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From the explanation above, it is clear that you have to read this publication Making Money In The Fitness
Business By Thomas Plummer We supply the online book entitled Making Money In The Fitness Business
By Thomas Plummer right here by clicking the link download. From discussed e-book by on the internet,
you can offer much more perks for many individuals. Besides, the readers will certainly be also easily to get
the preferred e-book Making Money In The Fitness Business By Thomas Plummer to review. Locate one of
the most preferred and required publication Making Money In The Fitness Business By Thomas Plummer
to review now aswell as here.

Review

Where was Thom Plummer 25 years ago when | was struggling to make it in the gym business? The
information found in Making Money in the Fitness Business could have saved me hundreds of hours of
frustration and caused me to be even more successful. | knew Thom was a pro but, until reading Making
Money in the Business Business, | didn't realize how much of a professional he really is. My hat goes off to
him for wanting to share this valuable information with others. -- Bill Pearl, Mr. California, Mr. America,
four times Mr. Universe and lifelong gym creator and gym owner

About the Author

Thomas Plummer has over 20 years experience in the fitness industry. He is the founder of the Thomas
Plummer Company, which currently has eight full-time employees and does approximately 22 major
seminars per year. Thomas Plummer presents to over 4,000 people ayear, including acting as MC for specia
events such as the national Powerhouse convention, writes numerous articles, and does independent
consulting around the country. He has recently been featured on the cover of the IHRSA magazine and Club
Insider.

In 1980, Thomas became the Vice President of Operations for ATA Fitness Centers located in San
Francisco. This chain had 90 commercia fitness centers and 150 commercial martial arts schools. He was
also a club manager and martial arts instructor in San Diego from 1980 to 1998. From 1985 to 1989, he
became the Vice President of Marketing for American Service Finance, the largest third-party financial-
service provider in the industry. He was the Executive Director of the National Health Club Association from
1989 to 1990.

He created Thomas Plummer and Associates in 1991 and started a limited tour with industry sponsorship. In
1999, he reformed the company as the Thomas Plummer Company and added Lloyd Collins as president and
partner.

Thomas attended Western Illinois University and then attended graduate school at the University of
Arkansas. He is a 3rd-degree black belt and has been involved in martial arts since 1976.



Excerpt. © Reprinted by permission. All rights reserved.

The fitness industry is in a state of change; | am a one-person missionary show, trying to institute this
change. After years of business regression and retardation, the industry is finally showing signs of breaking
away from its 30-year negative business image and practices -- till the standard for doing business today for
most owners. Long-term contracts with high pressure sales, gas station price war mentalities, and semi-naked
models in our advertising that offend most of our women patrons were part of our past and are still part of
business as it's done today. Couple this with the trend of building clubs with vast warehouse physical plants
that have all the intimacy of standing in the middle of an Arkansas Wal-Mart during a two-for-one long
underwear sale and you have an industry that has stagnated and has been reduced to copying out-of-date and
mostly unethical business practices from 30 years ago. | became part of the fithess industry over 20 years ago
for two reasons. First of all, we offer a product that can make a difference in someone'slife. If our product is
delivered correctly, then our fitness businesses can initiate positive change in the people we serve. We can
obviously change a person's physical shape with what we offer. But we can also subtly change their mental
condition by allowing them to become part of something that becomes important in their lives -- a place
where they are always welcome, where they can make new friends, and a place that offers a social
atmosphere linked to their physical conditioning. Secondly, | realized that | could make a great deal of
money doing something | loved, which was being in the fitness business. But sadly | realized that there were
no real business principles being applied to this industry. It's amost as if the fitness business were a business
backwater, that modern concepts such as financial analysis, customer service, low-pressure/high-integrity
sales, and advanced marketing concepts had not yet reached. Basically it was, and still is for most, an
industry that is totally sales driven. And this lopsided emphasis on sales prevents us from delivering our
product, which again is to bring change through the delivery of our service. Typical fithess facilities today
are huge impersonal warehouses of equipment revolving around a sales team. The marketing is also a
negative since it is entirely price driven. This has proved to be totally ineffective in most markets for
attracting deconditioned people, people who have had bad experiences at other gyms, or people who have
never really been in afitness facility. Sales in these facilities are all based on closing the sale on the first
visit, a system that is over 30 years old, and one that most potential members find very repulsive. If this
facility is so good, why is the person forced to make a decision during their first visit? First-visit closes have
been an unquestioned part of the industry since it started. But this system drives down the price we should be
able to get for our memberships, because in only 30 minutes everything always comes down to price. There
issimply nothing else that can be intelligently discussed between a sales person and a prospective member in
just 30 minutes but the deal of the day. As an industry we haven't changed, nor have we questioned the
dogma that high-pressureffirst-visit sales represent a behavior that is still propagated through the national
conventions, most industry magazines, and industry consultants who are failed owners who are now going to
teach you their business systems. Financially, most of these outdated business systems are self-defeating. For
example, the costs of running afitness facility in the '90s is two to three times higher than it wasin the early
'80s, yet many owners try to operate their facilities using the same price per member that clubs used 25 years
ago. Simply, the volume that can be generated by traditional sales and marketing methods, with outdated
pricing, is not enough to ensure clubs' survival. Traditional fitness marketing is also a representation of the
industry's past that leads to a business plan, doomed to fail before it can ever begin. Price driven ads with
big-haired, big-chested super models with 22-inch waists don't work anymore to attract enough potential
members, because the ads' appeal is so limited. Since the club's marketing is ineffective, the club then forces
the salespeople to generate their own leads and to pressure prospective members to join on their first visit.
Salespeople who are able to do this are expensive and, therefore, take up a disproportionate amount of the
staffing budget. Because the salespeople are so overpaid, and the marketing is so expensive, there is no real
money left for service people. Without service people, the current members become frustrated and leave the
system, which increases the demand for the salespeople to not only generate new sales, but to also replace
the large number of people who drop out. More money has to go into marketing and more pressure is applied
to the salespeople, who in turn apply it to the prospective members. Many people who might be interested in



working out in afitness facility would never even set foot in atypical club, because they already know what
is going to happen to them. They will be pressured into a decision, and then receive no help after the saleis
closed. The clubs will be crowded because of the volume approach that goes along with the low prices, and it
will aso be dirty and filled with broken equipment. Keep in mind that the standard way of doing businessin
this industry over the past 30 years or more has taught the average consumer this process. All the large
chains based on low pricing and volume marketing in the past 30 years have proved the weaknesses of
traditional operating systems by bleeding red ink all over their investors. Even as thisis written, the chain of
the decade is gobbling up endless clubs by using venture capital, yet the owners are crying over lost revenues
in financial magazines. Their business systems simply don't work anymore. These systems are archaic and
provide losses to the owners and investors, and worse yet, do immense damage to the members who bought
into the clubs believing that they would get the help and service they rightfully expected. Huge chains with
outside capital and lousy business systems, or any operator who follows these systems, also hurt the
legitimate owners in the industry -- by giving the consumer such a bad buying experience before we ever get
a chance to meet them. This book is about making money in the fitness industry, with the application of rea
business principles while maintaining your integrity. There is a better way to do business, breaking away
from the traditional dogma our industry has been based on during its history, which has always reflected
instant financial gratification for the owner at the expense of the consumer. Here are a few of the topics
covered in this book that reflect changes from the old style of thinking: Focusing: Y ou can't be everything to
everybody in today's fitness market. Almost every major business or market has evolved from generalist to
specialist. Retailing giants like Macy's and Sears have been replaced with retail specialists like Eddie Bauer
and Victoria's Secret. Even lawyers and doctors have moved from being general practitioners to very
narrowly focused specialists. The fitness industry must do the same to grow and thrive into the next century,
yet many owners still practice the one-facility-fits-all theory. Running the business by numbers. There are
formulas and numbers that can be applied to our businesses that can help an owner build a functional
business plan. For example, an owner will make much better business decisions if he or she understands the
true yield from a member payment, loss rates, and the expected net from each profit center. There are also
important ratios that determine how much of the club's expenses need to be covered by the receivable check
and what percentage of a club's income should come from its profit centers in order to decrease the
dependency on new sales. By better understanding the financial side of the business, we can better
understand how to break out of our old habits. Staffing: Staffing will be the most difficult issue to deal with
in the coming decade. How you hire, train, motivate, and eventually let go of your employees will decide
how successful you will be. At some point in time, most gyms will have much of the same equipment and
programming. The difference between one club and another will be its focus and the staff that worksin the
gym. The club with the best staff will win. Service: We haven't even scratched the surface yet of how we
define and deliver member service. Implementing true member service is expensive to maintain and difficult
to create because of the entrepreneurial nature of our owners. "Entrepreneurial” is another word for control
freak, and the very nature of atypical owner works against letting a member make a suggestion or point out a
weakness in the club. To prosper, we need to redefine member service beyond the definition of vast rooms of
equipment and free coffee to the members. Member service is not how much free stuff we include with a
membership; it's the quality and image of the programs, services, and amenities available to the member.
Marketing: Traditiona fitness marketing doesn't work because it has such alimited appeal. It's estimated that
92 percent of the people in this country have never set foot in a health club. Typical fitness marketing only
appeals to the other 8 percent who have fitness experience and it does nothing to develop the other 92
percent as a potential market for our clubs. The fitness industry as a whole also works off many false
assumptions that need to be questioned. This book works hard to uncover these fitness business myths. For
example, most owners strongly believe that the typical prospective member only cares about price. Why do
they believe that and base their business plan on this assumption, when it is so obviously false? Some people
are driven by price -- thisis the deciding factor as to what they buy and how they live. There are just as many
other people who will pay extra for quality. There are Geo Metros and there are Mercedes. There is



Nordstrom and there is Wal-Mart. The problem is that the false assumption most owners follow, is that
everyone in the world is a Wal-Mart person seeking a discount. The huge fitness chains demonstrate this
assumption in their ads and the rest of us follow. It's the traditional system of pricing, selling and marketing
that forces the consumer to think price, not the price itself. Because of our belief in this false assumption,
pricing in the industry for the majority of the fitness facility owners hasn't really changed in over 20 years. In
my 20 years as an educator and consultant, | know that change is possible and that the fal se assumptions can
be replaced with real business practices. | also know that change hurts. In this and any other industry, change
means that you may be leading the charge and going against the rest of the pack. Someone has to do it, and
hopefully, it will be the readers of this book who will help bring the fitness industry kicking and screaming
into the next millennium.
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Review

Where was Thom Plummer 25 years ago when | was struggling to make it in the gym business? The
information found in Making Money in the Fitness Business could have saved me hundreds of hours of
frustration and caused me to be even more successful. | knew Thom was a pro but, until reading Making
Money in the Business Business, | didn't realize how much of a professional he really is. My hat goes off to
him for wanting to share this valuable information with others. -- Bill Pearl, Mr. California, Mr. America,
four times Mr. Universe and lifelong gym creator and gym owner

About the Author

Thomas Plummer has over 20 years experience in the fitness industry. He is the founder of the Thomas
Plummer Company, which currently has eight full-time employees and does approximately 22 major
seminars per year. Thomas Plummer presents to over 4,000 people ayear, including acting as MC for special
events such as the national Powerhouse convention, writes numerous articles, and does independent
consulting around the country. He has recently been featured on the cover of the IHRSA magazine and Club
Insider.

In 1980, Thomas became the Vice President of Operations for ATA Fitness Centers located in San
Francisco. This chain had 90 commercial fitness centers and 150 commercial martial arts schools. He was
also a club manager and martial arts instructor in San Diego from 1980 to 1998. From 1985 to 1989, he
became the Vice President of Marketing for American Service Finance, the largest third-party financial-



service provider in the industry. He was the Executive Director of the National Health Club Association from
1989 to 1990.

He created Thomas Plummer and Associates in 1991 and started a limited tour with industry sponsorship. In
1999, he reformed the company as the Thomas Plummer Company and added Lloyd Collins as president and
partner.

Thomas attended Western Illinois University and then attended graduate school at the University of
Arkansas. He is a 3rd-degree black belt and has been involved in martial arts since 1976.
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The fitness industry is in a state of change; | am a one-person missionary show, trying to institute this
change. After years of business regression and retardation, the industry is finally showing signs of breaking
away from its 30-year negative business image and practices -- till the standard for doing business today for
most owners. Long-term contracts with high pressure sales, gas station price war mentalities, and semi-naked
models in our advertising that offend most of our women patrons were part of our past and are still part of
business as it's done today. Couple this with the trend of building clubs with vast warehouse physical plants
that have all the intimacy of standing in the middle of an Arkansas Wal-Mart during a two-for-one long
underwear sale and you have an industry that has stagnated and has been reduced to copying out-of-date and
mostly unethical business practices from 30 years ago. | became part of the fithess industry over 20 years ago
for two reasons. First of all, we offer a product that can make a difference in someone'slife. If our product is
delivered correctly, then our fitness businesses can initiate positive change in the people we serve. We can
obviously change a person's physical shape with what we offer. But we can aso subtly change their mental
condition by allowing them to become part of something that becomes important in their lives -- a place
where they are always welcome, where they can make new friends, and a place that offers a social
atmosphere linked to their physical conditioning. Secondly, | realized that | could make a great deal of
money doing something | loved, which was being in the fithess business. But sadly | realized that there were
no real business principles being applied to thisindustry. It's almost asif the fithess business were a business
backwater, that modern concepts such as financial analysis, customer service, low-pressure/high-integrity
sales, and advanced marketing concepts had not yet reached. Basically it was, and still is for most, an
industry that is totally sales driven. And this lopsided emphasis on sales prevents us from delivering our
product, which again is to bring change through the delivery of our service. Typical fitness facilities today
are huge impersonal warehouses of equipment revolving around a sales team. The marketing is also a
negative since it is entirely price driven. This has proved to be totally ineffective in most markets for
attracting deconditioned people, people who have had bad experiences at other gyms, or people who have
never really been in afitness facility. Sales in these facilities are all based on closing the sale on the first
visit, a system that is over 30 years old, and one that most potential members find very repulsive. If this
facility is so good, why is the person forced to make a decision during their first visit? First-visit closes have
been an unquestioned part of the industry since it started. But this system drives down the price we should be
able to get for our memberships, because in only 30 minutes everything always comes down to price. There
issimply nothing else that can be intelligently discussed between a sales person and a prospective member in
just 30 minutes but the deal of the day. As an industry we haven't changed, nor have we questioned the
dogma that high-pressureffirst-visit sales represent a behavior that is still propagated through the national
conventions, most industry magazines, and industry consultants who are failed owners who are now going to
teach you their business systems. Financially, most of these outdated business systems are self-defeating. For
example, the costs of running afitness facility in the '90s is two to three times higher than it was in the early
'80s, yet many owners try to operate their facilities using the same price per member that clubs used 25 years
ago. Simply, the volume that can be generated by traditional sales and marketing methods, with outdated
pricing, is not enough to ensure clubs' survival. Traditional fitness marketing is also a representation of the
industry's past that leads to a business plan, doomed to fail before it can ever begin. Price driven ads with



big-haired, big-chested super models with 22-inch waists don't work anymore to attract enough potential
members, because the ads' appeal is so limited. Since the club's marketing is ineffective, the club then forces
the salespeople to generate their own leads and to pressure prospective members to join on their first visit.
Salespeople who are able to do this are expensive and, therefore, take up a disproportionate amount of the
staffing budget. Because the salespeople are so overpaid, and the marketing is so expensive, thereis no rea
money left for service people. Without service people, the current members become frustrated and leave the
system, which increases the demand for the salespeople to not only generate new sales, but to also replace
the large number of people who drop out. More money has to go into marketing and more pressure is applied
to the salespeople, who in turn apply it to the prospective members. Many people who might be interested in
working out in afitness facility would never even set foot in atypical club, because they already know what
is going to happen to them. They will be pressured into a decision, and then receive no help after the saleis
closed. The clubs will be crowded because of the volume approach that goes along with the low prices, and it
will also be dirty and filled with broken equipment. Keep in mind that the standard way of doing businessin
this industry over the past 30 years or more has taught the average consumer this process. All the large
chains based on low pricing and volume marketing in the past 30 years have proved the weaknesses of
traditional operating systems by bleeding red ink all over their investors. Even as thisis written, the chain of
the decade is gobbling up endless clubs by using venture capital, yet the owners are crying over lost revenues
in financial magazines. Their business systems simply don't work anymore. These systems are archaic and
provide losses to the owners and investors, and worse yet, do immense damage to the members who bought
into the clubs believing that they would get the help and service they rightfully expected. Huge chains with
outside capital and lousy business systems, or any operator who follows these systems, also hurt the
legitimate ownersin the industry -- by giving the consumer such a bad buying experience before we ever get
a chance to meet them. This book is about making money in the fitness industry, with the application of real
business principles while maintaining your integrity. There is a better way to do business, breaking away
from the traditional dogma our industry has been based on during its history, which has always reflected
instant financial gratification for the owner at the expense of the consumer. Here are a few of the topics
covered in this book that reflect changes from the old style of thinking: Focusing: Y ou can't be everything to
everybody in today's fitness market. Almost every major business or market has evolved from generalist to
specialist. Retailing giants like Macy's and Sears have been replaced with retail speciaists like Eddie Bauer
and Victoria's Secret. Even lawyers and doctors have moved from being general practitioners to very
narrowly focused specialists. The fitness industry must do the same to grow and thrive into the next century,
yet many owners still practice the one-facility-fits-all theory. Running the business by nhumbers: There are
formulas and numbers that can be applied to our businesses that can help an owner build a functional
business plan. For example, an owner will make much better business decisions if he or she understands the
true yield from a member payment, loss rates, and the expected net from each profit center. There are also
important ratios that determine how much of the club's expenses need to be covered by the receivable check
and what percentage of a club's income should come from its profit centers in order to decrease the
dependency on new sales. By better understanding the financial side of the business, we can better
understand how to break out of our old habits. Staffing: Staffing will be the most difficult issue to deal with
in the coming decade. How you hire, train, motivate, and eventually let go of your employees will decide
how successful you will be. At some point in time, most gyms will have much of the same equipment and
programming. The difference between one club and another will be its focus and the staff that works in the
gym. The club with the best staff will win. Service: We haven't even scratched the surface yet of how we
define and deliver member service. Implementing true member service is expensive to maintain and difficult
to create because of the entrepreneurial nature of our owners. "Entrepreneurial” is another word for control
freak, and the very nature of atypical owner works against |etting a member make a suggestion or point out a
weakness in the club. To prosper, we need to redefine member service beyond the definition of vast rooms of
equipment and free coffee to the members. Member service is not how much free stuff we include with a
membership; it's the quality and image of the programs, services, and amenities available to the member.



Marketing: Traditional fithess marketing doesn't work because it has such alimited appeal. It's estimated that
92 percent of the people in this country have never set foot in a health club. Typical fitness marketing only
appeals to the other 8 percent who have fitness experience and it does nothing to develop the other 92
percent as a potential market for our clubs. The fitness industry as a whole also works off many false
assumptions that need to be questioned. This book works hard to uncover these fitness business myths. For
example, most owners strongly believe that the typical prospective member only cares about price. Why do
they believe that and base their business plan on this assumption, when it is so obviously false? Some people
are driven by price -- thisis the deciding factor as to what they buy and how they live. There are just as many
other people who will pay extra for quality. There are Geo Metros and there are Mercedes. There is
Nordstrom and there is Wal-Mart. The problem is that the false assumption most owners follow, is that
everyone in the world is a Wal-Mart person seeking a discount. The huge fitness chains demonstrate this
assumption in their ads and the rest of us follow. It's the traditional system of pricing, selling and marketing
that forces the consumer to think price, not the price itself. Because of our belief in this false assumption,
pricing in the industry for the majority of the fitness facility owners hasn't really changed in over 20 years. In
my 20 years as an educator and consultant, | know that change is possible and that the fal se assumptions can
be replaced with real business practices. | al'so know that change hurts. In this and any other industry, change
means that you may be leading the charge and going against the rest of the pack. Someone has to do it, and
hopefully, it will be the readers of this book who will help bring the fitness industry kicking and screaming
into the next millennium.
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The Fitness Business is the Hospitality Business

By Lynn Hoffman, author:Radiation Days: A Comedy

Thisisthe book that | used in a college-level hospitality course.

My department-hospitality management-was interested in showing that
the principles and orientations of a successful hotel or restaurant
applied to many other businesses as well.

One of the obvious choices was the fitness/spa business which depends
on customer perception of value received and on a strict attention to
cost controls and sales and marketing. This book was the only one that
had a useful perspective and that covered all the relevant aspects

of running afitness operation. Of course, no book can prepare you with
all the answers about any business, but this one certainly started
students out with the right questions.

Lynn Hoffman, who interested in fitness, but really loves wine. New Short Course in Wine, The

1 of 1 people found the following review helpful.

Thisisamust read

By Diesdl

Those of you that want to open a gym or join the fitness industry beyond personal training need to read
Plummer's books. The writing is clear and easy to understand and will help you avoid a lot of common
pitfalls! Thisis one of his books | highly recommend, I'm glad | read it before | started working on the
business plan for my gym!

0 of 0 people found the following review helpful.
I recommend reading to understand the industry better and make advances ...
By dave dollé



Education is key. | recommend reading to understand the industry better and make advances as a business
owner.
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The fitness industry is in a state of change; | am a one-person missionary show, trying to institute this
change. After years of business regression and retardation, the industry is finally showing signs of breaking



away from its 30-year negative business image and practices -- till the standard for doing business today for
most owners. Long-term contracts with high pressure sales, gas station price war mentalities, and semi-naked
models in our advertising that offend most of our women patrons were part of our past and are still part of
business as it's done today. Couple this with the trend of building clubs with vast warehouse physical plants
that have all the intimacy of standing in the middle of an Arkansas Wal-Mart during a two-for-one long
underwear sale and you have an industry that has stagnated and has been reduced to copying out-of-date and
mostly unethical business practices from 30 years ago. | became part of the fithess industry over 20 years ago
for two reasons. First of al, we offer a product that can make a difference in someone's life. If our product is
delivered correctly, then our fithess businesses can initiate positive change in the people we serve. We can
obviously change a person's physical shape with what we offer. But we can also subtly change their mental
condition by allowing them to become part of something that becomes important in their lives -- a place
where they are always welcome, where they can make new friends, and a place that offers a social
atmosphere linked to their physical conditioning. Secondly, | realized that | could make a great deal of
money doing something | loved, which was being in the fitness business. But sadly | realized that there were
no real business principles being applied to this industry. It'samost as if the fitness business were a business
backwater, that modern concepts such as financial analysis, customer service, low-pressure/high-integrity
sales, and advanced marketing concepts had not yet reached. Basically it was, and still is for most, an
industry that is totally sales driven. And this lopsided emphasis on sales prevents us from delivering our
product, which again is to bring change through the delivery of our service. Typical fitness facilities today
are huge impersonal warehouses of equipment revolving around a sales team. The marketing is also a
negative since it is entirely price driven. This has proved to be totally ineffective in most markets for
attracting deconditioned people, people who have had bad experiences at other gyms, or people who have
never really been in afitness facility. Sales in these facilities are all based on closing the sale on the first
visit, a system that is over 30 years old, and one that most potential members find very repulsive. If this
facility is so good, why is the person forced to make a decision during their first visit? First-visit closes have
been an unquestioned part of the industry since it started. But this system drives down the price we should be
able to get for our memberships, because in only 30 minutes everything always comes down to price. There
issimply nothing else that can be intelligently discussed between a sales person and a prospective member in
just 30 minutes but the deal of the day. As an industry we haven't changed, nor have we questioned the
dogma that high-pressure/first-visit sales represent a behavior that is still propagated through the national
conventions, most industry magazines, and industry consultants who are failed owners who are now going to
teach you their business systems. Financially, most of these outdated business systems are self-defeating. For
example, the costs of running afitness facility in the '90s is two to three times higher than it was in the early
'80s, yet many owners try to operate their facilities using the same price per member that clubs used 25 years
ago. Simply, the volume that can be generated by traditional sales and marketing methods, with outdated
pricing, is not enough to ensure clubs' survival. Traditional fitness marketing is also a representation of the
industry's past that leads to a business plan, doomed to fail before it can ever begin. Price driven ads with
big-haired, big-chested super models with 22-inch waists don't work anymore to attract enough potential
members, because the ads' appeal is so limited. Since the club's marketing is ineffective, the club then forces
the salespeople to generate their own leads and to pressure prospective members to join on their first visit.
Salespeople who are able to do this are expensive and, therefore, take up a disproportionate amount of the
staffing budget. Because the salespeople are so overpaid, and the marketing is so expensive, thereis no read
money left for service people. Without service people, the current members become frustrated and leave the
system, which increases the demand for the salespeople to not only generate new sales, but to also replace
the large number of people who drop out. More money has to go into marketing and more pressure is applied
to the salespeople, who in turn apply it to the prospective members. Many people who might be interested in
working out in afitness facility would never even set foot in atypical club, because they already know what
is going to happen to them. They will be pressured into a decision, and then receive no help after the saleis
closed. The clubs will be crowded because of the volume approach that goes along with the low prices, and it



will also be dirty and filled with broken equipment. Keep in mind that the standard way of doing businessin
this industry over the past 30 years or more has taught the average consumer this process. All the large
chains based on low pricing and volume marketing in the past 30 years have proved the weaknesses of
traditional operating systems by bleeding red ink all over their investors. Even as thisis written, the chain of
the decade is gobbling up endless clubs by using venture capital, yet the owners are crying over lost revenues
in financial magazines. Their business systems simply don't work anymore. These systems are archaic and
provide losses to the owners and investors, and worse yet, do immense damage to the members who bought
into the clubs believing that they would get the help and service they rightfully expected. Huge chains with
outside capital and lousy business systems, or any operator who follows these systems, also hurt the
legitimate owners in the industry -- by giving the consumer such a bad buying experience before we ever get
a chance to meet them. This book is about making money in the fitness industry, with the application of rea
business principles while maintaining your integrity. There is a better way to do business, breaking away
from the traditional dogma our industry has been based on during its history, which has always reflected
instant financial gratification for the owner at the expense of the consumer. Here are a few of the topics
covered in this book that reflect changes from the old style of thinking: Focusing: Y ou can't be everything to
everybody in today's fitness market. Almost every major business or market has evolved from generalist to
specialist. Retailing giants like Macy's and Sears have been replaced with retail specialists like Eddie Bauer
and Victoria's Secret. Even lawyers and doctors have moved from being general practitioners to very
narrowly focused specialists. The fitness industry must do the same to grow and thrive into the next century,
yet many owners still practice the one-facility-fits-all theory. Running the business by numbers: There are
formulas and numbers that can be applied to our businesses that can help an owner build a functional
business plan. For example, an owner will make much better business decisions if he or she understands the
true yield from a member payment, loss rates, and the expected net from each profit center. There are also
important ratios that determine how much of the club's expenses need to be covered by the receivable check
and what percentage of a club's income should come from its profit centers in order to decrease the
dependency on new sales. By better understanding the financial side of the business, we can better
understand how to break out of our old habits. Staffing: Staffing will be the most difficult issue to deal with
in the coming decade. How you hire, train, motivate, and eventually let go of your employees will decide
how successful you will be. At some point in time, most gyms will have much of the same equipment and
programming. The difference between one club and another will be its focus and the staff that works in the
gym. The club with the best staff will win. Service: We haven't even scratched the surface yet of how we
define and deliver member service. Implementing true member service is expensive to maintain and difficult
to create because of the entrepreneurial nature of our owners. "Entrepreneurial” is another word for control
freak, and the very nature of atypical owner works against letting a member make a suggestion or point out a
weakness in the club. To prosper, we need to redefine member service beyond the definition of vast rooms of
equipment and free coffee to the members. Member service is not how much free stuff we include with a
membership; it's the quality and image of the programs, services, and amenities available to the member.
Marketing: Traditiona fitness marketing doesn't work because it has such alimited appeal. It's estimated that
92 percent of the people in this country have never set foot in a health club. Typical fitness marketing only
appeals to the other 8 percent who have fitness experience and it does nothing to develop the other 92
percent as a potential market for our clubs. The fitness industry as a whole also works off many false
assumptions that need to be questioned. This book works hard to uncover these fitness business myths. For
example, most owners strongly believe that the typical prospective member only cares about price. Why do
they believe that and base their business plan on this assumption, when it is so obviously false? Some people
are driven by price -- thisis the deciding factor as to what they buy and how they live. There are just as many
other people who will pay extra for quality. There are Geo Metros and there are Mercedes. There is
Nordstrom and there is Wal-Mart. The problem is that the false assumption most owners follow, is that
everyone in the world is a Wal-Mart person seeking a discount. The huge fitness chains demonstrate this
assumption in their ads and the rest of us follow. It's the traditional system of pricing, selling and marketing



that forces the consumer to think price, not the price itself. Because of our belief in this false assumption,
pricing in the industry for the majority of the fitness facility owners hasn't really changed in over 20 years. In
my 20 years as an educator and consultant, | know that change is possible and that the fal se assumptions can
be replaced with real business practices. | also know that change hurts. In this and any other industry, change
means that you may be leading the charge and going against the rest of the pack. Someone has to do it, and
hopefully, it will be the readers of this book who will help bring the fitness industry kicking and screaming
into the next millennium.
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By Thomas Plummer right here by clicking the link download. From discussed e-book by on the internet,
you can offer much more perks for many individuals. Besides, the readers will certainly be also easily to get
the preferred e-book Making Money In The Fitness Business By Thomas Plummer to review. Locate one of
the most preferred and required publication Making Money In The Fitness Business By Thomas Plummer
to review now as well as here.



