


CITIZENS OF AMERICA!

DID YOU KNOW THAT THE YMCA’s OF AMERICA
ARE NOT PAYING THEIR FAIR SHARE?

(1) Did you know that the YMCA'’s of America have $3.1 billion in annual revenue?

(2) Did you know that even though the YMCA'’s of America want you to believe that
they are a charitable organization, they provide financial assistance to less than 10% of
their membership?

(3) Did you know that YMCA'’s do not pay ANY real estate taxes, personal property
taxes, State Income Taxes or Federal Income Taxes?

(4) Did you know that a Tax-Exempt $5-million YMCA enjoys a $600,000 annual cost
advantage over a taxpaying commercial health club that provides the same services?

(5) Don’t you think it is
about time that all YMCAs in the
U.S. start sharing YOUR TAX
BURDEN by paying their fair
share of all of the above taxes?

Harford County Coalition for Fair Competition

Tax Paying Businesses Working with Tax Exempt Organizations
To Build a Bener Harford County

FAIR COMPETITION CHART
AN UNLEVEL PLAYING FIELD -
WHY YMCA’S COMPETE UNFAIRLY
WITH TAX PAYING HEALTH CLUBS*

REBEL TODAY!

Contact your local YMCA
Board Members and inform
them of this Travesty of tax jus-
tice! Contact your County and

LAND CARRYING COSTS 0 $114,678 $114.678
Land valued at $200,000 per acre; 5 acres
($1,000,000, 15 yr, loan at 8% interest)

BUILDING MORTGAGE £229.356 $458,712 $229,356
$4,000,000 borrowed at 8% interest,
15 yrs. (Y receives 50% in contributions)

Clty commissioners and council- FURNISHINGS & EQUIPMENT 0 $99,640 $99.640
$400,000 borrowed at 9% interest, 5 yrs.
men/women and tell them the O i Y o

Non-profit sector receives a 33% discount and
free distribution via schools and govt. agencies

TRUTH about this YMCA NO-
TAX SHAM! Contact your State

PERSONAL PROPERTY TAXES 0 $12,000 $12,000
(tax rate of $3.65 per $100 on $400,000/
40% assessed value)

Legislators and demand that

5 5 REAL ESTATE TAXES 0 $73,000 $73.000

YMCA'’s be required by State e S niition $3.00000

Law to pay TH EIR FAIR STATE INCOME TAXES 0 $19,600 $19.600
. State 1ax rate of 7% on a profit of $280,000

SHARE Of State Taxes' And’ fl- FEDERAL INCOME TAXES 0 $92.250 $92,250

Federal tax rate of 22.25% on first $100,000
nally, tell your Congressmen/ and 3% on st $100.00 - sssumes $280.00
women that YMCASs across TOTAL ANNUAL COMPARATIVE $235,956 $869,880 $633,924

America should begin to pay
THEIR FAIR SHARE of income
taxes just like all other commer-
cial businesses in America must
do!

OPERATING COSTS

* Assumptions based on a $5,000,000 health club project on five acres.

As aresult of its tax exempt status a non-profit organization like the YMCA can charge 25-50% less to its
members than a tax paying health club. In the example above, a tax paying health club with a membership of 2000 would
have to charge $26.00 more per membership per month than the Y simply to cover tax and debt service costs that Y's do

not have.

658 Boulton Street, Bel Air, MD 21014  (410) 838-2670 / (410) 879-7115
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HAPPY NEW YEAR!
1999 In Review

By Norm Cates, Jr.

The 1990s ended with a
year in the health, racquet and
sportsclub business that was packed
with important events. 1999 saw

more club consolidation activity
than any year in the history of the
business with 24 Hour Fitness and
Town Sports International leading
the way in club acquisitions and
new club development. Bally
Total Fitness experienced a ter-

rific year, capped off by a very

positive article published in the
November, 1999 edition of
Barron’s Magazine and Bally
stock surging toward 30 again af-
ter a dip in the stock price this
Fall. Supplier consolidation con-
tinued with acquisitions such as
StairMaster acquiring Quinton

Treadmills wrapping up1999.

This brief overview
doesn’t even come close to sum-
marizing all of the big events and
developments during this past
year so, we've prepared a month-
by-month 1999 In Review report
for you.

JANUARY- 1999

“J udi Sheppard Missett
and her Jazzercise organization
were featured in our January, 1999
edition as Jazzercise began its 30th

ec ‘99 Re page 5)

The CLUB INSIDER
Begins 7th Year!

By Norm Cates, Jr.

Lucky #7! Yes, this
month we begin our 7th Year of Pub-

lication of The CLUB INSIDER
News and I can tell you, I'm darned

glad to be here! What a trip. Next
month we will be able to say
we’ve been in publication in two
centuries! But, seriously, it has
been my honor publishing the
most unique and most read pub-
lication in the health, racquet and
sportsclub business in America!

People everywhere | go tell me
they “read The

News first!” [ appreciate hear-
ing that and moreover, I appreci-
ate the reason they make that
statement to me. They tell me
they know we print the news first
and that we give them the REAL

STORY about what is happening.
The fact is, I have a lot of fun
publishing this newspaper for
you. Sometimes the work is te-
dious and the hours can be long.
But, it is interesting and enjoy-
able to do something that I really
love and that is reporting the

News

news to you FIRST while it is still
news and "Telling It Like It Is" as’
in the case of my letter to David R.
Mercer, Executive Director of the
YMCA of the USA that you will
see on page #4. Thank you for read-
ing The C News!
And, be sure to STAY TUNED!

e —

Joe Cirulli Elected
President of ITHRSA

Gainesville Health and Fit-
ness Centers Owner To Head IHRSA
In 2000-2001

OLANDO, FLA.- Mr.
Joe Cirulli was elected President of

the Boston-based International
Health, Racquet & Sportsclub As-
sociation (IHRSA) at the

conclusion of the IHRSA Board
of Directors December meeting at
the Disney Institute in Orlando,

Florida.

Mr. Cirulli's one-year
term will officially begin with the
June 2000 Board meeting, when
current President, Gale Landers,
will assume the role of Ex-Offi-

cio. Cirulli was elected to the
IHRSA Board of Directors in
1998, and has served as the chair-
man of IHRSA's Public Policy
Committee.

(See Cirulli page 17)

Joe Cirulli

Inside The Insider

*Clubdoc's Corner

*IHRSA Capitol Repo.

*Increase Retention By Giving Members
Key Strategies For Sticking With Their
Exercise Program

«IHRSA/Athletic Business
Convention Photos

(NMn&on News F rom ADA
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Make It Fun By Learning From
The International Association Of
Amusement Parks And Attractions!

By Norm Cates, Jr.

Alhnm. GA.- If you

have read The CLUB INSIDER
News before you most likely
have noticed our little ads which
say: “MAKE IT FUN!"

Since the beginning of
publication of The CLUB IN-
SIDER News over 6 years ago,

we have delivered this subtle”
MAKE IT FUN!" message to you
every month . We have done so
because of our firm belief that if
you “MAKE IT FUN!” for your
members to come to your club
and fun for your staff to work
there with and for your members,
your club will be much more suc-
cessful over the long haul.

If you are sitting there
saying to yourself, “How can |

make my gym fun? Working out
is hard work and not much fun!”,
then [ say to you: READ ON!

In November IAAPA, the
International Association of
Amusement Parks and Attractions
held its annual convention in At-
lanta. Over 30,000 people from
around the world attended. There
were over 1200 exhibits at the huge
500,000 square-foot trade show

(See Make It Fun page 8)
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YHCJ\
‘We build strong kids,
strong families, strong communities. lll!'lﬂls

David B. Meccer Decamber 17, 135%
November 15, 1999 £ MCA of Ehe LiZA
Mr. Roger Ralph
658 Boulton Street Dear Mr, Metcer,
BelAir, Maryland 21014
I received copies of the letter from Roger Ralph to you dated Octobe: 2lst and
Mr. : your response to Roger, dated November 1%, 1999,

truch or pechaps you don't

en plfort to cenvince
you and your Board is

u samn -in the

nded, voluntenr~

"t think you are telling the

Thank you for your letter of October 21. On behalf of the YMCA of the USA, 1am
responding.

1 believe you may not be sware of the fundamental difference between for-profit

annd,

oamemun | Cy=iu what dr‘ you for 1iving Mr. Mercer?
enterprises and not-for-profit organizations. YMCAs are volunteer-founded, vohunteer-
Handm#)hmd The assets, the facilities, the stafl, the programs - - everything
is d by each ity and belong to the Therein lies the

cross America
¥ and county commissionars, state

difference. Mh&mﬁmummmebmﬁm
~all communities. mummummmnmwﬁam

oft your local YMCA Doards,

there is & for: T similar : and U.3. Congressmen and women that still allow the YMCA to get away
apaay p g & emotely
X without paying its FAIR SHARE of taxes in America. The YMCA might have had a
m“mmmﬂmmww There are for- plre misaion decades ago, but it got lost along the way. Let's Eace realicy.
profit schools in neighborhoods with non-profit schools. There are for-profit child care e car, Poqer Ralph Ls ohe of the brightest minds In'the BASCELY o2 the

centers across the street fiom noo-profit child care centers. What you are asking - and as
a former YMCA staff member you mast be sware ~ is for the YMCA to change its 150-
year-old mission of serving communitics, including the health and fitness noods. We can
not.

commercial health, ¢
letter was well conceiw
to his writing was noth.
protect your owm job, ©

acquet and sportaclub business. His appeal to you in his
well founded and srticulately written. Your response
3 more than clear svidence of your persomal desire to
of protecting the NO TAX SHAM called the YMCA!

My friend Roger
o tell you mow that we are coming after your free cide.

Ralph i3 the Mr. 1 am not. 1 am here

Starting with the

Mice Guy in our industry.

1 wish your business wefl. I wish the industry well xpluwmdﬂln‘llhum

YMCA of the USA. » 101 North Wackes Drive » Chicago, linoks 60606

3126770081 « ol free:

net

+ g/ /ey

» faxSE

b, s by e all

Norm Cates,
Publisher and Editor
The CLUB INSIDER News
i1st President and Co-Founder of INRSA-1581

Very mincecely yours.

Je. 7.

mission is very different from IHRSA's, o its Pave adyou will ses on page #2 of the enciosed December, 1995 edition of
The CLI JER News, we ace going to start a grass-roots movement in all of
. che 15; health clubs in America to expose your YMCA's free tax
Sincerely, clda an ke it away, This full page ad will be mailed to the owners of
every 1 it commercial health club in America. They, in turm, will be asked
WM_\ to display the ad in their clubs and copy and distribute the sd to the local ¥
Boards, city and ceunty commissioners, state lsgislatures and the U.5.Congress.
David R Meccer Mr. Mercer, you would have been wise to have accepted Roger’s civilized and
National Executive Director sirple request to mest.You might have learned some things that would save the Y.
YMCA of the USA

cor YMCA Board of Dizectors
IHRSA Board of Directors
Mr. Hoger Ralph
Mr. Jobm McCarthy

P. 0. BOX 681241 + Marietta, GA 30068-0021 - ITN) 850-8506 FAX (T70) 933-9698

THE
BEL AIR
N =) ATHLETIC CLUB

Finess, Fus, § FA».:.L,,!
October 21, 1999

Mr. David Mercer
Executive Director
YMCA of the USA

101 North Wacker Drive
Chicago, lllinois 60606

Dear Mr. Mercer,

After reading a quote in
the August issue of The Non-Profit
Times, I could hardly believe my
eyes. You were commenting on a
decision by a Tennessee official that
recommended the revocation of tax-
exempt status for parts of 13 YMCA
facilities. You were quoted as fol-
lows:

“YMCA’s are committed
to serving the whole person and the
whole community and there are
those without such a mission who
see the YMCA as a threat to their
recent, wholly commercial enter-
prises. New on the scene, their vi-
sion is to weep and wail when
YMCA’s serve the community in a
much more meaningful and holis-
tic way than they can dream of.”

These sentiments de-
mean all of us in the health club
industry who care about our com-
munities, our employees, and so-
cial issues. I do not wail, nor am |
a weeper without visions or
dreams of a better society for all.
Neither is any other club owner |
know. In fact, little difference ex-
ists between the attitudes and val-
ues systems of most taxpaying
health club personnel and most y
personnel. We all want to improve
the body, mind and spirit of our
members and employees, and
have a positive impact on our com-
munities. In fact, I used to work
for the YMCA and share these
values.

Business Has A
Responsibility To The
Communities It Serves

Like many of my col-
leagues in the taxpaying health
club industry, | believe business
has a responsibility to the commu-
nities it serves, Most health club
owners are also active members of
community organizations. They
are Rotarians. They serve on lo-
cal Boards of Education in their
communities. Your characteriza-
tion of all health clubs operators
as malcontents concerned only

about money is not only
cartoonish, but it is also harmful
to the country, to the YMCA won-
derful volunteer spirit, and to the
YMCA movement as a whole.

Derisive Tone Hurts
the YMCA

This derisive tone of
the Y's national leader and spokes-
person, and your apparent refusal
to sincerely consider the legiti-
macy of the fair competition is-
sue will eventually hurt the
YMCA. As someone who shares
the stated ideals of the YMCA,
this is troubling to me.

Over the past eighteen
months or so, our industry lead-
ers have noticed that the YMCA's
new public relations strategy
seems to employ three specific
tactics.

*First, attack the taxpay-
ing health club industry. -

*Second, emphasize the
differences between Y's and tax-
paying health clubs, even if the
differences are insubstantial. (This
may play well in the press. Nev-
ertheless, I think Editor Stephen
Kendall, in the April 1998 issue
of YMCA Perspective, was far
more honest about the new Y's
that keep popping up in corporate

malls and affluent neighborhoods.
‘.....those pesky health clubs just
won't go away. Worse, there isn’t
much difference between fitness
the "Y" way and fitness the health
club way. We just haven’t been
special. If the fitness market was
huge, this wouldn’t be a problem.
Y's and health clubs could share
the market and everybody would
be very successful. But we all
have been selling to a limited
market - the small minority of
Americans who exercise regu-
larly.”

*Third (and most dis-
turbing), claim that the national
YMCA has no influence over lo-
cal Y's. Claim that local Y’s are
simply responding to the desires
of the community.

If we can put the rheto-
ric aside for a moment, | suggest
that the leadership does affect Y
programs locally. Every organi-
zation knows it is the leadership
that establishes the vision , cul-
ture, strategy and tactics of the or-
ganization as it fulfills its dreams.
You and your successor, along
with current Board members, es-
tablish the direction and tone of
the organization throughout the
country. Rationalizing away le-
gitimate issues by claiming your
hands are tied is an abdication of

true leadership, a cheap way to deal
with those “pesky” health clubs.
This tactic begs the most critical
question of what the YMCA should
be in the new millennium.

The Proper Role
CA

of the

I can’t say this strongly
enough: In no way am [ critical of
the many valuable programs for
which the Y so richly deserves sup-
port. There is a vast difference,
however, between true charity and
a program of facility construction
targeting those who can afford a
health club.

Whether or not the
YMCA pays property taxes is far
less important than what Y Boards
and communities everywhere be-
lieve is the proper role of the
YMCA. There is a direct correla-
tion between the basic economic
condition of individuals and fami-
lies and core quality of life issues:
health status, education level, drug
usage, crime levels, teen pregnancy
and frequency of exercise. This is
a conclusion reached by nearly ev-
ery social scientist, social worker,
educator, health club professional,
mental health professional and re-
ligious leader. It is irresponsible
(See Roger Ralph Letter page 7)
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Hcre we go with our

7th Year of Norm’s Notes! Thanks
for reading!

*Congratulations to JOE
CIRULLI, owner of the Gainesville
Health & Fitness Clubs as he was
elected to become the next President
of IHRSA. Joe will begin his term
as President next Summer when cur-
rent IHRSA President, GALE
LANDERS takes the role of Ex Of-
ficio President. Joe will be IHRSA’s
20th President and will be in office
when we celebrate IHRSA's 20th
Anniversary in San Francisco in
March, 2001!

*The CITIZENS OF
AMERICA ad on page #2 istied into
the three letters shown on page #4 of
this edition. Here is the story.
ROGER RALPH, President and
Founder of the world-class Bel Air
Athletic Club in Bel Air, Maryland
wrote a letter to the Executive Di-
rector of the YMCAs of America,
David Mercer requesting that Mr.
Mercer meet with Ralph and other
IHRSA members to discuss both op-
portunities and issues that exist be-
tween YMCAs and commercial
health clubs in America. Roger’s let-
ter begins on the bottom of page #4
and continues on page #7. Mercer's
response is shown on page #4 along-

side a fetter that [ wrote and sent to
Mercer along with a copy of this is-
sue of The CLUB INSIDER News.
Here is how you come inon this deal.
If you want 1o0-get on with this fight
with the YMCAs of America and do
the things necessary (o eliminate the
YMCA's NO TAXES SCAM, do the
following: (1) Make copies of the full-
page ad.(Its O.K. to shoot it at 80% if
you want and distribute them to: (a)
Local YMCA Board Members.
(b)Local city councilmen and
women. (c)State legislators. (d)U.S.
Congressmen/women (¢) All of your
members. (2)Post the FULL PAGE
AD inaprominent place in your club
and leave it there. Since it is obvious
that Mercer, “speaking for the YMCA
of the USA™ has no interest in peace-
ful co-existence, now isas goodatime
as any to get on with this fight and
getitover. It will be a marathon nota
sprint and will take all hands on deck
to get the job done. Remember, the
first shot was fired by Mercer!
«COACH LOU
HOLTZ, the Head Football
Coach of the University of South
Carolina, gave a terrific speech at
the IHRSA/Athletic Business Con-
vention in Orlando, December 3rd.
Coach Holtz delivered a terrific
message that inspired the entire
crowd and was laced with great hu-

mor. The amazing thing about this
speech was that here was a man
speaking to a crowd of over 2,500
about what they need to be a success
in their life, who was facing some of
the toughest times in his life. He was
wonderful. He was incredible. His
mother had just passed away 3 weeks
before, his wife BETH has been bat-
tling cancer for the last year and his
first football team at the University
of South Carolina, had just finished
withan 0-11 record! Lou Holiz is an
amazing man. He has been a Head
Coach at William and Mary, North
Carolina State, Arkansas, Minnesota,
the New York Jets, Notre Dame and
the University of South Carolina, and
he has deliveréd winning records at
every school. Coach Holtz coached
the Notre Dame Fighting Irish (o a
National Championship in 1988,
Coach Holtz' message contained 6
key points for success: (1)We must
develop a proper and positive
attitude (2)We must take pride in
making a sacrifice willingly in order
to succeed.(3)We must understand
what we are trying to do. What is our
purpose? (4)We must have a dream,
a goal. (5)We must develop a com-
mitment to reach our goal. 6)Show
people you care. Share a kind word
when you can.” [ would bet money
on Lou Holtz’ chance for bringing a

EClul insider

* NORM'SNOTES ° &

winner to South Carolina. And, 1
would urge you that if you ever get
the chance to hear the great Coach
Lou Holtz speak, BE THERE!

*Check out our new fea-
ture beginning this month on
page#18. GREGG HINTHORN
of the Health Resource Center has
provided a camera ready ad slick
for your club’s use. Just clip the ad
and copy it according to the instruc-
tions shown.

*Bally Total Fitness’
stock is on the rise again. Recent
3rd quarter results were very good.
BTF was just featured in a very
positive article in Barron’s Maga-
zine. Bally has now installed an
in-club, radio network that provides
selected music and will provide
BTF with advertising revenues. The
first three advertisers to sign on are:
Moosejaw.com, Pep Boys and
D.O.C.Optics. BTF has also en-
tered into an agreement with
Sunkist Oranges to distribute
200,000 - 30 day Trial Guest Passes
inside bags of oranges. And one
more thrust for BTF is that they
have entered into an agreement
with MBNA America to distribute
anew co-branded Visa Card. LEE
HILLMAN continues to work his
magic at Bally Total Fitness.

*THE ROBERT J.

DECEMBER ISSUE

Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

DEDMAN FOUNDATION has do-
nated $7 million to Florida State
University’s Graduate School of
Business and the funds will be focused
on the hospitality and golf management
curriculum. Also, Pinehurst, Inc. a
subsidiary of ClubCorp, has given
$500,000 to the Boys and Girls Clubs
of Moore Country.

*MARK SMITH and BOB
GIARDINA of Town Sports Interna-
tional have TSI hitting on all cylinders!
For the 12-month period ending Septem-
ber 30, 1999, TSI revenues rose 519 from
$98.2 million to $140 million. TSI now
has 83 locations in operation.

*KENT LEHNHOFF,
Gold’s Gym Investments, Inc. Vice
President of Franchising has an-
nounced that the Legends Group in
Atlanta have made commitments to
build 9 more Gold’s Gyms in the At-
lanta area. GORDON JOHNSON
and the Legends Group are a terrific
bunch of guys and have a great plan
that seems to be working well.

*RUDY SMITH has an-
nounced that he is going to build two
new clubs in Las Vegas to go along
with the 4-club, 50,000-member group
he already has in place. Rudy’s Las
Vegas Athletic Clubs recently were
honored by the Las Vegas City Life
News as being the “Best of the Val-
ley.”

«.'99 Review

continued from page 3
year of operations. Jazzercise now
has over 4800 instructors in 38
countries around the world and pro-
vides 20,000 classes weekly to their
nearly half million students.

*Nautilus Sports Medical
Industry was purchased by Direct
Facus, Inc., the makers and sellers
of Bowflex Exercise Equipment.
Direct Focus, Inc. CEO and Presi-
dent, Brian Cook denied rumors
that Nautilus would cease manufac-
turing commercial equipment and
that they were going to close the In-
dependence, Virginia factory.

*Club Sports International
was rumored to be negotiating the
acquisition of the 7 WellBridge Fit-
ness Centers owned by Monsanto.
The rumor was confirmed later
when the deal closed.

*More rumors fly as
Crunch Fitness of New York City
enters into discussions to acquire
Sportslife’s 6 Atlanta area clubs.
Doug Levine, owner of Crunch Fit-
ness, projects Crunch’s 1999 rev-
enues to reach $64 million.

*Tony delLeede, owner of
Australian Body Works in Atlanta
opened his 20th location.

February- 1999

.Bally Total Fitness -
Then and Now was our Cover Story
for the February, 99 edition. In that

article The CLUB INSIDER

News chronicled the evolution of
the Bally Total Fitness club chain
and included the good, the bad
and the ugly. We reviewed the
history of the organization. We
fast forwarded from that histori-
cal prospective to the timeframe
when Lee Hillman became the
new Bally Total Fitness CEO and
President in October, 1996. The
article included a description of
how BTF was changing in many

positive ways and listed a number
of items that were surprising to
many of my long time industry
friends. That list included: installa-
tion of physical therapy in some
BTF clubs, developing a retail line
of nutritional supplements to be
marketed in BTF clubs, Co-brand-
ing of Mastercards, the institution
of a Sports Medical Advisory
Board, a deal with Time, Inc. for
distribution of a variety of maga-
zines in BTF clubs, an agreement

EClub
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with Sports Display, Inc. for in-
club advertising/bulletin boards,
installation of chiropractic ser-
vices in some BTF clubs, a huge
capital improvement investmerit
to overhaul and/or re-equip 250
of BTF’s existing 320 clubs. Af-
ter meeting with Lee Hillmans’s
Executive Management Team and
a full day at the Bally Total Fit-
ness he.sdquarlcr:: I recom-

mended to my IHRSA friends that it
would be a good time to revisit the
possibility of [HRSA membership
for Bally. My suggestion was not a
complete endorsement of the idea,
but instead, simply a suggestion to
my IHRSA friends that I thought that
maybe now IHRSA and the industry
in general would benefit if BTF were
a member of IHRSA. At the IHRSA

(See '99 Review pagc 18)
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Increase Retention By Giving Members Key Strategies
For Sticking With Their Exercise Program

By Casey Conrad

Rclcnlion: it is one of

the biggest buzzwords of our indus-
try right now. With good reason!
Unless a club can stop the flow of
members out the "back door" new
sales only-replace lost members and
the club's membership base doesn't
grow, either does the revenue. But
exactly what is "retention?" Some
people think retention is the num-
ber of members who continue to
renew their club membership year
after year. Although that may be
the case from a purely revenue
based perspective, as an industry
retention goes a lot deeper.

To get technical, Webster's
Dictionary defines retention as the
"Power or capacity for retaining."
Retaining means "To hold or keep
in possession; o continue to prac-

tice and use.” | propose that from
a club operator’s perspective, re-
tention should be seen as the abil-
ity to keep members through
regular use of the facility - not
just because they haven't can-
celed their membership yet.

So, simply stated, reten-
tion is all about usage. Certainly
there are a number of factors that
will affect usage - cleanliness of
the club, friendliness of the staff,
environment of the facility, inte-
gration into the club, etc. When
it is all said and done; however,
the bottom line is that most indi-
viduals will not continue to pay
money for something they are not
using.

Therefore, the key to
increasing retention is getting
members to regularly use the fa-
cility. In fact, after extensive re-
search over the past few years it
has been discovered that if a club

SPRINGFIELD CORPORATION
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can get someone to use the club
an average of 1.8-2.0 times a
week, the chances of their con-
tinuing as a member greatly in-
crease.

So, the 10 million-dol-
lar question is how do you gel
members to use the club more?
Research by a number of promi-
nent behavioral psychologists
who study what makes people
change their behaviors identifies
that an individual must go
through six specific stages in or-
der to permanently integrate a
new behavior. This model ap-
plies to everything from stopping
smoking to changing one's di-
etary habits to becoming a regu-
lar exerciser. The stages are as
follows:

Stage 1 is Pre-contem-
plation. In this stage an indi-
vidual isn't even aware that they
should or need to change their
behavior. Contemplation is the
second stage and this is where an
individual becomes aware of the
need to change but his self-talk
only suggests that he "should"
change, not that he will. The third
stage is Preparation. In this stage
an individual not only recognizes
that he needs to change but also
begins to formulate plans for how
he will change. Stage four is
Action and it is exactly how it
sounds; an individual makes the
commitment to change by throw-
ing the cigarettes away, by begin-
ning the diet, by joining a health
club, etc. Stage five is Mainte-
nance and in this stage an indi-
vidual must fight to maintain his
new behavior, it is a conscious
effort and is difficult to stick to.
The final stage, six, is Termina-
tion. This is where the individual
has successfully integrated his
new behavior and the chances of
his reverting back to old habits
greatly diminish.

As it relates lo retention,
stage five, Maintenance, is where
the important work begins. For it
is this stage that a member must
be given specific tools and strat-
egies for successfully sticking
with his new exercise program.
Through a number of the differ-
ent research projects and publi-
cations, a study was done by
Jamie Fairley at the Courthouse
Plus Club that identified 10 key
factors that positively impact a
new member's ability to stick
with an exercise program. Each
of these factors plays an impor-
tant role in helping a member take
responsibility for his role in cre-
ating a new behavior. From the
study a tape program entitled
"Discovering the Ten Secrets to
Sticking With Your Exercise Pro-
gram" was produced. Here are
excerpts from that tape regarding
each one of the 10 secrets.

Secret # 1: Help Mem-

bers "See Them-selves"
As An Exerciser. The
IHRSA Vanguard Study,
conducted by Dr. Chris-
tine Brooks, discovered
that the #1 reason people
don't even walk into a
health club is that they
don't believe they will "fit
in" and that everyone at
the club is a hard-body
running around scantily
clad. A new exerciser
sees himself "different”
than everyone else. Per-
haps they have negative
memories of themselves
being the last one chosen
for the kick ball game or
being uncoordinated in
gym class. Whatever the

root of their concerns are,
the fact is that if a new
member doesn't quickly
feel comfortable in the

Casey Conrad

club, the chances of his continuing
greatly diminish. Therefore, it is
important to change a new exercis-
ers paradigm regarding how he "fits
into” the club.

Perhaps the most impor-
tant place to begin discussing this
issue with a new exerciser is on the
tour, prior to his joining. One way
to do this is to have the salesperson
bring it up in his conversation.
"You know, John, many of our new
members say that prior to coming
into the club they expected every-
one in here to be a "hard body," and
they were concerned that the club
wouldn't have a program suited for
them. Was that a concern of
yours?" Once the customer replies
(and they usually say, "Yes,") the
salesperson can follow up. "Now
that you are in here and can see the
diverse membership base that we
have in terms of age, size and fit-
ness level, how much more com-
fortable do you feel beginning an
exercise program?” As simple as it
sounds, a conversation like this will
help the new exerciser to "see” the
diverse membership and begin to
feel more confident that they will
fit into the club.

Secret #2: Help New
Members Manage Their Time.
Of course, time is one of the most
frequently heard objections by both
existing members who are not us-
ing the club as well as prospects
who are justifying why they
shouldn't spend the money and join.
The bottom line is that exercise, like
any other new behavior, will take
time to integrate into one's daily
routine. That means a concerted
effort will have to be taken to make
it areal habit. Research has shown
that if an individual makes plans as
to exactly when he will exercise,
AND writes it down, he will be
more apt to stick with the sched-
ule. This makes it relatively easy
to help a new member manage his
time. During the tour with the

salesperson (which will help over-
come the time objection- before it
comes up) or later with the fitness
coordinator on their first workout,
every new member should make a
schedule of workouts for himself.
Simply have blank, one-month cal-
endars in each department. With
the blank calendar in hand have the
employee walk the new member/
prospect through the following time
management exercise.

"John, studies have shown
that people who actually carve out
a schedule of workouts for them-
selves are much more likely to stick
with their exercise program than
those individuals who just try to
make it in "when they can." That
makes sense, doesn't it?" Great, so
if you were to say there were two
days a week that you can absolutely
commit to getting in for a workout
- just as if it was an important ap-
pointment - what two days would
that be? Okay, what time of the day
would you be coming in, morning,
afternoon or evening? (Then pin
them down with an exact time)
And, how much time will you be
able to commit to your workouts,
30, 45 or 60 minutes?" Finally, if
you needed to choose a third day
that would either be an additional
workout or a back-up day in case
something came up on your two
primary days, what day would that
be? (Then get exact times and
amounts of time.) Now, looking at
these times you've given me, as |
have them written o this calendar,
is this realistic for you?"

Again, this isn't a difficult
process to do. In fact, it is quite
basic but the psychological process
of having the customer externalize
their commitment, your writing
their times down on the calendar
and then handing them that calen-
dar to put up on their refrigerator is
powerful. Not only will it greatly
reduce the chances of a prospect

(See Casey Conrad page 8)
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...Roger Ralph
Letter

continued from page 4

for any charity whose focus is com-
munity development and service to
ignore this reality. What will be the
actual allocation of the Y’s energies
and resources over the next 100
years?

A Waste of Resources

“ ith the growth of

quality health clubs that have a
broad community orientation, the Y
no longer needs to build capital-in-
tensive, large-scale fitness centers
in neighborhoods that can support
a market-based, taxpaying health
club. Some Y representatives argue
that to abandon this strategy is to
go broke. If this were true, the Boys
and Girls Clubs of America and the
Salvation Army would be declining
rather than thriving organizations.
The health club industry continues
to challenge the legitimacy of the
YMCA's tax-exempt privileges
when specific Y's function prima-
rily as health clubs. The Y has won
some of these legal battles, and
we've won others. Doesn't it strike
you that this wrangling through the
court systems, and with local tax as-
sessors, ultimately wastes energy

and resources? Doesn’t it inhibit
the development of mutual under-
standing and productive relation-
ships? Can we not think more
imaginatively than we have in the
past? Can we not pool our re-
sources and work together? I sug-
gest that the perceived distance be-
tween.our “official” positions is an
artificial obstacle, exacerbated by
a needless lack of goodwill.

If the challenge to its le-
gitimacy continues, the Y has ev-
erything to lose, and nothing to
gain. Support of the Y is based on
the broad public perception of the
Y as a neighborly charitable
group. The public has the impres-
sion that the Y primarily serves the
disadvantaged. When facts refute
the perception, public support
weakens. When people learn that
the Y, with $3.1 billion in annual
revenues, provides financial assis-
tance to less than 10% of its mem-
bership, they are surprised. When
they learn that some YMCA's
don’t think twice about building
$5,000,000 facilities in the
wealthiest communities (such as
Reston,Virginia), they are sur-
prised. When they learn that the
tax-exempt Y, on a $5,000,000 fa-
cility, enjoys a $600,000 annual
cost advantage over a taxpaying
health club (see Fair Competition
Chart), they are surprised. | can

tell you from personal experience
that donors to the Y are simply
unaware of these facts. When they
hear another point of view (usu-
ally for the first time), they ques-
tion the appropriateness of their
donations.

Building a Spirit of
Trust that Replaces
Suspicion

My hope is that the Y

leadership will work with the
health club industry in the century
before us, cooperatively and con-
structively, to build a spirit of trust
that replaces the suspicion and
skepticism that now exists on both
sides. As we begin this new mil-
lennium, the leadership of the
YMCA and the International
Health, Racquet and Sportsclub
Association (IHRSA) should chart
a course together. We should
strengthen our respective abilities
to serve our communities in ways
that are complimentary and
aligned, rather than in conflict.
Why shouldn’t there be
joint projects between YMCA’s
and taxpaying health clubs? Why
not work on issues where partner-
ship will provide better programs
for the community than other wise
possible? These could, for ex-
ample, include self-esteem pro-

grams for teens; joint staff train-
ing for before and after-school
care services, on site and off; com-
munity-wide health promotion
programs; support by IHRSA
clubs of specific Y programs,
projects and facilities; teen pro-
grams at taxpaying health club
sites in instances where the Y's
youth programs could better serve
the community, and the like.

As the taxpaying health
club industry matures, many of its
players are already building facili-
ties and providing services that are
much more than health clubs. This
development should be encour-
aged. My dream is that what the
Bel Air Athletic Club does now
will be done in the future by many
more health clubs.(I've attached
some additional information
about the Bel Air Athletic Club.)
They will truly become taxpaying
community centers for the areas
they serve.

Forgmcg a New Model
f Cooperation

Thal there are so few
models of cooperation to cite is
the failure of both organizations.
Let’s change this. Only leadership
from the Boards of the YMCA
and IHRSA can realize this dream.
What could be more appropriate

in the year 2000 than the Y and the
taxpaying health club industry
jointly convening a leadership sum-
mit? Let’s educate each other about
our mission and activities, sincerely
discuss areas of conflict, and iden-
tify areas of cooperation. Let’s em-
bark on a long-term strategy to use
resources wisely. This can only im-
prove the quality of life for all
American’s, while strengthening
the YMCA's ability to fulfill its
worthy mission.

| invite you to visit with
us here in Bel Air

Sincerely yours,
Roger S. Ralph
President

Ce: YMCA Board of Directors
IHRSA Board of Directors
The Non-Profit Times

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

Buying Prof | Fitness Equip IsA
BUSIN!'SSEXFENSF.I

That's why YOU nesd solubons to help you oot costs
without sacnificing dumbility or name brand  You know
lowering the cost of doing busmess directly unproves
bottorm-line profits.

Warldwide Fitness, fnc. has u way for you o umprove
peofits by reducing your operating costs.  Without your
members having any sdes that you dadn't buy brand new

and spend twice as much a8 you did |

Warldwide Fitmesy offers fitness center products that
have alresdy depreciated m value. We provide you o consis-
tent supply of Bank Repevsessed, Refurbished, Brand
New, and Factory Blemished gy fitness equipment

We Believed Buviness Cwsers Wanted to Save Moncy On

Operating Caxty To Free Up More Capital Te Grow,

IF you buy your cardio squipment from Worldwide Fit-
mess and save $30,000 And you add this new found capital
i youdr advertising and smarketig budget, you will see expo-
nertml growth in cash flow and profits. Thes $30,000 savings
can bang in 200 extra memibers. 1 you get $330 for each
new member in the first year, that's $70,000 added 1o your
groes sales. That's extra ncomne over and above what you're
already daing

Could your husiness use an extra $70,000 7

We Invest Cver $250,000 Every Month
To Assure You Save Money.

Th:ﬂwkwmnulhnpmm With over 25
d $50.000. Mors than
smouumhnldmhun Orver 20,000 a wonth s spent on
replacement parts to refirbish the equpment.  The cost 1o
buy this depreciated equpment 1 over 5150,000. The potnt
i we have made the necessary mvestiments o imire a
conaitent and reluble product for you

‘We've pul oumelves i a posstion that forces ux b perfonn
for you or we don’t make 2 profit 1'm not trying o mpress
you but | want you to see our commutiment. We st satisfy
you o you will buy from s onn your next fitness room
project and refes more customers 10 is. We can't service our
huge overhesd without repeat busi

Guaranteed To Look Like New, Work Like New, And
Make Everybody Think VHIMMM

warchouss with over 1,000 machines on racks 3 stories high
It looks Like 50 health chibs went out of busmess and we
Tought all thew inveritory. When we our them thoough our
sateof-the-art remanufachinng facility, they say they've
never szen anythung bke & When they see our fimished
product they thank i's brand new, and afier we convinos
them that it is not, they say they will never buy brand new
fitniess equignment again.

We Make The Buying Process Simple, 5o You Can Spend
Movre Time Running Your Busimers

Your time ts valuahbile so we make the process sasy. Jt stants

wath a phone call from you, to one of our custorner assistants.

We warranty thiv equipment, gve you & National service
techmcian network, and give you 24 hous techriical infoma-
Bon on our award winning website.  You see, the only
equipment we sell is the top brands: LifeFitvers, Cybex,
Stairmaster, Tratter, Precor, Star Track, Paramount, Tec-
trix, Quintom and others. These manufacturers have built &
national service network that we have access to when our
customers need service  ['s s casy for us fo repair &
treacmull o New York a5 it i in Califormia. We take cars of
yous busiriess

We Have (ver 1,300 Custonvers That Yeou Can Speak
With To Give You Buping C

You can't take advertising state-
mients as fact  We understand this, and muke accessible to

¥ou our past custoiners o you can make your own ;udge
menis, we don't wan! you o make o mistake.  'We want (o
make vure (his is the right by for your business

“Worldwide Fltness Saved Me Over S150,000 And My
Maintenance Staff Still Thinks The Equipment War Brand
mew, | Don't feet I Sacrificed Anything. 1 Will Do All My
Future Purchases With Worldwide.”

(Mike Boccieri is the CEO of 3 YMCA' )

*1 Bought My Equipment From Weorldwide For my sec-
ond Club, | Saved Over 325,000 And Used These Savings
To Increare My Advertising Budget  This Extra Advertis-
ing Moncy Allowed me To Hit My Une Year Sales Goalr In
My First %0 Daye."  Stephen Pries; MS. Fitness Health
Cluk

You are asked some questions to provide us with needed
mformation.  Next, s complete packet of mformation ks
expressed out to you This packet contains: A video tour of
our facility, s customized video of the machines you need. A
proposal with all your options, prices and freight charges,
oo layout if needed, samgiles of bber foonng and other
samples

When you receive your packet you'll get & follow up call
from your customer assistant to answer any guestions
‘When all your questions are answered and your proposal
fooks better than any of your other options, you can get the
dheal started by fiodng us o copy of your 50%deposit. Tech-
nology has provided a time saving paymeni solution calied
“Checks-By-Fux'  Of course you can mail your deposit if
you want. This way your order starts inmediately,

Yeu Can't Afford To Pazs Thix Up Witheut At Least
Gesting A FREE Packet And Proposal
The pressure to grow in today’s business climate is high
Grow or die s the rule of the futare.  You have to look at all
your opticns and do what gives you a competitive sdvantage
Your customers think the best fitness squipment is what you
provide them. They ke the equipment yoor staff trains them
on. A treadmill mads 2 years ago is no different than the ons
made yesterday. The only differsnce is how much money it
cost YOU. How much of your opemting capital had o be
used lo aequire the new equpment? Anybody tan spend too
much monsy. The most successfil and wealthy business
people ate the most spend thnfty
Call T14-283-0355%23 Today. Send an emall to

Get A FREE Video Tour and Packet
8o You Can See For Yourself.

wwisi@ni.net, and'or go to our award winning
website  WWW.Worldwidefitness.com

Sincerely
Steve Paterson

Worldwide Fitness, Inc

P.S. It's hard to grow a business and waste
maoney af the same time.
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New Year Resolutlons Show In Health Clubs
Relevant Percent of Club Members Will Join in January

Bostnu, MA.- This
January, health and fitness clubs
will see an influx of new members
all looking to fulfill their New
Yearns resolutions to get fit, lose
weight, and tone up. Eleven percent
of all people who will join a health
club will do so in January, accord-

ing to Profiles of Success, the In-
ternational Health, Racquet &
Sportsclub Association’s (IHRSA)
annual industry data survey of the
health club industry.

The study indicates that
clubs will generate just over 28% of
their total membership sales during
January, February, and March, mak-

ing the first quarter the busiest of
the calendar year for the industry.

Consumer research con-
ducted by American Sports Data,
Inc. for IHRSA, discovered that
the top five reasons health club
membersn exercise are: for
weight control, for increased en-
ergy, to develop muscle tone, to

feel good afterward and to improve
their cardiovascular condition. Sig-
nificant percentages of club mem-
bers also indicated stress reduction
(79%) and improved self-esteem
(74%) as motivations for exercise.

Currently there are 29.5
million health club members in the
U.S. = an all-time high = and in-

dustry revenues are estimated at
about $10.6 billion.

For more information on
how to choose a club, demographic
information on health club members,
industry growth statistics, tips to
sticking with an exercise program
and more, open the attached docu-
ment. )

...Make It Fun

continued from page 3

and about 50 training sessions pro-
vided for the attendees. Training ses-
sions included: “Teen Power” and
“How To Make All Guest Experi-
ences Entertaining.” Other related
training sessions that could be applied
to our business included: Certified
Pool Operator Class, Training the
Trainer Course and the Amusement
Facility Management School.

The exhibits were vast and
included all kinds of electronic en-
tertainment developmentsand a huge
variety of signage alternatives for
both fixed signage and special event
promotions. The ‘Soft-Play’ exhib-
its offered a great variety of oppor-
tunities for club owners that want to
beef up their environments for kids.

AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

APPLY

shop/exercise elements.

you.

Athletic exhibits included several
huge rock climbing walls, a minia-
ture ice hockey arena, golf domes,
miniature golf courses, laser tags sys-
tems, high-tech swimming pool fil-
tration systems, a S-sport Multi-
Sport Stadium with soccer, hockey,
basketball, football and baseball.

There were facility deco-
rating companies like Preserved
TreeScapes International, a large
number of design/architectural com-
panies, several equipment leasing
companies, insurance companies,
tent and canopy companies, locker
companies, pool decks and pool fur-
niture companies, jogging tracks,
water parks, a variety of printing
companies and a large variety of
companies with promotional cards
and private label cards.

In short, this convention
and trade show is a terrific way for

you, as a club owner/operator, (o
“look outside the box™ with re-
spect to your club’s offerings.
Your imagination can just run
wild when you are there and |
guarantee that any club owner/
operator will find some things that
they will bring home to their club.

The next IAAPA Annual
Convention and Trade Show will
be held in Atlanta, Georgia, No-
vember 15-18, 2000 and I would
highly recommend it. In the mean
time if you want to reach IAAPA
to obtain literature on their Asso-
ciation and terrific exhibitors go
to: www.iaapa.org or fax your re-
quest to: (703) 836-4801 or write
to: The International Association
of Amusement Parks and Attrac-
tions, 1448 Duke Street, Alexan-
dria, VA. 22314,

..Conrad

continued from page 6

giving the salesperson the "I don't
think I'll have the time" objection,
but it will give them a plan to fol-
low while they begin to make a
new habit.

Secret #3: Help New
Members Create Positive Asso-
ciations Towards Exercising,
Earlier on secret #1 we talked
about how many people do not
think they will fit into the environ-
ment at a fitness facility. Often this
is because the person has a nega-
tive associalion towards exercise.
An association is a neurological
response in the body based on a
thought in the brain. Forinstance,
you may think of an individual and
get asmile or an overall good feel-
ing. Likewise, you may think of

IS NO ONE TO TALK T0?

NOw! and experience...

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

"I look forward to each Roundtable session as a
chance to step back and clear my mind. The
combination of friendship, ideas and renewal of

nmy own energy have made the sessions invalu-

able."

You NEeD TO BELONG TO A Faust MANAGEMENT CORPORATION
CrLuB Execunive RounprAaBLE!

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

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

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

“I consider the Roundtable a
critical resource for my
business, it gives me a

competitive edge. The seminar

and new ideas, as well as a

chance to learn about myself,

have helped me to become a
better manager."
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“can change.

another person and become mad or
disgusted. As human beings we
make associations with everything,
including the process of exercising.
Many people have negative asso-
ciations towards exercising either
from a bad childhood experience or
something that happened later on
in life. Regardless of the root of
the association, if someone has
negative responses in their body
simply from the thought of exercis-
ing, he will not look forward to par-
ticipating, hence, he will find rea-
sons not to go to the club.
Of course, associations
Think of members
who were intimidated, non-exercis-
ers when they came to the cluband
now are your most loyal-and avid
exercisers. Through positive expe-
riences at the club, they created
(See Casey Conrad page 13)
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By the year 2000, the
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Clubdoc' Corner

By Mike Chaet Ph.D.

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

Q. What marketing strat-
egies do you recommend?

A. We believe in an inte-
grated approach to marketing com-
bining internal promotions with
external promotions all being
capped off at the end of the pro-
motion, before the next one starts.
There are 5 or 6 marketing seasons
that this strategy must be tied into
starting with the Fall, holiday sea-
son, Winter, Spring and Summer.

For complete details in marketing
I suggest you review our book
entitled, "How to Manage Your
Club for Maximum Profit." There
are several complete chapters on
marketing startegy. One word of
warning though is that there is no
magic marketing bullet. Market-
ing success must be measured
over a long period of time, similiar
to long term growth in the stock
market. _

Q. How does the nuclear
family fit into your marketing
plans?

A. The implications of
the nuclear family are simple, the
BabyBoomers are the, 50 plus
segment. We better have a suitable
product for them. Fitness has
changed from high impact to non
impact. We must keep up with this
huge market segment, or perish.
Their children are not tuned into
clubs as of yet. It will be our job

Weekly Marketing Insights
For The Club Industry

P> The only “how-to” Faxletter for
club owners, general managers
& sales/marketing directors!

P Immediately-usable marketing
action ideas in each issuel

P> We do research; you reap the
benefits! We research 100+
business periodicals for you!

P> Only $159.00 per year (Less
than $3.10 per week).

P Subscribe now, call

800-778-4411

A PUBLICATION OF CLUB MARKET VISION™

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128

(212) 987-4300

(800) 778-4411

FAX [212]987-4227

to get a handle on what they want
and figure out how to deliver it.
As [ look at the X Games and
Gravity Games, skateboarding
and flying bicycles, 1 wonder
about this group.

Q. How would you dif-
fer your marketing approach to
interested vs. non-interested
prospects?

A. Interested prospects
are simple to sell memberships
to. Get them through the front
door and the job is 90% done.

Mike Chaet, Ph. D.

Trial memberships, guest p
and special events work quite
well here.

Disinterested parties
are the real challenge. Many are
fearfull of clubs or even think
they must get in shape before
they join a club. The best way to
reach them is to have offsite
events or seminars on weight
loss or other health-related is-
sues. Walking events work well
with this group. A follow-up in-
vitation to the club with a non-
committment program is appro-
priate here.

Q. How would you
vary marketing strategies?

A. A strategy of "rotat-
ing" marketing strategies seems
to work the best. Doing the same
thing all of the time tends to get
stale and seems to send the mes-
sage oul to the same people all
of the time. By rotating media,
messages, and graphic look you
get your message out to a
broader spectrum of people.
Kind of like being in a parade.

. Q. Do you prefer inter-
nal or external marketing?

A. As | said before, in-
ternal and external must be used
together. The member referral
program is much more effective
when the sponsor has a strong ex-
ternal program to offer their
friends. As a matter of fact, using
them together is one of our cardi-
nal rules.

Q.What would you sug-
gest club operators do during a
recession?

A. We love recessions in
regards to making strong strides
forward in the club business. The
first thing most people do is cut
advertising during a recession. We
advise our clients to double their
advertising. We also suggest the
product (memberships) be sold on
the basis of being a great value.
What else can you do every single
day for about a dollar, or so each
day? What a great value.

Many of our clients have
been able to buy out their compe-
tition during a recession for 10%
of the value. At the end of the re-
cession, they are stronger than
when they went in.

Q. What is your progno-
sis for smaller clubs (2000 sq. feet)

A. If a club is the only
club in a market it may be okay for
a while. If it has heavy competition
[ don't see a future for it. There are
many clubs opening in the U.S. that
are this size. | predict they will
dissapear in a few years because
there is not enough real profit in this
size club, In emerging fitness mar-
kets (such as outside the U.S.), they
will be okay for awhile.

Q. What are your thoughts
on choreographed group exercise
classes such as Spinning, Cardio
Kickboxing, and Body Pump?

A, I think the group activ-
ity class is a strong product. It al-
lows the member to be part of a pro-
gram and enjoy their exercise with-
out giving it much thought. It also
gives them the opportunity to be
part of a group. The program direc-
tor must keep the class content new
and exciting. People want new and
exciting ways to get in shape and
are bored easily. As long as the ex-
ercise principles are sound and the
people like it I'm in favor of it. It
gives the club a new product to sell
new members and a way to keep
existing members happy.

(MIKE CHAET is Presi-
dent and CEO of Club Marketing
& Management Services Inc, a club
consulting company located in Hel-
ena Montana. Mike is considered
by many to be one of the leading
consultants in the industry and has
received many awards for this
work. To contact Mike, you may
call him at (406)- 449- 5559, fax at
(406) 449-0110, or visit his website
at cms-clubweb.com. To receive
Clubdoc's free monthly newsletter,
simply send your email address to
clubdoc@cms-clubweb.com)
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10 Westgate Road * Weston, Massachusetts 02193
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| wish
to INSpire my members. To give them
every opportunity to get exactly what
they want from exercise. | will do
everything in my power to prove that
exercise is NOt boring. Exercise at my
club will entertain. | will capture my
members’ imaginations with sights
and sounds. | will provide members
with the best my industry has to give.

| will give them

WIRELESS

cnmq%

EXERCISE THE BODY, ENTERTAIN THE MIND.

* Wireless Exercise Entertainment
* Superb Stereo Digital Sound
* A Full Range of Systems e Easy Installation
* Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com




INCREASE
YOUR
SALES

TWO & THREE DAY TRAINING
PROGRAMS INCLUDE....

*Sales Training
Sales Management Systems
*Proven Profit Procedures

«Effective Marketing & Prospecting Program

*Membership Retention Methods

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

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

Invest in one of SalesMakers’ two or three
day training programs and see what a dif-
ference we can make in your business or
call us today to see how we can best serve
you.

SalesMakers provides solutions...
.10t just advice.

Sores Moliers

membership specialists

1.800.428.3334
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..Conrad

continued on page 8

positive associations. In order to help new
members who might have negative feelings
about exercise create positive associations.
It is important that their initial visits to the
club are wonderful experiences. This means
that clubs need to insure that new members
are given extra care and attention during their
initial visits, even if it means a higher pay-
roll expense! From one-on-one equipment
orientations to club orientations to activities
and parties that are less focused on proper
workouts and more focused on socialization,
clubs need to be creative and committed to a
positive integration for every new member.

Secret #4: Help Members Estab-
lish A Support System. Behavioral change
research clearly establishes that one of the
most important components to successfully
changing one's behavior is having a support
system. A support system can be anything
from having a buddy to work out with to sim-
ply having the emotional support of family
and friends. Although when noted this se-
cret seems obvious, it is one that few new
members think of until difficulty in sticking
with their program arises. In an effort to get
them off to a good stant, it is important that
you discuss this component with every new
member so they can take appropriate steps.
Perhaps they will want to talk things over
with their family or significant other. Maybe,
they will want to find a friend to work out
with or they might want you to help them
find a workout partner at the club. Regard-
less of what support system they decide upon,
itis the club's responsibility to educate mem-
bers on the need to establish one. Make sure
that both salespeople and fitness staff has the
appropriate information and tools to assist
members with this secret.

Secret #5: Help Members Indi-
vidualize Workouts. Although many people
working in our industry enjoy working out,
the average person doesn't enjoy exercising;
he exercises because he wants the results.
Because it is human nature to avoid what you
don't enjoy, one way to help new members
make their exercise program more enjoyable
is encouraging them to individualize a work-
out to their personal tastes. For instance,
asking a new member, "If you were to go
outside today to do an activity, what would
you prefer to do, take a walk, a jog, a bike
ride or climb a mountain?" will identify
which type of cardiovascular workout they
should gravitate towards. Asking a member
if they prefer to participate in group or indi-
vidual activities can help to direct them to
either group fitness activities or personal
workouts. Finally, after a general club ori-
entation, asking a member "From everything
that you have seen about the club to date, if
you knew you could get a great workout by
doing anything you liked here, what activi-
ties would you choose. Although this may
sound a bit strange, clubs need to be less con-
cerned with ""what" a new member does at
the club and more concerned with helping
the member do things that they will enjoy,
thereby assisting them in creating more posi-
tive associations to exercise.

Secret #6: Help Members Set Re-
alistic Expectations. Acommon reason that
people end up dropping out of a new exer-
cise program is because of discouragement.
Through a variety of "wonder" product ad-
vertisements, people come into the club
thinking that they will be able to correct 10
years of unhealthy living in a matter of

weeks. In an effort to make the sale, staff
often avoids confronting the new member
about his unrealistic expectations. This is a
terrible disservice for all parties involved. For
the member he is setting himself up for fail-
ure, discouragement and ultimately becom-
ing a club drop-out. For the club, it is setting
itself up for a lost member, or worst, a bad
referral. Neither of these situations is desir-
able.

One way to make sure that members
set up realistic expectations is provide them
with a chart of healthy weight loss along with
information on what a new exerciser can ex-
pect in terms of emotional and bodily changes
during the first few months of a structured
program. Another way to help members set
realistic expectations is to bring them through
a goal-setting workshop where member and
fitness professional discuss both short and
long-term goals, making changes and modi-
fications as needed. Although this type of
education and attention isn't a guarantee that
a new member will set realistic expectations,
it is a step in the right direction.

Secret #7: Make Sure Members
"Ease Into" Their Exercise Program. All
too often new exercisers overexert themselves
when starting an exercise program. Part of
this is the result of the member wanting quick
results but part of it is a lack of direction on
the club's part. It is much too convenient for
the staff to throw a new member on a piece
of cardiovascular equipment for 20 minutes
in an effort to finish a workout with another
member, or show them too many machines
during their orientation to avoid a second
visit. With new members, less is better to a
certain extent. Aclub is better off having new
members start off slowly but feel good about
completing their workout rather than over ex-
erting themselves, getting extremely sore and
not wanting to come back.

What this means is new members
need to be given a very clear plan of action
as to what they should do during their first
few weeks. This should include parameters
regarding time, exertion, suggested classes as
well as which ones to avoid and number of
days between workouts. Having a step-by-
step plan will give all new members a suc-
cessful strategy that will insure they ease into
their program without having a negative ex-
perience.

Secret #8: Make Sure Members
Regularly Change Their Workouts. An-
other factor that causes people to drop out of
an exercise program is boredom. Let's face
it: getting on a treadmill or bike workout af-
ter workout can get monotonous. Monotony
will lead to a decrease in motivation that will
result in non-usage. Traditionally, new mem-
bers are given a workout and are sent off to
follow that routine for 4-6 weeks or until they
approach the fitness staff for a new workout.
By the time a member gets bored, stops us-
ing the club and is identified as a "non-user,"
it is potentially too late to save them from
dropping out all together. Clubs need to be
pro-active with new exercisers and make spe-
cific appointments for them to come back and
gel a new program, try new equipment and
check form. Further, clubs should have sys-
tems in place that encourage members to try
a variety of group fitness classes or get in-
volved in other social activities that the club
may have. Infusing new and different things
into their exercise program will allow new
members to keep a high level of interest and
motivation, ultimately increasing the chances
of their becoming a happy, long-term member.

(See Conrad page 22)
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NUTRITION NEWS FROM

By Nancy Clark, MS, RD

With more than

70,000 members, the American
Dietietic Association is the
nation’s largest group of nutrition
professionals. Some of the re-
search completed by these mem-
bers was presented at ADA’s an-
nual convention (10/99). Here are
some highlights that might be of
interest to you.

SPORTS SUPPLE-
MENTS: Creatine, a supplement
reported to enhance recovery dur-
ing repeated bouts of intense ex-
ercise and help build muscle, is
particularly popular among sprint-
type sports such as rowing. Yet, not
everyone responds (o creatine. A
West Point study with 18 members
of the crew team suggests that con-

“sumption of 0, 5 or 10 grams of
creatine per day resulted in no sig-
nificant differences among the
three groups. Everyone improved
similarly with faster rowing times,
reduced body fat and increasd
body mass. This study réminds us
that hard work and good nutrition
“works” and that athletes can ex-
cel without ergogenic aids.

*Androstenedione, a
steroid hormone, is a precursor for
testosterone-the male hormone
associated with increased muscu-
lature. Andro has been heavily
marketed as an “all natural” per-
formance enhancer. Asurvey at the
Student Recreation Center/Texas
Tech University suggests about
20% of the 121 males who com-
pleted the survey had or were us-

ing andro. Unfortunately for the
health of many of these
athletes,”all natural” does not
mean “safe” or “without harm.”
Altering testosterone levels is
risky.

WEIGHT: Weight and
body image are big issues among
most people who exercise. These
issues can start at an early age. For
example, even fourth grade stu-
dents have a preferred body type.
A study of 166 African-Ameri-
cans and 55 white students from
eight urban public schools in the
Baltimore, MD area suggests cul-
tural preferences exist. That is,
black students preferred a larger
(yet healthy) figure as “ideal” as
compared to the white students
who selected a smaller figure. The
study points out the need to 1)
learn more about the factors that
influence a young child’s body
size preference, and 2) evaluate
how these preferences can poten-
tially influence the epidemic of
obesity (and eating disorders) that
is plaguing ourselves and our chil-
dren. £

*Body image is a sig-
nificant issue not only among
women, but also among men. A
survey of 200 high school male
athletes and 340 non-athletes sug-
gests only 4% of the athletes but
10% of the non-athletes struggled
with body image. The athletes felt
more content and satisfied with
their bodies. These results suggest
participation in sports may en-
hance body image in male ath-
letes—and provides yet another
reason for us to keep our kids ac-
tive!

BODY FAT: If you are
very thin and have had your body
fat measured using bioelectrical
impedence (BIA), you may have
been given wrong information. BIA
has low accuracy compared to a
highly accurate research method
(whole body potassium counting).
Yet, because BIA is inexpensive
and easy to perform, it is very
popular.

*A very low calorie in-
take can lead to energy conserva-
tion in athletes. That is, in a study
with 28 elite female gymnasts, the
gymnasts who reported the lower
calorie intakes had the higher
amount of body fat compared to
those who reported higher intakes
(1,300 vs 2,200 cals). Either the
larger gymnasts underreported
food intake, or they conserved en-
ergy due to the perceived “famine.”

The lower energy intakes
were associated with lower intake
of several nutrients, including iron
and calcium. What this means is,
if you are eating very little and
maintaining your weight, you
might want to consider eating
more—if not to better nourish your
body, then to boost your metabolic
rate. 5

AMENORRHEA: Fe-
male runners who have irregular or
no menstrual periods often believe
that running keeps their bones
strong. Wrong! The bone mineral
density of runners with irregular
menstrual cycles is lower than that
of runners who have regular men-
strual cycles. Hence, they are at
higher risk for stress fractures.

If you are a woman who
is amenorrheic (that is, lacks regu-

lar monthly menstrual
periods), you need to get
good medical follow-up.
Otherwise, you may
soon end up with stress
fractures, to say nothing
of depression because of
the psychological toll as-
sociated with injury.
Plus, you shouldn’t ig-
nore the long-term con-
sequences of early os-
le0porosis.

MORE EDU-
CATION NEEDED:
Nutrition education for
athletes is important both
to enhance performance
and to invest in future
health and well-being. A
survey of college foot-

Nancy Clark, MS,

ball players indicates 80% of 21
college football linemen believed
that vitamins were good sources of
energy. (Wrong! Vitamins function
like “spark plugs”; they are not a
source of enérgy.) More than 70%
believed that bread and potatoes
are fattening and should be
avoided when trying to lose weight
(Wrong! These carbs supply the
energy needed to fuel muscles.
They become “fattening” only
when eaten in excess with too
much butter.)

*Volleyball players also
need nutrition help. Among nation-
ally ranked female volleyball play-
ers, only 8 of 21 met the recom-
mended protein intake, and 50%
reported restricting energy to con-
trol their weight. Five reported be-
ing amenorrheic and 12 reported
“irregular” menstrual cycles—
both red flags for inadequate nu-

trition.

*A study of “vegetar-
ian” college students suggests
some may be at increased risk for
eating disorders. Eliminating meat
can be a politically correct way to
eliminate calories and fat. True
vegetarians eat adequate protein
via tofu, nuts, beans, peanut butter
and other plant foods. Non-meat
eaters simply live on pasta and ba-
gels, with inadequate protein and
fat.

(Nancy Clark, MS, RD,
nutrition counselor at Boston-
area’s SportsMedicine Brookline,
is author of Nancy Clark’s Sports
Nutrition Guidebook, 2nd Edition ~
(available by sending a check for
320 to Sports Nutrition Materials,
830 Boylston St #205, Brookline
MA, 02467 or via www.nancy
clarkrd.com)

.Cirulli

continued from page 3

With over 27 years of in-
dustry experience, Mr. Cirulli is
the owner and operator of two
clubs in Gainesville, Florida —
The Gainesville Health and Fit-
ness Center and the GH&FC Fit-
ness Connection for Women —
with over 19,000 active members.
He also shares ownership of two
rehabilitation centers with the
North Florida Regional Medical
Center, ReQuest Physical Therapy
and ReQuest Physical Therapy for
Women, housed within or nearby
his two clubs.

“We are very excited
about Joe's election to Board

President.” explains IHRSA Ex-
ecutive Director, John McCarthy
“His clubs demonstrate exactly
what kind of potential for success
exists in our industry, and as an
individual, Joe is a true leader.”
Cirulli is a national and
international speaker for the fit-
ness industry. He and his health
clubs have been the recipient of
numerous awards, including:
The Governor's
Council on Physical Fitness and
Sports Leader Award
. Gainesville Area
Chamber of Commerce Business
Leader of the Year
.. Entrepreneur of the
Year Award by a regional busi-
ness magazine
.. Induction into the

Junior Achievement's Business
Hall of Fame
.. 1996 Named among
the top 8 health clubs in the United
States by Men's Health magazine
1996 Named by
IHRSA as among the 5 cleanest
clubs in the world
.. 1996 IHRSA Sales
Team Award
.. 1997 City Beautifica-
tion Award in commercial/retail
division
... 1997 Silver School-To-
Work Zone Award for outstanding
contributions to the Florida
School-To-Work Initiative
.. 1997 Alachua County
Service Industry of the Year Award
. 1999 IHRSA Club
Manager of the Year Award

WINNING BOOKS

“If you have a question about nutrition,
food, or weight, Mancy Clark's Sports
Nutrition Guidebook will pive you the
answer. It's as simplg as that!®

ALS0 AVAILABLE
= Taaching materiziz:

— The NVT Marathon
Cookbook, 20

— Skt

Asgma

* Apdlotape: Disting Tips for Active Peaple {40 minstes; $10.95)
Sports Mutrition Giide Show (5138)
Exting Discviers & Exercise Sides (3139) + Sports Matrition Handouts (3148)
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continued from page 5

Convention in San Diego in March,
1999, a meeting of IHRSA Board
of Directors and Advisory Board
was called by IHRSA President,
Annbeth Eschback, to discuss the
status of a possible move to bring
BTF into IHRSA. That meeting re-
sulted in a conclusion by the group
that perhaps IHRSA should con-
tinue to “get to know” BTF better
for possible membership admission
in the future.

*Dave Cohan, IHRSA

Board Member and club business
leader in Pennsylvania, filed the
first complaint testing the new
Pennsylvania Act 55, the Institu-
tions of Public Charity Act. The
new law *“declassified the
“promoion of health” as a chari-
table act and stated that a charity
cannot compete with a small busi-
ness directly by offering overlap-
ping services. Cohan lost the first
round but is appealing the deci-
sion to a higher court at this time.

«Life Fitness announced
the creation of a new organiza-
tional structure to set up two di-
visions at Life Fitness. The Com-

mercial Division would be
headed by Herman Rutgers as the
General Manager and the Con-
sumer Division would be headed
by General Manager, Jerry
Dettinger.

March- 1999

. C runch Fitness

CEQ and President Doug Levine
was featured on our cover along
with former Sportslife owners,
Gerry Alles and Lou Off as the
acquisition of Sportslife by
‘Crunch Fitness was completed.
The deal was rumored to be in

the $20 million range. Alles and
Off stayed on to head up Crunch’s
Southern Region.

*Club Sports Interna-
tional closed the deal acquiring
the WellBridge Group of 7 up-
scale fitness centers.

*24 Hour Fitness en-
raged many West Coast and other
fat people when they displayed a
highway billboard depicting an
alien being from outer space and
bold print stating: “WHEN THEY
COME THEY'LL EAT THE FAT
ONES FIRST.” The gutsy move
caused a media stampede as over-
weight locals in Northern Califor-
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nia were shown marching in pro-
test of 24 Hour Fitness’ billboard
on prime time news shows nation-
wide.

*Jim Teatum was named
as the new President of Nautilus
Sports Medical Industries.

*Town Sports Interna-
tional reached 72 operational loca-
tions with 14 in various stages of
development.

*The giant Club Corpora-
tion of America purchased 24 golf
clubs from the Cobblestone Golf
Group. At the same time, Ameri-
can Golf acquired 21 golf course
from Cobblestone.

*Bally Total Fitness enters
into an agreement with KBA Mar-
keting, a division of Draft World-
wide where KBA will serve as an
agent of developing sponsorship
and other strategic partnerships for
Bally Total Fitness. Bally an-
nounces an agreement to become
the exclusive health, fitness and nu-
tritional supplement store on
Spree.com’s heavily trafficked
cyber-retail store. Guest passes and
other new products and services
will be promoted through the e-
commerce organization.

*Micheal Hoffman, Presi-
dent of Heart Communications,
announces the addition of Club
Corporation of America,
BodyPump and Operation
FITKIDS to his roster of active
lifestyle clients.

April- 1999

°O.. April, 1999

Cover Story featured a report on
the new IHRSA 50 Million By
2010 initiative. IHRSA partnered
with the Fitness Products Council,
a Division of the Sporting Goods
Manufacturers Association o in-
crease health club members to 50
Million in the U.S. by 2010 and to
100 million worldwide by that time
as well.

+Jill Stevens Kinney was
honored by IHRSA with the pre-
sentation of the Industry Service
Award.

*Club Sports International
announced on April 14, 1999, that
Tom Lyneis, Founder, had resigned
as President of CSI and had as-
sumed the role of Chairman of the
Executive Committee of the Board.

*Laury Hammel, owner of
the Longfellow Sports Clubs jn
New England, wrote a lengthly and
strongly worded letter to John
McCarthy, Executive Director of
IHRSA, protesting McCarthy’s
support of the 24 Hour Fitness
“Alien Billboard.”

*Ray Wilson's gave a
speech at IHRSA’s Global Summit
in which he told the industry that
after over 50 years in the business,
he believes that monthly dues
memberships are the only way to

go.
*SportsNation, Portland,

OR., Lake Shore Athletic Club,
Chicago, Australian Body Works,
Atlanta, Club One, San Francisco
(See '99 Review page 19)
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CLUB IN SIDER News 1999
Contributing Author Team

The 1999 CLUB IN-
SIDER News 1999 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News.

*MIKE CAMPETELLE -
Communications Consultants -
(401) 792-7009

*RANDE LaDUE- President,-
Pro*Fit Enterprises- (888) 604-2244

*MICHAEL HOFFMAN -
President-Heart Communications

(949) 489-0301

*KLAUS HILGERS- Presi-
dent-Epoch Consultants- (727) 447-
1773

*SALLY GOLDMAN-Own-
er-The Weymouth Club- (617) 696-
2627

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

*JULIAWHEATLEY- Own-
er- Women’s Fitness Center- (540)
434-9692

*SIMON D’ARCY- Presi-
dent-Business Success Teams-
(805) 566-8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-(888) 279-1537

*DR. GERRY FAUST-
Founder and President-Faust Man-
agement Corp.(858) 536-7970

*RAY GORDON- President-
Sales Makers- (800) 428-3334

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (800) 428-
3334

*ANDREW NERE-Vice
President-Innovative Lease Servic-
es- (800) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)

885-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associa-
tion- (303) 399-4545

*BRENDA ABDILLA- Pres-
ident- Club Profit Systems-
(800)448-0180

*TOM ZENNER- LifeTime
Fitness - (612) 752-7000

*NANCY CLARK, MS, RD-
(617) 739-2003

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

*MICHAEL SCOTT
SCUDDER- President- FITNESS

FOCUS- (505) 751-4236

*CASEY CONRAD - Com-
munications Consultants - (800)
725-6147

*RICK CARO - Chairman,
Spectrum Clubs International - (212)
987-4300

*BONNIE PATRICK - Fit-
ness Company - (732) 548-0970,
Ext. 111

+JIM EVANS - President &
General Manager - Peninsula Ath-
letic Club - (619) 224-4644

*MIKE CHAET - Ph. D, Pres-
ident - Club Marketing & Manage-
ment Systems - (406) 449-5559
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and The Sports Center at Chelsea
Piers were named Shape
Magazine’s Top 5 health clubs in
the U.S.

*I[HRSA Awards pre-
sented in March at the San Diego
Convention included, in Debbie
Lee and Brent Darden, winners of
IHRSA’s 1st Annual Club Man-
ager of the Year Awards, Amy
Simpson, winner of the IHRSA/
Cybex Fitness Director of the Year
Award, the Nautilus Fitness and
Racquet Club, winner of the 1999
IHRSA Racquetball Programming
Award, Cascade Athletic Clubs,
winner of the 1999 I[HRSA/Keiser
50 Plus Award, Joe Gold, winner
of IHRSA’s Person of the Year
Award and the Santa Barbara Ath-
letic Club, winner of the first an-
nual “Wellness Best Practices
Award and the IHRSA President’s
Awards were given to Mark
Harrington, John Gebhard, Ray
O’Connor and David Cohan.

+Life Fitness Introduced
a new line of Hammer Strength
Benches and Racks.

May- 1999

.J ill Stevens Kinney,
co-owner of Club One in San
Francisco was our Cover Person
of the month.

+]t was announced that
Gale Landers, CEO and President
of the Fitness Formula club group
in Chicago, had been elected to
serve as President of IHRSA's
Board of Directors.

*Direct Focus, Inc. , new
owners of Nautilus Sports Medi-
cal Industries, announced that it
had raised $20 million through a
public stock offering. *Gordon
Hall, Chairman & CEO of
HealthTech International, Inc. was
found guilty in Federal Court of
12 counts of rackerteering, con-
spiracy and securities and wire

fraud. Hall faces up to 20 years in
prison if his appeal fails.

*Bill Schilling, Director
of Leasing Sales for Life Fitness,
died at age 49 from a massive heart
attack.

*Casey Conrad’s Com-
munication Consultants an-
nounced the opening of a personal
development division.

June- 1999

.Bahram Akradi ar-

rived in the United States at the age
of 17 in the Summer of 1978.
Bahram, the Founder, CEO and
President of Minneapolis/St.Paul,
Minnesota-based Life Time Fit-
ness was featured on our June,
1999 cover. His story is a terrific
tale of one individual that is truly
living the American Dream.
Akradi continues to expand Life
Time Fitness with the addition of
numerous 96,000 square-foot fa-
cilities in key metropolitan areas
across the country.

*On May 28, 1999, the
Tenessee State Board of Equaliza-
tion ruled against the YMCA of
Nashville and Middle Tennessee
on a complaint filed against the
YMCAs alleging that YMCAs are
in fact health club businesses and
should be subject to taxes just as
commercial clubs are.

*The Sports & Health
Company, a 26-club chain in the
Washington, D.C., paid the Wash-
ington Post $64,000 to publish a
Gun Control ad. The ad was also
published and circulated to 50,000
S & H members with a letter from
Don Konz and Mitch Wald ex-
plaining their feelings about the
recent massacre in Littleton, Colo-
rado.

*The PEP Act, (Physical
Education for Progress)was intro-
duced in the U.S. Senate. The bill
would provide incentive grants for
local school districts to develop
minimum weekly requirements for
physical education.

*Bally Total Fitness and

24 Hour Fitness donated over
$5,000 each to the Mile High
United Way in Colorado, re-
sponding to the Littleton, Colo-
rado massacre.

*SEHRSA, the Florida
Group assembled by Joe Cirulli,
Geoff Dyer and Bob Karshner to
fight the Florida sales tax, lost
round one in the 1999 [egislative
session.

*Price-Costco sold their
140,000 square-foot SportNation
facility to LeisureSport, a
Pleasanton, CA.-based chain of
upscale athletic clubs.

*Fitlinxx raised $15 mil-
lion from four different private
equity firms.

«The FitLife group in the
Northwest rolled out their 63-club
reciprocal membership program.
The FitLife group was created in
response to the arrival of 24 Hour
Fitness and numerous Gold’s
Gyms in the marketplace and has
the tightest membership standards
of any organization in the coun-
try.

*Town Sports Interna-
tional Executives Mark Smith and
Bob Giardina were selected as Fi-
nalists in the Ernst and Young En-
trepreneur of the Year Program.

*The Wisconsin Athletic
Club group in the Milwaukee area
was created by merger of Ted
Torcivia and Keith Nygren's
clubs with Ray O’Connors and
has grown to 5 locations with over
14,000 members.

July- 1999

eorgia Fitness
Legends, Inc., a consortium of
Gold’s Gym operations in the At-
lanta Metro area were our Cover
Story for July. The group, as-
sembled and led by veteran club
owner/operator, Gordon Johnson,
came together to develop a stron-
ger marketing impact in the
highly competitive Metro Atlanta
market.
*Crunch Fitness was

sued for $320 million by the hus-
band of a 37 year-old member that
allegedly died while using nutri-
tional supplements suggested by
her allegedly “not properly
trained” personal trainer.

*The Better Business
Bureau’s 1997 Annual Inquiry and
Complaint Summary stated that
the health club industry’s level of
complaints had dropped 92% for
the reporting period.

*Rumors continued
about the acquisition of Gold’s
Gym Enterprises, Inc. by an in-
vestment group.

*BodyPUMP announced
the arrival of four new programs:
BodyATTACK, BodyFLOW,
BodySTEP and rpm.

August- 1999

*Our cover for August
featured Michael Levy and Jay
Kell, former owners of The Sports
Clubs of Canada (SCC). Last
Summer, SCC, a 25-year old
group of upscale clubs ranging
from 30,000 to 50,000 square-
feet, were acquired by Bally To-
tal Fitness. Levy and Kell re-
mained with the company to con-
tinue operations of the SCC group
and the three Bally Total Fitness
clubs located in Toronto. Com-
menting on the transaction, John
McCarthy said, “I think it is prob-
ably the most significant transac-
tion in the industry in the past 5
years. Everybody in the industry
has enormous respect for Michael
Levy and Jay Kell of The Sports
Clubs of Canada. It says volumes
that Michael and Jay have gone
into a relationship such as this one
with Bally Total Fitness. It is a
sign of the whole industry com-
ing together.” Michael Levy, CEO
and President of SCC added,”l
must tell you, I am very im-
pressed-extraordinarily impressed
with these people. (Lee Hillman,
Bill Fanelli and John Dwyer). In
fact, your article on “Bally Total
Fitness - Then and Now" was one

of the reasons that we sat down to
talk with them. We wouldn’t have
done it without that article.”

*The Universal Gym
Equipment company was reborn in
Cedar Rapids, lowa. Steve Sadler,
his brothers and a group of local
investors in Cedar Rapids pur-
chased the Universal Gym strength
equipment component from a com-
pany called The Flexible Flyer
Corporation. If you have Univer-
sal Gym strength equipment and
need parts or service, call:
(800)843-3906. Or, if you have
Universal cardiovascular exercise
equipment and need parts call Pro
Fitness Sales and Service in Lan-
tana, Florida at: (561) 540-3924.

*Dick Church, longtime
club owner in Boston, sold his Bos-
ton Racquet Club to Fitcorp.

*Gordon Johnson, owner
of Gold’s Gyms in Douglasville
and Marietta, Georgia won the
Gold’s Gym “Mr.G.” Award at the
National Gold’s Gym Convention.
Also, J.D. Holmes was honored a
the Conversion Gym of the Year
Award Winner.

*The National Sporting
Goods Association Show in Chi-
cago died after the Atlanta Super
Show took a lot of the business.

*Rene C. Jaggi was
named by StairMaster to be the
new Chairman of the Board. He
replaces John Rutledge.

*Lee Haney, 8-time Mr.
Olympia, was appointed to the role
of Chairman of the President’s
Council of Physical Fitness and
Sports.

*John Gibbons was ap-
pointed Chief Executive Officer of
the Sports Club Company, suc-
ceeding Michael Talla who will
continue as Chairman.

*Bally Total Fitness en-
tered into deals with Proctor and
Gamble for personal care products
and with the National Football
League, designating Bally clubs
nationwide as the health club for
NFL players, past, present and fu-

{Sec '99 Review page 22)
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IHRSA’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

Data Shows Tax-
Exempt & Taxpaying
Clubs Serve Similar

Income Groups

Amcrican Sports Data,

" Inc. reports that the average annual
household income of members of
tax-exempt fitness centers is
$65,000. For commercial clubs, the
average is $71,400.

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

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

These statistics were re-
ported in the 1998 IHRSA/ASD
Health Club Trend Report. Other
demographic comparisons in the
report include:

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

FOUR DENVERAREA
YMCA’S TO CLOSE

Thc YMCA of Metro-

WE HAVE OVER |

WITH ONE THING IN COM

politan Denver has announced
that it will sell four of its 12 lo-
cations in order to avoid repair
and maintenance costs. The clo-
sures will affect more than 9,000
suburban gym users and partici-
pants in YMCA programs.

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

“We can fulfill more
need through programs if we're
not spending so much on our
buildings.”

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

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

IHRSA TESTIFIES
AT ADA HEARING

Helcn Durkin,

IHRSA'’s Director of Public
policy, testified in December '99
before the United States Archi-
tectural and Transportation Bar-
riers Compliance Board at a
public hearing in Boston. The
Board has proposed significant
changes to the American with
Disabilities Act (ADA) as il re-
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lates to recreation facilities.

Durkin told the Compli-
ance Board that while IHRSA
clubs strongly favor — and pro-
vide —access for individuals with
disabilities, the proposed ADA
changes, as written, would ad-
versely affect thousands of club
operators. Durkin cited several
proposed regulations regarding
pool and sauna access that would
be 1oo costly for the vast majority
of health clubs to implement. She
urged the Board to develop regu-
lations that are “practical to apply
and make sense in the real world.”

In addition to oral testi-
mony, IHRSA will submit detailed
written comments, based on mem-
ber input, prior to the December
8 deadline. For information on the
proposed regulations, contact
IHRSA Government Relations.

For a free “Americans
With Disabilities Act” briefing
paper, contact IHRSA Member
Service.

Hglsif,PLE %REAT
ANDPAR& mrcf
TOFLN_D
MILLION F.
CENTER

An unusual owner-

ship/operations structure — in-
volving a hospital, a state college
and a local park district — has re-
sulted in the development of a
$10.5 million tax-exempt health
and fitness complex in Chicago
Heights, Illinois. This is further
proof that IHRSA members can
never be sure of how their next
tax-exempt competitor will be
funded.

St. James Hospital and
Health Centers, Prairie State Col-
lege, and the Chicago Heights
Park District are teaming up to
build a 64,000 square-foot facil-
ity that will be located on the Prai-
rie State College campus.

The complex will in-

clude the St. James Health and’

Wellness Institute, a medically-
based fitness center, as well as a
fieldhouse and an aquatics center.

The new facility will fea-
ture clinical space for physical,
cardiac and orthopedic rehabilita-
tion; a five-lane, 25 meter lap pool
and a warm water therapy pool;
cardiovascular equipment and free
weights; men’s, women’s and
family locker rooms; a multipur-

.pose area for community events,

a 15,000 square-foot field house/
gymnasium; an indoor jogging
and walking track; a children’s
nursery and play area; a heart-
healthy cafe and other support
areas.

Construction of the
Fitness Complex began in July,
1999, with the grand opening
scheduled for summer, 2000.

An interesting compo-
nent of the plan is that the Fit-
ness Complex will also estab-
lish a “community benefit
fund.”

“When the complex’s
debt is retired, we expect the
fund to generate more than
$300,000 per year,” said Alex
Lopez, Commissioner of the
Chicago Heights Park District
Board. “The fund, managed by
the three partners, will be used
to finance scholarships to Prai-
rie State College, to purchase
sports equipment for the Park
District, and to fund other phil-
anthropic activities like com-
munity beautification on a long-
term basis.”

Lopez did not say
when he expects the complex
debt to be paid off.

ITHRSA SUBMITS
ADA COMMENTS

Inaletter to the U. S.
Architectural and Transporta-
tion Barriers Compliance
Board, IHRSA formally submit-
ted comments recently on the
Board’s proposed rules con-
cerning the Recreation Guide-
lines under the Americans with
Disabilities Act.

In addition to written
comments, I[HRSA testified at
the board’s public hearing in
Boston on November 17.
IHRSA asked the Board to ex-
tend the comment period for
Recreation Guidelines until
March 15, 2000 to coincide with
the issuance of the proposed re-
visions to the ADA Accessibil-
ity Guidelines announced on
November 16.

Noting that Small
Business Administration census
data indicates that 6,828 out of
6,929 membership sports and
recreation clubs are small busi-
nesses, [HRSA argued that the
proposed ADA requirements
will impose burdensome finan-
cial construction and operating
costs on the vast majority of
small business clubs.

IHRSA requested that
the Access Board minimize the
significant economic impact the
proposed regulations will have
on small clubs.

Further, FHRSA
stressed that health clubs across
the country will be adversely af-
fected by these regulations, es-
pecially concerning clear floor
space surrounding strength

training equipment.

IHRSA addressed the pro-
posed ADA rules regarding the fol-
lowing specific areas:

*Floor space

*Saunas & steam rooms
*Courts

*Unisex changing facilities
*Pools & spas.

IHRSA noted that creat-
ing a third, unisex locker room
would be too costly for many clubs
and needlessly duplicative of ex-
isting facilities.

IHRSA warned that if the
rules are adopted as is, it will mean
that many health clubs will limit the
amount of equipment provided or
cease providing amenities such as
spas and saunas because the cost
to make them accessible far out-
weighs their benefit to members.

IHRSA emphasized that
its members favor — and provide
— access for the disabled but de-
sire regulations that are practical to
apply and make sense in the real
world.

For a copy of IHRSA's
ADA submission, call (800) 228-
4772,

OREGON Y CAN’T
HAVE IT BOTH WAYS

IHRSA clubs hear time
and time again from various
YMCA officials that the Y*doesn’t
compete” with taxpaying health
clubs. If that’s the case, why do you
think the Grants Pass Family
YMCA in Oregon has the follow-
ing policy?

“YMCA employee may
not work for another employer in
the same position while they are
performing that duty for the
YMCA.”

In a letter to YMCA em-
ployees, Y General Director Kevin
Clark wrote, “This policy was de-
signed so that a staff member who
worked at another business would
not encourage our Y MCA members
and participants to leave the YMCA
and participate at other locations...
This policy is simply designed to
prevent [the Y] from losing mem-
bers because a YMCA employee
also works at a competing busi-
ness."

This begs the question:
How can a non-competitor have a
non-compete policy?

[THRSA thanks Scott
Draper of Club Northwest for
bringing this fo our attention. |

IHRSA ONLINE: The
full text of IHRSA’s ADA submis-
sion is available at www.ihrsa.org
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ture.

*Jazzerjam 99, the 30th
Annual Convention for Jazzercise,
drew over 4,000 fitness enthusi-
asts from around the world to
beautiful San Diego, California.

September- 1999

*Gold’s Gym Invest-
ments, an investment group which
includes Brockway-Moran & part-
ners and the “G” Group, acquired
Gold’s Gym Enterprises, Inc. in a
transaction reported to be nearly
$40 million. Gold's Gym Invest-
ments announced plans to add 150
company-owned gyms and 500
franchised gyms over the next 3
years. This acquisition has posi-
tioned Gold's Gyms Investments
as the largest health club chain in
the U.S.

*Rick Caro, Co-Founder
of IHRSA and President of New
York-based Management Vision,
announced the founding of Caro-
Brentwood Associates, a company
whose focus will be on consolida-
tion of clusters of upscale health
clubs.

*IHRSA announced a
new Mission Statement: “The
Mission of IHRSA is to grow, pro-
tect and promote the industry and
to provide its members with ben-
efits that will help them be more
successful.” As part of this new
mission, IHRSA places more em-

phasis on Governmental Rela-
tions.

*Caro-Brentwood Asso-
ciates announced the acquisition
of Bruce Hendin’s Racquetball
and Fitness Clubs of San Antonio
as the first group of clubs to join
the new organization.

*Club Industry Magazine
announced the finalists of the Dis-
tinguished Business Woman's
Awards. The finalists were:
Geraldine Austine,Debbi Eisen-
zimmer and Julia Wheatley, nomi-
nated for Business Woman of the
Year, Mary Albrecht, Christine
Denovell and Cindy Johnson, En-
trepreneur of the Year and Stacy
Fowler, Kathy lorio and Kay
Yuspeh, Industry Enhancement
Award.

*Canyon Ranch was
named “World's Best Spa.”

*U.S. commercial health
club numbers grew to 15,125 for
the period ending July, 1999.

*Bally Total Fitness stock
was trading at around 33 at press
time, up from 4 when Lee Hillman
took the helm at Bally Total Fit-
ness. BTF continues to roll out
new initiatives.

*The YMCA launched an
attack on IHRSA’s Web Site, de-
manding that the Association re-
move photographs of YMCAs.
IHRSA agreed to remove the pho-
tos.

October- 1999

.Rick Caro of the
new Caro-Brentwood Group an-

Norm Caten”
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nounced the acquisition of the 10
location Spectrum Club group
from The Sports Club Company
in Southern California. Caro also
announced that Bob Steele, for-
merly a senior PepsiCo Execu-
tive, had been chosen as CEO and
President of the new consolida-
tion company. Spectrum Clubs
International will be the new
name for the fast growing 18 club
company. SCI plans to continue
their aggressive acquisition pro-
gram with the target of a 300 to
500 million dollar company over
the next 3 to 5 years. Julie
Wheatley was named Business-
woman of the Year, Christine
Denovell was named Entrepre-
neur of the Year and Kathy lorio
received the Industry Enhance-
ment Award at a ceremony held
at the Club Industry Convention
in Chicago.

*Curt Beusman's Saw
Mill Club in Mt. Kisco,N.Y. was
one of many clubs on the East

. Coast that were flooded by Hur-
ricane Floyd. Saw Mill experi-
enced over $1 million in damage.

*Richard Branson of the
United Kingdom, has opened his
first health club and calls it: “Vir-
gin Active”. Branson has made a
fortune in the recording industry
and other businesses. He plans to
come into the industry in a big
way with $160 million planned
for investment. *Premark, the
owner of the Precor brand name,
was sold to Illinois Tool for $3.4
billion.

*Bally Total Fitness ac-
quired 7 George Brown's Fitness
Centers in Northern California.

+Joe Moore, owner of 12
Moore’s Nautilus Centers in
Ohio, was successful in stopping
the construction of a huge hospi-
tal health club by filing a lawsuit
asserting fraud and other issues

with the hospital.

+Jeff Randall acquired
Linda Pejchar’s H&F Solutions
company, positioning JLR Asso-
ciates as the biggest executive
search firm in the health club in-
dustry.

*Ken Germano, club in-
dustry veteran and Founder of
FITKID's, was named as the new
Executive Director for ACE (The
American Council On Exercise).

*The E-Zone Network
accelerated its offerings to in-
clude a vast array of educational
programs.

*The National Fitness
Therapy Association (NFTA) an-
nounced the establishment of a
National Advisory Committee.

November- 1999

*The cLus i
SIDER News completed its 6th
Year of Publication with the No-
vember, 1999 edition. Thanks to
all involved during the first 6
years!

*Tony de Leede was our
Cover Person for November and
his story is one about a fellow
that has been very successful as
both a club developer/owner/op-
erator and as an industry supplier.
Tony’s Atlanta-based Australian
Body Works now has 22 loca-
tions in operation with 5 more
slated for early 2000 and his
CardioTheater Company has
over 4,000 systems installed
worldwide.

*McCown DeLeuw, the
company behind 24 Hour Fit-
ness, announced a $900-million
capitalization. As part of that
transaction, McCown Deleuw
announced the acquisition of
Frank Leonesio’s 18-club Q Club
chain.

*ClubCorporation of

America announced the sale of
15% of its stock to raise $300 mil-
lion for the purpose of taking ad-
vantage of the consolidation oppor-
tunities currently available in the
industry.

*Bruce Gouin and the
Babtist Health Systems hospitals
announced the development of the
group’s Sth large hospital club in
Alabama.

*ClubOne formerly an-
nounced the acquistion of the
Frog’s Club chain and Fitness Ad-
vantage chain in the San Diego.

*ACE and IHRSA an-
nounced a partnership to promote
and grow the number of health club
members to 100 million worldwide
by the year 2010.

*Gerry Alles, President of
the Southern Region of Crunch Fit-
ness in Atlanta announced the clos-
ing of Crunch Fitness Club Cobb
and relocation to a new facility as
of May, 2000. The move will dis-
place nearly 400 tennis playing
members in the Northwest Atlanta
area.

*Bally Total Fitness an-
nounced excellent 3rd Quarter re-
sults.

*The Medical Fitness As-
sociation held a Convention in At-
lanta that attracted approximately
300 attendees.

*The International Asso-
ciation of Amusement Parks and
Attractions conducted its Annual
Convention at the World Congress
Center in Atlanta. The event drew
over 30,000 and featured a huge va-
riety of entertainment options. A
few folks from the club industry at-
tended, including Rick Caro of
Spectrum Clubs International and
Bob Bellamy and Rob Goldman of
the Columbia Association. They
were in attendance searching for
new ideas to entice and entertain
their members.

..Conrad

continued from page 13

Secret #9: Encourage
Members To Set Goals And
Write Them Down. Similar to
setting realistic expectations, it is
important for new members to set
goals AND write them down. Nu-
merous studies have been con-
ducted that reinforce the power of
goal setting. When an individual
makes a goal and writes it down,
the process of externalizing the
goal on paper gives it more cred-
ibility and importance in one's
brain. Unfortunately, most people
don't take the time to write out
goals. For one, it takes an extra
amount of effort. Another reason
is because of fear of failure; that
is, if you don't write a goal out, it
is much easier to forget about it
without punishing yourself. Top
achievers understand the power of
writing out goals and placing
those goals in a location that gets
seen on a regular basis. Clubs can
help members tap into the power
of written goals by providing new

members with a "goals
worksheet" that not only gives
them some parameters of realis-
tic goals but that encourages them
to visit their goals on a daily ba-
sis.

Secret #10: Help
Members Create A Fall-Out
Plan. The final secret to helping
members stick with their exercise
program is helping them create a
fall-out plan BEFORE they fall
out. Chances are good that ev-
ery new exerciser will drop out
of their exercise program at one
point in time. Whether it is due
to illness, the kids, work or some
other factor, everyone goes
through periods where it is diffi-
cult to make it to the gym. By
letting members know that this
will happen and that it is normal
will help them deal with the guilt
associated with a temporary fall-
out. More importantly, clubs
must get members to think
through a "fall-out” plan at the be-
ginning of their membership.
This fall-out plan is nothing but
a mental plan that the member
can follow when they have

dropped out. Something as simple
asa plan to call the club and get re-
motivated might work. Perhaps
having the member give a friend
permission to call them every Fri-
day to find out if they have been
consistent. The complexity of the
plan is unimportant - its just hav-
ing a plan of action that will help
the member get back into the club
faster without the guilt.

Of course, none of the 10
secrets are complex or difficult. In
fact, they are quite simple but the
effect of them when implemented
is priceless. By educating members
to the fact that they are creating new
behaviors and that there are strate-
gies to help them successfully make
it through the maintenance phase,
not only will you increase the re-
tention at your club but also you
will create happier, healthier mem-
bers in the process,

For more information
about the "Discovering the Ten Se-
crets to Sticking with Your Exer-
cise Program?" or any one of Com-
munication Consultants other 19
sales training programs, call 1-800-
725-6147.
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Experience the ride of your life

BODYSTEP
Simple and athletic. The world's
ultimate 5
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EXPERIENCE

BODYATTACK
Staying in shape is a constant battle.
“l Defend yourself!

BODYFLOW
Change the way you feel about
your body forever.

BODYPUMP
The fastest way in the universe
to get in shape.

bodytrainingsystems, a division of
The STEP Company, was created to enable
clubs to manage group fitness to be the
number one source of revenue, new members
and member referrals.

bodytrainingsystems and Les Mills
Intemational have an annual operating budget
of over 4 million dollars and employ over 200
professionals, which include the world's top
choreographers, trainers, exercise physiologists,
a medical advisory board plus marketing and
management specialists.

bodytrainingsystems has enabled
thousands of clubs in over 40 countries to
EXPERIENCE WORLD CLASS program
research and development, instructor training,
quarterly programming, quality control,
performance research studies, marketing
and group fitness management training.

To find out how bodytrainingsystems
can deliver World Class results and profits to
your club, contact The STEP Company today!
Call 800.SAY.STEP or 770.424.8161. Visit us
on the web at www.bodypump.com.

bodytrainingsystems.
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£1899 Life Filness. & di

The new Life Fitness 9000 Series Treadmills. Easier serviceability. Unyielding durability.
Jnparalleled exercise comfort. Engineering marvels that are the source of a whole lot of work at

rnt office. Featuring a large new easy-to-use console and intuitive technologies that fuel

runaway satisfaction...for your members and for you.
Rely on Life Fitness for driven performances.
Call 1.800.634.8637 or 1.847.288.3300 outside the U.S.

LLejoFriess

Rely on it”



