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enough to continue to romance 
her and give her new experiences 
to keep her interested. I’m sure 
he feels that what he is currently 
doing is enough to satisfy his 
mate.  She seems happy, and 
yes, she complains occasionally, 
but overall, he doesn’t feel 
it’s necessary to invest any 
more time and resources to 
make his cave any better. 
This is called Complacency.
 From this simple 
analogy, you can see the roles 
branding, advertising and cus-
tomer service have played since 
the beginning of man.
 Marketing guru, Jay 
Abraham, once said, “If you want 
to increase your business by 10%, 
fi nd someone in your industry that 
is highly successful and emulate 
them. If you want to increase your 
business by 100%, fi nd someone 
outside your industry that is 
highly successful and emulate 
them.” I agree, which is why in 
my seminars, I use illustrations of 
well-known brands from outside 

the fi tness industry.
 Now, as a case in point, 
movie theatres have had to wise 
up and give us even a better 
experience than they once did 
since they know we can now 
set up our own home theatre 
with a big plasma screen and 
earthquake-simulating surround 
sound speakers. In the Landmark 
Theatre near my home in Los 
Angeles, they not only offer 
stadium seating, but you can pick 
out your own seat online. Plus, 
once inside the theatre venue, 
there is a bar/restaurant where you 
can order a cocktail and take it 
into any of their 13 theatres. And, 
one of the theatres has nothing but 
couches and lounge chairs. With 
microphone in hand at the start of 
each movie, the young, energetic 
staff greet you and tell you a little 
bit about the movie and who’s in 
it, just like a Hollywood premiere. 
It is absolutely the best theatre 
experience in town, including my 
own theatre room at home. This 
is called Differentiating Yourself 
from the Competition.
 How are you making 
your health club a better 

experience so that people come 
into your gym instead of training 
on fi tness equipment in their own 
home? This was the challenge 
facing Howard Shultz when 
he thought of his Starbucks 
concept. How can I stop people 
from making coffee in their 
own homes or stop them from 
buying it from those cheap places 
down the street? As Howard will 
passionately tell you, his brand 
is not about the coffee, but the 
experience… it’s “Theatre!”
 Howard Schultz pro-
duces a consistent experience in 
all his Starbucks locations around 
the world. Do our health clubs 
have that consistent, intimate, 
feel-good atmosphere? The 
answer too often is no, which 
is why we struggle to get new 
members into our clubs.
 In the health club busi-
ness, as with fi tness equipment 
manufacturers, the focus over 
the years has been on driving 
down price in order to obtain 
more customers. Yet, 84% of 
Americans still have not joined a 
health club. If price is really the 
driver most on the consumer’s 

mind, then that statistic should 
have dropped dramatically by 
now, since we practically give 
away our memberships these 
days. Yet, the number remains 
static. We need to take a different 
tack, one that emotionally 
connects with our target market.
 As I have said for years, 
only one competitor can be the 
cheapest, the others have to rely 
on strengthening their brand.
 Now, more than ever, 
in this tough economy, people 
want value for their hard-earned 
money. We all pay higher 
monthly fees for our phone, cable 
and satellite services than we 
pay for our health clubs. More 
people spend more money and 
more time in coffee houses than 
they do in health clubs. People 
are obviously willing to pay for 
perceived value. If we are giving 
it away, what is it really worth?
 We have the best 
product and service on the planet, 
yet other products and services 
outside our industry consistently 
outsell ours, which to me, means 
that we don’t know how to sell 
what we have.

Remember Og.

(Derek is a much sought after 
public speaker on marketing, 
advertising, branding and 
customer service. He is the 
former Senior Vice President 
of Marketing for Gold’s 
Gym International and was 
responsible for helping build 
Gold’s Gym into one of the most 
respected and recognized brands 
in the fi tness industry. During 
his tenure, Gold’s Gym received 
numerous awards and accolades 
for its innovative marketing, 
with many ads being reprinted 
in advertising and educational 
textbooks. In Derek’s 20th year 
of building and protecting an 
American Icon, Gold’s Gym 
was listed in America’s Greatest 
Brands book. Derek now runs 
his own marketing consulting 
and entertainment production 
company, Barton Productions 
and may be reached at derek@
bartonproductions.com)

 The 25,000 ON THE 
MOVE Challenge was de-
signed to get 25,000 people to 
commit to physical activity for 
25 days during the month of 
June. L&T Health and Fitness 
(L&T) wanted to showcase its 
business milestone, 25 years, 
with a program that encouraged 
physical activity for exercisers, 
and more importantly, attracted 
non-exercising Americans. L&T 
also wanted to give-back to the 
industry by raising awareness 
of Augie’s Quest, the Muscular 
Dystrophy Association’s (MDA) 
research initiative to fi nd 
treatments and a cure for ALS 
or Lou Gehrig’s disease, and 
donating to the cause.

ON THE MOVE asked 
participants to commit to fi fteen 
minutes of activity each day with 
no restrictions on the type or 
intensity of activity. Individuals 
were able to participate anytime, 
anywhere, and they were eligible 
to win a prize, simply by logging 
their daily activity.
 Participation in ON 
THE MOVE was free and 
open to everyone. L&T reached 
out to fi tness center members, 
non-members, children, seniors 

and the community… schools, 
businesses, professional asso-
ciations, network groups, 
churches, family and friends.
 Participants tracked daily 
activity through L&T’s web 
page, linked to the President’s 
Council on Physical Fitness and 
Sports’ President’s Challenge. A 
paper tracking form was also 
available. L&T had 13,056 ON 
THE MOVE participants. 92% 
of these participants tracked their 
activity online and 8% tracked 
their activity on paper. L&T’s 
ON THE MOVE team was 
the largest nationwide group to 
participate in the 2009 President’s 
Challenge, making up 26% of 
their total number of participants.
 Participants who logged 
their activity each day during 
the challenge were eligible 
for a $25 gift card drawing.  
Larger prizes were available 
at the end of the challenge 
for 25 people who completed 
25 days of physical activity.
 Electronic newsletters 
with brief articles encouraging 
physical activity, a health and 
fi tness question and answer 
section and tips on how to 
increase daily activity motivated 

people throughout the program. A 
free webinar on Energy and 
Performance was offered to all 
ON THE MOVE participants. 
 ON THE MOVE in-
creased exercise adherence and
attracted non-exercisers because
activity could be done anywhere.  
ON THE MOVE showed 
organizations that their employees 
could increase their daily activity 
and see remarkable results. One 
participant said, “Thank you! 
It was fun doing the challenge, 
and I lost 12 pounds since the 
challenge started.”
 Through ON THE 
MOVE, L&T raised awareness 
and was able to collect 
donations for Augie’s Quest via 
the internet while fostering a 
sense of community using the 
web. A combination of L&T’s 
contribution of 25¢ per registrant 
and donations from ON THE 
MOVE participants raised nearly 
$3,500. L&T expects this amount 
to grow as the ON THE MOVE 
evaluations and thank you notes 
are distributed.
 L&T is rewarding orga-
nizations for their participation in 
ON THE MOVE. The principals 
and teachers of two elementary 

schools incorporated ON THE 
MOVE into daily classroom 
activities; this fall, L&T will 
reward these schools with 100% 
participation certifi cates at their 
County School Board meetings. 
Industry partners, clients, 
churches and companies will 
receive Outstanding Partici-
pation awards at upcoming 
meetings and conferences. 
 The feedback from ON 
THE MOVE participants has 
been overwhelming. Participants 
have raved about the “shift in 
thinking that has to take place 
when you have to be active for 
at least 15 minutes every day.”  It 
requires more of a lifestyle change 
than a commitment to exercising. 
One mother wrote, “Thank you! I 
am constantly thinking about how 
to incorporate our daily activity.”
 Everyone who partici-
pated had an equal opportunity to 
win a prize. A daily prize winner 
said, “I just log my run right 
when I get back to my desk each 
time. And, I won! I never win 
anything!” Another participant 
commented, “This is awesome! It 
is so great to get points for 
something I would have done 
anyway!” A school parent wrote, 

“This was a great thing to bring 
to our school. I think it really 
did raise awareness, which is 
what will combat this inactivity 
problem. Thanks.”
 
In summary, ON THE MOVE:

●Was free
●Was easy to register and record 
activity
●Was simple, requiring only 15 
minutes per day
●Allowed all ages to participate, 
from elementary school students 
to seniors

(See On The Move Page 27)


