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Part Three: Managing a
Marketing Campaign and
Creating a Business Gulture

by JEFF RUSSO

ost independent

clubs observe the

expensive market-
ing campaigns of the big
chains and quickly decide
that they just can’t com-
pete. Wrong! Plan to suc-
ceed by implementing a
structured marketing plan
and professional business
systems.

Just because you can’t compete with
the fitness chains on volume or types of
marketing campaigns, it doesn’t mean that
you can’t have a consistent, long term, ef-
fective and affordable marketing program,
says Shayne Varey, CEO of Bodyz in Mo-
tion in Kelowna, British Columbia.

“As an inde-
pendent club, mar-
keting to the
masses is costly,”
says Varey. “This
encourages us to
—
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create a more personal touch and include
community involvement in our marketing
strategy.”

In my experience, the majority of small
club owners have no marketing plan in
place. This means they have not set a
monthly budget or completed a demo-
graphic study to identify their ideal cli-
ent and the geographical area where
they’ll be directing their marketing and
promotions.

CREATE A MARKETING PLAN

Whether your budget is $500 or $5,000
per month, it is imperative that you plan
and manage a marketing program at all
times.

Clubs should be marketing to missed
guests, existing members, ex-members,
inactive clients, personal training clients
and the general population throughout the
year.

Most small club owners have neither
the time, patience nor, in some cases, the

For a detailed explanation of clients’ buying habits,
read the book that most corporations use to deter-
mine their marketing strategies: Changing for Good
by James Prochaska and John Norcross.

skill to design and execute an ongoing mar-
keting program. These people should be
realistic and hire an experienced market-
ing rep who understands the fitness club
business.

Another problem is that most owners
are too quick to give up on marketing when
they do not see a return on investment
from each promotion. Our industry is un-
der the impression that marketing equals
immediate membership sales. Any major
advertising executive will tell you that
most companies expect to lose money
on their marketing to get their mes-
sage out there.

I appreciate the financial limitations of
most small businesses and that they can-
not afford to invest money in marketing if
it does not generate immediate member-
ship sales. But this is unrealistic, and they
are setting themselves up for failure if they
do not invest in marketing that is educa-
tional and consistent — even if it does not
always provide an immediate return.

The goal of marketing is to educate
consumers, generate interest and get peo-
ple to think about your product. Only a
very small number of people in any com-
munity is at the “preparation” or “action”
phase of the decision making process. The
one or two marketing pieces that you dis-
tributed over the year might help move
people along the decision-making curve.
But when they finally decide to get started,
it will likely be the big chain’s promotion
that is in the mail box, on the radio, on a
billboard or in a letter. The chain was con-
sistent all year in its marketing, and peo-
ple are therefore reminded of its product
at the moment of buying.

CREATE A BUSINESS CULTURE

The typical small club environment
that [ have encountered is one that is laid
back, friendly, low stress and operating with
a “build it and they will come” mentality.
These club owners have the best inten-
tions of making a difference in their com-
munities, treat staff as family and create an
enjoyable and caring atmosphere for staff
and members. Many left the high pres-
sure, high volume and high turnover envi-
ronments of the Costco-type fitness chains
for greener pastures. The problem is
that most did not inherit the chains’ busi-
ness systems or their strong business
culture.

If you're wondering if your club has a
business culture in place, ask yourself these
questions:

* DolIhave aweekly sales and manage-
ment meeting with my entire team?
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The E-Myth Revisited by Michael E. Gerber is an excel- ) ——
TOO QU]CI{ TO GIVE lent resource for those interested in creating a busi-
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ness culture. Without it, you might just end up working

for one of the big club chains and getting a first hand The
look at their business operating system!

WHEN THEY DO NOT

SEE A RETURN ON

INVESTMENT FROM

EACH PROMOTION.”

* DoIfocus on goal setting and distrib-
ute statistics on everyone’s perform-
ance each week?

e Do Itrack the effectiveness of infor-
mation calls to tours, tours to sales,
closing percentages, average package
sales, number of referral names and
sales, number of sales calls and “be
backs”?

* Do I have sales projections for the
year in advance for all of my depart-
ments including front sales, personal
training, nutrition, pro-shop, group
exercise, etc.?

* IfIdohave goals in all of these areas,
do I have a strategy to break these
numbers down into daily duties and
responsibilities, and do I know how
to get my team to take charge and
implement these tasks?

Author Jim Collins talks about the
power of the word “and.” Business is not
an “either or” proposition. It is not sales
or service, profit or fitness, quotas and goals
or employee satisfaction and happiness,
aggressive marketing or happy clients. It
is sales and service, goals and employee
happiness, marketing and appreciative
members. Don’t assume that implement-
ing the corporate business world’s busi-
ness model can’t translate into retention
and satisfied clients at your club.

If you don’t or can’t market and sell,
there will be no one to service. You will

never sell effectively if you don’t have goals
and quotas, tracking and reporting systems,
commission and incentive pay structures
and a business plan and projections. FBC

Jeff Russo is president and co-
owner of The Edge Fitness Business
Consulting which helps small club
owners develop business operating
systems. The Edge has recently
formed The Edge Fitness Marketing
division. For more information contact
The Edge at 416-252-5700 or
jonj@edgefitnessconsulting.com or
www.edgefitnessconsulting.com.

BULK FACILITY
SUBSCRIPTION OFFER

Order additional copies of Fitness Business
Canada and help your staff stay informed of
key trends, techniques and issues of
importance to the health and fitness industry
in Canada.

DRY HYDROTHERAPY
MASSAGE BEDS
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Lease to own for less then $20 dollars a day!

5 Additional Copies/Issue for 6-issues (full yean$80.25* This "-hir“meﬂ‘ endorsed h'l'd'mr"”“I"F massane

10 Additional Copies/Issue for 6-issues (full year) $128.40

15 or more Additional Copies/Issue for 6-issues - ask our

Subscription Representative for a quote
*all prices include GST

Easy On-Line ordering at www.fitnet.ca

Call Now: 1-888-920-6537
Local: 905-873-0850
email: fbc@fitnet.ca

bed eliminates the hassle of schedoling contract
massage therapists and will provide added value
bo your existing client services.

H}, ﬂL FITNESS & HEALTH SPA PRODUCTS

wwnw. poalpeapielimited.com

{416) 213-0111 = 1 BOO 465-3062
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