an accurate decision.

*Be up, bubbly and positive in your attitude! It will cost you nothing but a little
effort and is guaranteed to up your sales.

*Don’ t take no for an answer! Find out what their true objections are. Make a
minimum of three good appointments for yourself each day. The more you make, the
more you sell.

*Make your follow-up calls to members, and don’t miss a one.

*Make sure you are working every minute you are on duty. When you hang up
from one call, don’t put the receiver down, but start dialing on the next one immediately.
Make notes while you're talking on the phone, don’t wait until you hang up, it wastes
time.

*Give out your business cards everywhere. You never know where you will
make a sale.

=Listen to and read everything you can on fitness and sales.

*Have fun and your clients will too!

~Julie Main

continued from page 9

people's lives. These lessons can be used in continuing to work with all our members,
whatever their exercise goals may be. For instance, we know that weight loss cannot
be achieved or maintained without a dedicated workout regime, yet many people fail to
keep up the commitment. By teaching them the emotional power of exercise, and by
reinforcing the teaching with actual results, we can help them with their commitment to
weight management. Most failed dieters say that the reason they fell off their routine
of healthy eating, moderate exercise or both, was either a failure to see the benefits of
this lifestyle, or an emotional setback which caused them to revert to old unhealthy
habits. By empowering them with the ability to control their own exercise routine, and
the continued demonstration of their results, the new healthy behaviors can take power
over the old ones. There needs to be a combination of a concerted effort by staff to
continually monitor and inform the clients of their progress, and the desire and ability
of the client to take control of their own program.

Do not think that this Cancer Wellness Program is without its failures. Like
any other exercise program, there will be setbacks. We have had participants drop out
because of lack of interest, the need to resume aggressive medical treatment that pre-
vents them from exercising, and in the saddest of cases, the death of a participant. But
the setbacks have made us aware of the limitations that each and every one of us have.
And they have made us aware of how precious our lives are. Working with this group
has given all of us an awareness of how we take our own health for granted. It has also
illustrated how resilient the body is and how it is an incredible self-repairing mecha-
nism. Through the empowerment of exercise, both mentally and physically, we can set
these powers in motion to achieve quality of life. We know that not all new or continu-
ing members have this potential within them to realize the benefits of exercise. But if
you can make just a small impact on some member’s life, | guarantee you that the
rewards will be endless. Try to take an active role in ONE member's exercise routine.
Talk to them, help them with their program, spend some time motivating them to try a
little harder. Without either one of you realizing it, you can make a positive impact on
their life. That is why we are in this industry.

(Julie Main is the General Manager of The Santa Barbara Athletic Club in
Santa Barbara, California. Thanks Julie for this excellent and inspiring article!)
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THE BODY PUMP*®

A Whole New Exercise Experience

The commercial model

A40™ g5 the club industry’s
first integrated whole-body
aerobic conditioning system.
Your newest weapon in the
battle for market share.

The A40™ lowers user stress
by combining a natural,
biomechanically ideal body
position with maximum ROM
and precise control of
gravitational load. Result:
unprecedented flexibility and
acceptance.

Intuitively user-friendly, the
A4O™ offers intensity levels to
suit all of your members.
Incredibly smooth, quiet and
durable, the A40™ takes up

The seat
provides smooth,
gentle buoyancy

mechanical maintenance and no
external power source to operate.
1t's priced less than you might
think . . .and gives members
more than they expect! What
else is there?

WHAT’S NEW AT YOUR CLUB!?

People want to know. Today, people have more options than ever.
And they are spending like crazy to try revolutionary new
exercise machines! People want something different,
better than before, not just new bells and whistles.

New hopes, new motivation, if you will. That'’s the way people are.
So, what's REALLY new at your club?

“Inventing the Future of Fitness”
fitness & medical group, inc.
1-800-474-PUMP

AEREX, Santa Clara, Ca 95051, Tel: (408) 245-9550. Fax: (408) 245-9551
©1995 AFM. All rights reserved. US PAT. #5201694 and patents pending
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working locally but not living
gﬁz;ou;mge x there. Density is still the most

critical principal, with the upscale
element of the population next.

There are a variety of
computerized demographic ser-
vices who collect data and update
it between census periods every
decade. Some of those services
are more appropriate than others
for the club industry. However,
all these services do is provide
data. An expert needs to interpret
itand use the appropriate conver-
sion factors (or absorption rates)
to define the potential demand for
all clubs combined in that market-
place.

effect, asite selection expert drives
each direction from the site (like
spokes of the wheel from the cen-
ter) at prime-time hours. Now, the
definition of a primary market has
narrowed from previous years. The
primary market is now only an 8-
minute drive time and often may
only reach the equivalent of a 2 1/2
mile or 3- mile radius (not the 5 or
6-mile definitions of the past). The
secondary market now reaches 12
minutes and no longer are 10-12
miles radii used. In a strictly urban
market, walk times are used instead.

The above describes the
residential market methodology, but
the local working marketplace has
to be analyzed, also. A shorter set
of radii are used and the data is then
analyzed separately for just those

However, collecting in-
formation about the demand fac-
tor by itself is interesting but not
useful. The supply side must be
studied concurrently to determine
if there is a potential for a new club
- oryourclub. Infact, many mar-

kets, are already oversupplied
with clubs, and a new club might
be “doomed” before it starts. So,
an expert must determine how
many regular adult users are al-
ready being served by existing
clubs. This determination is not
easy as owners and general man-
agers are reluctant to release
“real” membership numbers.

The final piece in the
analysis involved the relationship
between the supply and demand
side. Ifthere is more demand than
supply, the recommendation
would be to proceed. However,
if the opposite is true, the recom-
mendation would be a negative
one.

Some others would want
to use primary research and either
hand out questionnaires or do tele-
phone surveys. These are inter-
esting and help guide club devel-
opers and owners on issues ol

DECEMBER ISSUE

types of facilities and equipment
- but never the “go” or “no go”
decision. The club industry has
no data on how to interpolate or
apply conversion factors to such
research results.

Other issues to keep in
mind include the importance of
natural or perpetual barriers. For
example, some local residents see
water, a bridge, a county line, a
major highway or a key artery as
a barrier they will not cross. The
market is defined by a set of points
based on the drive times. If con-
nected, they never form a perfect
circle. Also, local behavior pat-
terns have to be taken into con-
sideration. Sometimes, people
leave an urban area where they
commuted to and will not want to
go back in the same direction for
their recreation. So, unless they
use it while at work or immedi-
ately on the way home, it is not

an “eligible” alternative if they
were to view it from their residen-
tial location.

Site selection is a process
that truly can predict a club’s suc-
cess or failure. For those club
owners who never went through
the process vigorously with an ex-
pert, it is still valuable to do so.
For those who are still not sure how
their club relates to its markeplace
today, the opportunity to do a mar-
ket analysis is a critical building
block for its success today and its
future planning.

(Rick Caro is the Presi-
dent of Management Vision, a New
York based club industry consult-
ing company to clubs and an ac-
knowledged expert in club fi-
nances, operations, valuations,
feasibility studies and club sales.
Management Vision, Inc. can be
contacted at (800) 778-4411).

ment, position your club in your
community and place the most
hard-hitting and traffic-building
news stories. When you subscribe
to this monthly newsletter, you get

...Hoffman

continued from page 7

Public Affairs and Communications
Executives, Phillips Business Infor- a whole package of additional
mation, 1201 Seven Locks Rd., materials, including real-life

PR News is filled with  software, a guide to media rela-
great ideas and techniques from the tions services and an executive
best PR pros in the business. You'll guide to PR recruiters who can
learn how to justify PR costs, mea- help you find the right PR man-
sure the effectiveness of your PR ager for your club.

projects, prepare for crisis manage- THE NEWSLETTER
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Norm Cates’
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1996 Advertmng
Reservations

Are Now Available
25,000
Circulation
In
January, '96!
Call (800) 700-2120
or
Fax Inquiry To:
__(770) 933-9698
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ON NEWSLETTERS, The
Newsletter Clearinghouse, 44 W.
Market St., Rhinebeck, N.Y.
12575

Your newsletter is a ter-
rific PR tool, but most clubs don’t
lake advantage of the powerful

~image an information-packed,

well-distributed newsletter can
generate. This monthly publica-
tion can teach you how to improve
your graphics, your copy content
and provides invaluable advice on
distribution techniques so that
your image reaches more people
in your community. If you don’t
publish a newsletter, or think the
cost and staffing requirements are
too high, it will provide names
of newsletter publishers who can
do it for you, cost-effectively.

These are just a few of
dozens of outstanding PR publi-
cations available to help you de-
velop your own PR skills. I'm not
suggesting books can replace
quality PR staffers, agencies or
consultants, but as people respon-
sible for your club’s success, you
need to understand the theory and
practice of PR before you decide
how to manage your own program.

(Michael Hoffman is the
President of California-based
Heart Communications and can be
contacted at: (714) 831-7971;
Fax: (714) 643-1891; e - mail:
heartcomm@aol.com. This is #3
in the PR 101 Education Series
from Heart Communications.)

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

Electronic Funds Transfer
(CHECKING—SAVINGS)




™,

PAGE 21

gClub Insider

DECEMBER ISSUE

Hey You! Club Owner Doing Your Own Ads!
Put Down That Layout Pad and Read This!

By Jeffrey Drake

OK. You’re convinced
that you can do your club’s adver-
tising all by yourself. Why not?

vertising for your club - with your
agency, of course.

SIMPLIFY YOUR MESSAGE
UNTIL YOU CAN'T
BEAR IT ANY LONGER.

Mosl advertising

WEAKER the message will be.
When people read through their
paper, they are essentially scan-
ning for a “mental hit”. If your ad
does not have a single focus, a
“one thought”, and a clean look,
it will be passed by.

But wait!, you say. You

You watch advertising on
TV all the time. You read
it in newspapers. You scan
the direct mail you get at
home and work. You con-
sider yourself a creative
person. Besides, who
knows your club better than
you do. And, hey, you can
save SOme Money.......
Right? Mmmmm..... Bad
move.

The fact is that the
best people to create your
advertising and truly help
build your club’s marketing
impact are the people who
do it for a living - advertis-
ing professionals, The)

have lots and lots of great things
to say about your club. Then pri-
oritize them. An ad should al-
ways punch out ONE idea very
well, then possibley include the
other points as minor secondary
messages. Better yet, develop
one ad for each message and
elaborate on it. That’s the strat-
egy behind a campaign.

SPEAK TO AN
INDIVIDUAL, NOT AN
AUDIENCE

Nu one can sell any-

thing to anyone unless they first
make “eye contact” with that
person. Making eye contact

ONeEs trained in the dis-

means you understand them....

ciplines of it. They know

doesn’t. They are the ones who can
best be objective about your club’s

and disadvantages and
créate comm “effec-

tively promote it. So, my first piece
of advice is to run screaming at the
top of your lungs to your nearby
telephone and hire your local ad
agency.

Done? Good. Now, here
are some essential guidelines to-
ward building more effective ad-

Make A New
Friend This Winter.

Yes, believe it or not, we can help you make your scale a friend .
A few visits here with us each week, a sensible approach to diet, and
in no time you'll be able to walk up to that scale with a fearless grin.
This season is a great time to begin a new routine of fitness and exer-
cise here with us. Come in now and take ad-
vantage of all we can offer. You've gol every-
thing to lose, and a new friend to gain. :

507% 011 Enroliment. JoIn NOW. ACME Heath & Fitness

Jeffrey Drake

tries to do too much. Tries to say
too many things to too many
people. And it's easy to see why
it’s not memorable or impactful....
because it can very often become
what [ like to call “a bed of nails”
- 50 many points that nothing
breaks through. When you're cre-
ating an ad (with your new
agency), think of it as a single nail
- one idea, one message. The
more points you try to make the

—

who they are and how they feel

advertising must £

pathy with them individually be-
fore you can even begin to sell.
For example, a winter weight re-
duction ad might have a head-line,
“Lose weight this winter at Acme
Health Club.” It says what you
need to say, but not in a way that
establishesd empathy with the
reader. A more effective, involv-
ing approach might be to use a
simple photograph of a bathroom
scale, with a headline below it:
“Make A New Friend This Win-
ter!” We all hate the scale. It is
our enemy when we feel over-
weight. An ad like this says that
you understand me as a person. It
engages my eye and then tracks
from the headline through the
body copy to the logo with a pri-
mary thought. A fair assumption
from this ad is that the rest of your
club’s services, activities and staff
are based on that same level of un-
derstanding - of me, as a person.

KNOW YOUR CLUB
AS A BRAND AND WRITHE
INIT.

If you have competi-
tion, as most clubs do, you must
consider your club as a “brand”.
We are all brands. And as indi-
viduals we all understand brands.
What is a brand? Well, actually
it's not an “is”. It's what we do!
We brand everything. | brand ev-

erything. “The Andersons next
door are preppies.” “Bob down
the street is a geek.” “Califor-
nians are hip.” “Volkswagens are
for kids.” *Cadillacs are for old
men.” “ Perdue is high quality
chicken.” “Heineken is for spe-
cial occassions.” “Nike under-
stands athletes.” And so on.

Branding is how we po-
sition things in our mind -
whether it's a car, a person, a
school, anything. But bear in
mind, abrand can be as negative
as it is positive. Everything you
do, and don’t do brands you.
Branding must be plotted, moni-
tored and controlled.

Now, the question is,
what is your club’s brand? Where
is it positioned in peoples’ minds?
Are you the “family club?”, the

CURRICULUM HIGHLIGHTS * featuring the TRIAD SYSTEM and &

Si.nce 1981 hundreds of club

Advanced

Management
Trammno

young people's club?”, the “equip-
ment innovator?”, the “biggest
club?”, the “high-end exclusive
club?”, the “ club for older adults?”
To achieve a brand or position vou
must be singled-minded and fo-
cused in everything you do.
Throughout your communications
(internal and external and not just
your ads) you must be consistent
in conveying your brand.
Effective “brands” are
made up of two essential ingredi-
ents - the emotional and the ratio-
nal - sort of the Yin and Yang of
marketing. The emotional ingre-
dient is manifested in your commu-
nications’ voice, style and tone. It
is a human perspective, an attitude
that's conveyed in everything you
do. Itis the personality of the club.
(See Drake page 23)

The Only Club Management Training Program of its
kind for Club Owners, Managers & Department Heads

L The CORE Systam of Clob Management
2 Club salesmanship training

3. Time managemant for club manageny

4. Setting up the imternal sales department
& Membership marketing

& Membership retention strategy

7. Comversions b seif nasesument

B. Expenss management

9, Istersal clob contrals

10 Boeoesafil clob pregrameing
11, Dermion making

12 Balf development technaques
1. Streamlining operatioss

4. Indimideal clsb counselig

and owaers have graduated from this

program. It is designed to give you a management system that all other resources
and systems fit into — a management template, if you will. This workshop should
prove to be exciting. The workshop will be held at the CMS World headquarters in
scenic, historic Helena, Montana. Besides the intense learning experience, you will
also get a chance to discover what many people call “the last best place on earth®. If
you have never been to Montana then you're in for a treat!

THE WORKSHOP FORMAT + This 4 day intensive workshop is designed to
develop advanced and sophisticated management skills through a series of special-
ized training téchniques and experiences. The workshop is a NO-NONSENSE,
straight out learning and development course in Professi

1 Club M

TRAC and TEL TRAC

16 Resource development

16 Implementing changes

17. Parnllel industry learning expetiences

I8, Putare vision sasion

18, Seccess with food & bevernge eperations

20. Compare your financial statemenis to
eupocted standards.

CMS Advanced Management
Training Workshop Level I
@ $495%/person:
Qiuly 14=-17th, 1996
O November 10-13th,1996

SEATING IS LIMITED...
MAKE YOUR PLANS!!!

406-449-5559

FAX 406-449-0110
Call or Fax for Your Registration

Package & Application Now

YOUR FACILITATOR
Mike Chaet, Ph.D.

* An industry legend & president
of Club Marketing and Manage-
ment Services, Mike is one of the
leading club marketers in the U.S. He s a contribut-
ing author to numerous fitness journals, and is the
guest lecturer for such organizations as [HRSA,
Club Industry and BodyLife. Mike has been in the
dlub business since 1965, during which time he has
been invalved in every level of the club operations,
induding a prestigious stay at the Los Angeles
Athletic Club. Along the way he has owned and
operated his own clubs. As a consultant, Mike as
been involved in the development or management of
over 1500 different clubs worldwide. He is quite
simply the supreme educator who will transform
your approach to club marketing and management.

* You will also have the opportunity ta learn from
other industry leaders and guest faculty,




PAGE 22

EClub Insider

DECEMBER ISSUE

Transitioning Into The Multi-Site Arena

By Barry Failet, M.S.

P robably every club
owner at one time or another has
dreamed of expanding his business
into a multi-site operation. But as
many who venture into this arena
quickly discover, the logistical chal-
lenges can be largely prohibitive and
stifle the project plans. In
transitioning into a multi-site opera-
tion, some critical success factors
must first be addressed, operational
efficiency and consistency being
paramount.

Before venturing too far, a
careful and detailed internal audit of
your present facility’s operating sys-
tems should be undertaken. Be sure
to look at things with a fresh pair of
eyes..... don’t accept existing sys-
tems simply because it's what you
have grown comfortable with or
because it's the way things have al-
ways been done. Itislikely that you
will detect a few areas where some

tasks or functions require tighten-

ing or retooling. Delving into
opening a new site presents a rare
and advantageous opportunity to
strengthen your internal opera-
tional and administrative systems
before putting it all on the line.
This process is not an easy one
and can be time consuming, but
performed thoroughly, it can po-
sition you well for a successful
expansion.

Now that your systems
have been reviewed and updated
where applicable, the importance
of establishing internal opera-
tional consistency between the
new venture and your current fa-
cility can not be overstated. While
your plan for the new facility may
be quite different with respect to
size, amenities, fees, etc., it is criti-
cal that the systems governing
these and other functions are con-
sistent with those of your present
facility. In other words, you fa-
vorite restaurant chain may have
location-specific decorum and
menu selections, but the way in
which they process payments, or-

der from suppliers and train their
- AR e

employees is identical from
one facility to the next. Not
only does this tight adherence
to operational consistency
streamline and improve the
internal systems, but it im-
proves the level of quality
customer service delivered
the patrons.

Below, I have iden-
tified some of the important
operational functioning areas
to consider carefully during
your “internal audit” and in
developing your stretegic
plan for your new center.

SALES: Since your
business depends entirely on

Barry Pailet

ter and phone call?

- What kind of regular staff
training and special incentives
do you employ?

If your answers to any
of these questions prove less
than highly efficient and effec-
tive, be sure to make the neces-
sary corrections and improve-
ments. Once they are imple-
mented and consistency has
been established among the
staff, you will be in a good
place to move forward on your
new facility planning.

POLICIES AND
PROCEDURES: Thisareacan

membership sales, every ef-
fort should be made to employ a
system that is airtight. After all,
cracks in the processing proce-
dures or in the consistency of the
way your sales staff follow your
established protocol is like throw-
ing money away. Ask yourself
some of these questions.

- Are your administrative
procedures virtually flawless and
without loopholes?

- Is every phone inquiry
or tour handled with profession-
alism?

- Does the paperwork
get completed, placed/sent where
it’s supposed to go?

- What does your “fol-
low-up” system consist of, what
duration does it continue for and
what creative marketing tech-
niques do you use other than a let-

really be looked at best when
separated into “Membership Poli-
cies/Procedures” and “Emplolyee
Policies/Procedures.” Beginning
with the membership, here's a brief
checklist to follow:

- How do you inform your
members of the policies/procedures
and does this happen more than
once (on the date of sign-up)?

- Are the policies/proce-
(See Pailet page 23)

72 hour approval.

SHAPING THE FUTURE OF FITHESS

OHE INNOUATIUE PRODUCT AT A TIME.

INTRODUCING THE STAIRMASTER" FULL LINE OF EXTRAORDINARY FITNESS EQUIPMENT.

Since 1983, StairMaster has been commitred to one key principle—to design and manufacture the safest and most efficient tools for achieving the maximum
benefits of exercise. Serting the industry standard for excellence, our world famous 4000 PT™ stairclimber has helped millions of exercise enthusiasts
worldwide achieve their fitness goals. Pioneers in innovation, StairMaster now offers customers a full line of exercise machines which have no equal.

FREE INFORMATION For more information on the StairMaster complete line of extraordinary fitness equipment, call today for 100% financing and

1-800-635-2936

Shaping the Future of Fitness

0 1895 Stmirkasser Spornts/Medical Products L P/ Staichas; Sialeinstew: FreeClimber, 4400 PT. Stepmill, 7000 PT, Crossiobics. 1650 LE. 2650 UE, CarfinSguat, Kayak, Geavetion. 2000 AT, 4000 FT. Spinnakor. 3000 CE and 3600 AC aro aitte

« registered bidemans of vadern

sk uf StasiMastur Sports/Medical Produet, LP i the

p Unitod States
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- they really the right person for that criti-
...Pailet cal as?
continued from page 22

dures known by heart and enforced by all
staff?

- Based on the physical layout, tar-
get market and services to be offered, will
any of the following need to be reconfigured:
guest policies, theft policies, lost & found,
membership freezes, medical leaves, addi-
tional fee for service charges, late payment
penalties, reciprocal use of the clubs, etc.?

The important point here is do you
presently have a tight system with built-in
checks and balances for these areas and does
every staff member follow them to the let-
ter? If you can’t respond to this question
with an unequivocal yes, you probably
shouldn’t proceed with a new venture be-
fore addressing this issue at home first. Oth-
erwise, inaccuracies and hidden loopholes
will only multiply, and it is dramatically
more difficult to repair these problem areas
once new ventures are already operational.

ADMINISTRATION: Look at
your present flow of information and the
accuracy of the systems employed for col-
lecting, analyzing and communicating it.

_ef-computer hardware (both in the fitness

center and in the back offices) and is the

provide you and your staff with the resources
roduce and deliver high quality results
or pro

- If you have multiple computers
are they linked as a LAN (Local Area Net-
work) or are they all independent of one an-
other?

- How do you plan to operate your
club in unison with your present club with-
out being linked as a WAN (Wide Area Net-
work)?

Again, this is only a sample of is-
sues that require thought and decisions prior
to breaking ground.

STAFFING: “You are only as good
as your people™ may be a cliche’, but it
couldn’t ring more true in a direct service
business like the club industry. Review your
club's current practices in this area so that
you may duplicate a successful new team of
knowledgeable and personable profession-
als at your new club.

- Who does your recruitment, in-
terviewing and makes hiring decisions? Are

- Who are your managers? Were
they selected based on proven manage-
ment skills? Do they establish challeng-
ing goals with their staff to be met? At
what frequency do they conduct formal
review sessions and clearly identify strong
performance areas and those requiring im-
mediate and continued improvement?

- Do you have detailed Position
Descriptions written and do each of your
staff truly know and understand the re-
sponsibilities they are held accountable for
delivering on?

- What degree of formal training
occurs for new employees and is it on-
going (quarterly/bi-annually)?

These are just a few of the im-
portant considerations to entertain prior to
expanding to new locations because many
of your current staff will serve as the men-
tors for your new staff.

While shoring up you internal
systems will create improved efficiency
and consistency for your operation and the
staff running it, the real impact will be
felt where it counts most.... your members
and your bottom line. How? Every area
mentioned above is directly related to
quality. If your staff have been carefully
selected, well-trained and have a clear

manager’s expectation of them, they will
perform at a higher level and deliver bet-
ter service. If adequate tools (computers,
etc.) are provided for them, they will be
able to develop more new facility pro-
grams, deliver impressive educational
materials and spend more time on the ex-
ercise floor with the members as a result
of improved efficiency. And if a detailed
protocol for proper phone inquiries, tours
and all follow-up tactics is adhered to con-
sistently, more sales will likely result.
Your newly improved level of
efficiency and consistency at your present
facility, and the resulting increases in new
members (sales) and satisfied existing
ones (retention), will no doubt increase
your chances for a successful and profit-
able transition into the multi-site arena.

(Barry Pailet served as the Di-
rector of Operations for Fitcorp, a Bos-
ton-based corporate fitness chain. His
overall responsibility encompassed 6 Bos-
ton area health and fitness centers.)

...........l.......'......................l.

Norm Caten”
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MIND+=BODY=SPIRIT

ARE YOU TAPPING
THE PQTENTIAL
OF YOUR
50+ MARKET?

The mid-life to older adult market
is your biggest growth opportunity.
The psychology, programs and
marketing strategies for the 50+
market segment are significantly
different than the traditional markets
you have served in the past. Don't
leave your business vulnerable to
competition and out of step with the
shifting market.

Learn the skills needed to be
successful by attending this
timely educational experience!

March 8,9 & 10 1996

GAINESVILLE
HEALTH & FITNESS

| FRIDAY, MARCH 8

CIRRICULUM HIGHL[GHTS

* Leam “new” aging principles.
* Discover current research on

Gainesville, Florida

FACULTY:

John Rude, M.S.
President, John Rude & Associates

Sandy Coffman

President, Programming for Profit

Michael Pollock Ph.D.
Director, Center for Exercise Science
University of Florida

Mary Essert

President, Essert Associates, Inc.

SATURDAY, MARCH 9

* Develop effective programs for
mid-life to older adult consumers.

* Observe “live” land and water
eXercise programs.

SUNDAY, MARCH 10

= Discover the values and motives of
mature adult consumers

* Learn how to attract and
retain the 50+ market segment.

FEES:
Early registration

$325 - single

(before Jan. 26, 1996)

$295 - two or more, same club

Postmarked after Jan. 26, 1996

$375 - single  $345 - two or more, same club

MIND=BODY=SpPIRIT
Gainesville, Florida, March 8, 9, & 10 1996

REGISTER TODAY!
or call John Rude & Associates 1-800-929-2719 for more details

Sponsored by: MedX ¢ NuStep * AEREX

“Tapping the Potential of the 50+ Market”

(please print)
Last Name First Name Middle Initial Nickname for badge
Cluby / Company Nume Tiile £ Position
Club 7 Company Address City State Zip Code

Telephone

Payment Method:  Check Enclened [

Credit Cand (check one)

Fax

VISA -l MasterCard U Ami. pd. $

Candholder s name

Signature

ciowaroniee |1 T T T TTTTTTT111

Exp. Dute E[] = D:I

TO REGISTER Call: 1-800-929-2719 e
Or Mail: John Rude & Associates, 907 Crest Drive, Eugene, OR 97405 .

Fax: (541) 343-3697
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The Simple & Powerful

Clubh Management System

To be any easier to
use, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

N SN LY

S0, make the first call right now. Dicil 1-800-554-CLUB

and see how easy it is to get ClubRunner working for you.

Club

CLUBRUNNER: THE STRESSLESS SYSTEM
880 JUPITER PARK DRIVE, SUITE 3

"nner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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L . would have doubled or even

see Glllesp e tripled the award due from the in-

continued from page 12 surer, that caused the insurance

company to go ahead and settle so
that Gillespie could meet his bank
deadlines. However, the deal still
out of receivership. After the fire was not a great one for Gillespie
and the defection of his old partner, as the building was underinsured
he needed to bring in a new partner  and he and his new partner had to
to replace the other one. The per- come up with additional funds to
son selected turned out to be the -complete the work.
man that was the Trustee in the re- Fighting through all of
ceivership whom he had formerly the many problems, Gillespie and
dealt with, Jeff Sherman. Sherman Sherman re-opened Saco Sport
came on board and they proceeded  and Fitness on February 18, 1995,
with the effort to settle with the in-  an incredible one year, one month
surance company and torebuildthe  and one day after the fire!
club. Gillespie recalls, “Our
Due to the fact that arson community embraced the return
was involved, the insurance com- of Saco Sport and Fitness! In fact,
pany was dragging its feet. Typi- after the fire I set up a small of-
cally, arson cases can involve 2-3  fice to re-establish a contact point
years. But, in this case, Gillespie for people. On average, we re-
and Sherman had a limited window  ceived 3-5 phone calls per day
of time to complete the deal. After from our members telling us they

that, the bank would not make the missed the club and they would
necessary loan to complete the come back if we rebuilt. These Gillespie had to contend with the  the situation and made every effort  $800,000 was FORGIVEN by

transaction. Finally, as the insur- phone calls were inspirational to  actions of the local YMCA. The totakeall of his members into their  the bank. So, while Gillespie
ance deal slowly drug on, Gillespie me as I fought the battles neces- local YMCA did what YMCAs do  operation. The YMCA, isalsosup-  was down, but not out, they took
threatened to sue the insurance com-  sary to rebuild the club.” all over America when it comes to  ported by the editor of a local news-  advantage of the timing to re-
pany for “bad faith™. It was this But, even with thestrong  dealing with commercial clubcom-  paper called the Journal Tribune, ~duce their debt from $1.5 mil-
threat, which if followed through, support of its former members, petition. They took advantage of who spares no ink when it comes lion to $300,000, giving them a

SERVICE

(BY COUPON

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks

...or LESS!
CALL NOW!

1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

NTHLY
BILLING

2

to free promotions
of the YMCA's fa-
cilities and pro-
grams. They ran

tremendous competitive edge in
addition to the edge they enjoy
with fund raising, real estate and
sales taxes, etc,!

PROGRAMS

BOOK)

advertisements
targeted at
Gillespies” mem-
bers. They made
deals. They even
took advantage of
the timing of the
situation to cut a
deal to reduce the
debt on their facil-
ity. The YMCA
had been built in
1988 for $2 mil-
lion. They had
gone into debt of
$1.5 million to
build the new fa-
cility. During
Gillespie's efforft
to rebuild, they
mounted a fund
raising campaign
in which the local
bank which held
their loan agreed
to participate.
Now get this: the
bank agreed to for-
give $2 in debt for
the YMCA for ev-
ery $1 they could
raise! The Y
mounted one of
their famous fund
raising campaigns
and were able to
raise $400,000. In
turn, and as agreed
by the local bank,

o vou tell me. -

How bad can it get with these
YMCASs? In this case, | would
really like to know how that
bank’s Board of Directors ex-
plained to its stockholders the
“give-away” of $800,000 to a
YMCA! Maybe their stock
holders are the directors! Inany
case, this is a classic case of how
YMCA's enjoy the benefits of a
very uneven playing field all
across America!

Regardless of the Y's
actions and the difficulty that
Scott Gillespie and Jeff Sherman
had to endure in rebuiiding Saco
Sport and Fitness, they have had
a tremendously successful 1995
and they are poised and ready for
more of the same. They will
have to continue to prepare to
compete with the local YMCA
and its unfair advantages. And,
they will have to compete with
current and future competition
from the private sector. But,
Scoit Gillespie is ready..... 70%
of his staff returned after the fire.
And, he has Ben Midgley - Sales
Champion, on his team! Scott
and Ben have made history in
the club industry in America
with what they have accom-
plished and we wish them and
the entire team at Saco Sport and
Fitness all the best in 1996 and
beyond!
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..Midgley

continued from cover

during the time they were closed for
rebuilding. Immediately upon the
announcement that the club would
be rebuilt, Midgley contacted
Gillespie about returning to the club.
Midgely had spent the time since the
fire working in a local gym and
worked on the town’s loading dock
moving seafood. When Ben re-
turned, Gillespie recalls Ben saying,

“Scott, | am going to be a new guy
for you and my goal is to win the
IHRSA Sales Person of the Year
Award!” One year later, Ben
Midgley reached his lofty goal in
Atlanta, Georgia!

In addition to the quality
of the newly rebuilt Saco Sport and
Fitness Club, Midgley attributes
his success to a number of factors:

(1) He believes that sales
should not be about tricks.

(2) Afirst visit closing on
sales is not his primary goal.

(3) He feels his job is to
be there for prospective members

DECEMBER ISSUE

to inform them about the club and
help them make the correct buy-
ing decision.

(4) He believes that the
“key"” to membership sales for
him is that he “builds relation-
ships” with every prospect during
his sales effort and post-sales fol-
low-up.

(5) Midgley says, “I
treat all of them, both prospects
and members alike, as the good
people they are.”

(6) Referrals are the key
to Midgley's business. He com-
ments, "I don’t have to pick up the
phone anymore. | have people

walking in, calling in and 1 even
have sold memberships to people
that have approached me when |
am out in the community.”

(7) Midgley's focus is to
treat everyone as well as possible.

Ben Midgley is a guy
who set a goal for himself and pre-
pared himself to attain that goal.
He began as a part-time personal
trainer. He worked intoa jobasa
part-time sales representative. He
then was promoted to the job of
Fitness Director. From that he
grew and was promoted to the role
of Fitness Director and Corporate

Membership Director.

Midgley aspires to
someday own his own club. But,
in the mean time, he is going to
stay and work hard at Saco Sport
and Fitness. And, he wants to help
others who are in sales or are con-
sidering getting into sales. He
welcomes anyone who would like
help to contact him at (207) 284-
5953,

Congratulations to Ben
Midgley, Scott Gillespie and Jeff
Sherman of the Saco Sport and
Fitness Club in Saco, Maine, for
this high honor!

..Drake

continued from page 21

apersonality people can get to know,
relate to and, hopefully, like.
Project a personality in all your com-
munications. It's absolutely critical.

The rational ingredient is the prac-
tical side of selling. It represents
the advantage, features or offer of
the club that appeals to people’s
logic. What's the Yin and Yang of
your brand? Whatever they are,
make sure you give them equal
emphasis. And be consistent in

propelling them and building your
brand “equity”. It will pay off!

ADVERTISING: PLAN ON
IT. BUDGET FOR IT. AND
DO IT ALL THE TIME.

Like exercising, you

should do it often. The more you
do it, the more you get out of it.
Budget as much as you can.
Granted, that’s easy for me to say,
it’s not my money. But I can re-
late. My agency advertises regu-
larly, and it pays off. And we in-
crease our budget annually. The

creative headlines, body copy, finished photography and illustrations for your
individual use as print ads, flyers and direct mailers
Ads cover seasonal promotions, fitness training, weight loss, general club
image, frec and paid trials, enrollment specials and much more...all ready 4
for your club logo. Our catalog delivers the creativity you need for years
of use at a sale price you can afford.

Some Giub Markeling Managers
Are Born With Greativity.
The Smart Ones Just Buy It...0n Sale.

Currently in use with hundreds of quality fitness clubs across the U.S., Canada
and Europe. Over 100 pages of finished camera ready print ad slicks. Featuring

Over 100 professionally produced camera ready ads and
mallers. Special sale price while 1995 inventory lasts!

CreativeClub

club advertising programs

[o order by MasterCard, Visa or Check, call Dianne Miller at
(508) 655-9757. CreativeClub, 233 West Central St., Natick, MA 01760

New Saie Price!!

fact is, your advertising budget
should be given the same rever-
ence as your own salary. Believe
it. Advertising is not a [uxury, it
is a necessity, and as important as
the equipment in your club. If fu-
els your visibility, your branding
and, ultimately, propels your busi-
ness in the direction you wish to
take it.

SET REALISTIC
EXPECTATIONS FOR
YOUR ADVERTISING

Dcm‘t expect miracles
overnight. As a fitness profes-
sional, you caution new members
about expecting immediate re-
sults. The same rule applies.
Building a position and a brand is
a process. And at its best, it is
meant to build awareness, inter-
est and boost prospect traffic. It
cannot close a sale by itself. That
responsibility lies with your sales
staff once a propspect calls or
comes in to tour.

There is one caveat to all
of this, however. If your new ad-
vertising doesn’t follow the guide-
lines offEred here, | recommend
you stop wasting your money and
do it yourself.

(Jeffrey Drake is a Part-
ner and Director of Client Ser-
vices of Creative Club, Boston, a
nationally recognized agency spe-
cializing in lifestyle, sports, and
health & fitness marketing.)
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A FREE
ONE-DAY SEMINAR

Fithess - Wellness - Exercise

Understanding the
Challenge of
Orthopaedic Spinal
Rehabilitation

Hosted by the University of

~ Florida through the
College of Medicine

i —-

You are invited to attend a free one-day
seminar sponsored by the MedX Corpora-
tion. These seminars are held in Gaines-
ville, Florida. The university has been
involved in extensive research in the quest
to understand the rehabilitation process.
With the advent of the MedX Low-back and
Neck machines many complex questions
have been answered. You will be intro-
duced to MedX concepts and training
protocols as well as research and clinical
case studies in Rehabilitation and Exercise.

Plan now to attend
CME credit approved

E 5 B For more information call 800/582-9771
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For a Clear Shot at

No One Even Comes Close!

400 & 1000 Watt Indirect Fixtures

> Gyms
> Indoor Tennis
> Air Structures

Adaptable to all systems!

BEST

LIGHTS, INC.
Brilliant Energy Saving Technology -

1-800-KIL-A-WAT

1-800-545-2928 * Fax: 810-589-0134

For Insulated Ceilings . . . Call Our Other Company
COMMERCIAL

Reontne_1-800-423-0453




