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Preface


Since the third edition of this book there has been an increased focus on health and fitness. Research continues to show that even moderate amounts of exercise and small changes in diet can greatly improve health. Millions of Americans continue to try to lose weight and live longer, healthier lives.


The Centers for Disease Control and Prevention (CDC) backs up the need to address the obesity problem. According to the CDC, more than one third of Americans are obese. That is 78.6 million people. That is a huge market for those who might need help with weight reduction and physical fitness.


As a personal trainer you have both a great opportunity and a significant challenge. You are in demand to help people not just wade through all of the information, but to inspire them to apply it and improve their lives. Being overwhelmed by too much information and lacking motivation to carry through with a fitness program are two areas where personal trainers can really help people struggling to lose weight and lead more healthy lives.


Starting a personal training business offers a satisfying combination of financial reward and a career in which you can make a profound difference in the lives of others. A skilled trainer who also has good business knowledge and judgment can earn a substantial income.


At the same time, because many people still face troubling weight and healthy lifestyle issues, new approaches are needed if fitness professionals are to reach these individuals.


Fortunately, the fitness business is rising to the challenge by creating innovative ways to do just that. This means that you have new avenues to entrepreneurial success through strategies that will grow your business by making fitness relevant and accessible for more and more people.


In this updated edition, we give you information that will quickly get you up to speed on exciting directions in the fitness industry and show you how you can take advantage of them. From boutique studios to faith-based programs to partnerships between public and private entities (for example, schools and private trainers), the trends may change, but that most Americans would benefit from better eating and more exercise is still a key message.


Since the third edition, social media continues to expand the ability to revolutionize your business. Having a website is now fundamental, and being active on Facebook, Twitter, and other social media platforms is now not only the norm but expected. But while being expected to be active on social media, it is also no longer enough to be haphazard. Social media needs to be planned and executed systematically like any other part of your business marketing.


As with previous editions, this book focuses on the business side of personal training. This is not an instruction book on training techniques—there are plenty of certification and education programs where you can find that—but a guide through the business side of fitness.


But we realize that you’re interested in exercise, athletic performance, and how science is exploring ways that we can become fitter and healthier. You wouldn’t be a personal trainer or a soon-to-be trainer if you weren’t. So we’ve added sidebars throughout the book giving you “Stat Facts”—you’ll find these fascinating, we’re sure. But they’re also perfect tidbits of information that you can pass along to your clients to enhance your reputation as a reliable source of health and fitness knowledge.


This book also covers the nitty-gritty details of starting and running any service-oriented business. Whether you’re looking to launch a solo concern with minimal investment or open your own studio and hire other trainers, this book will help you. More specifically, you will get an overview of the personal training industry and potential client markets, as well as a step-by-step guide to setting up and operating your fitness business. You’ll learn about startup costs, marketing, and how to track and manage your company’s finances. Successful personal trainers and industry experts will share the insights they’ve gained through years of experience.


Regardless of the type of personal training business you want to start, we recommend that you read every chapter in this book. Most of the information applies to all sizes and types of personal training operations, and the information is interrelated.


As any small-business owner will tell you, you will need all the advice and mentoring you can get. This book is intended to get you off on the right foot with your exciting new venture!









CHAPTER 1


Introduction to Personal Training


This is an exciting time to be an entrepreneurial personal trainer. The opportunities for qualified fitness professionals who also understand how to run a business are virtually unlimited.


Take a look around. Obesity continues to be an epidemic. Many people of all ages are spending too much time in front of computers and TVs. This increasingly sedentary lifestyle is taking a tremendous toll on their health. Although fast-food restaurants have tried to rise to the challenge of offering more healthful menu items, they still serve up calorie-dense meals and regular restaurants offer massive portion sizes. We are a busy nation with families finding it difficult to prepare and serve nourishing meals.
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According to the Bureau of Labor Statistics (www.bls.gov), the job outlook for fitness trainers and instructors is on an 8 percent rise through 2024, which tracks with other occupations. Businesses and insurance companies continue to recognize the benefits of health and fitness programs and offer incentives to join gyms and health clubs, resulting in the need for them to hire more personal trainers.






 





We are also becoming more aware of the downside of expanding waistlines. As people decide to get in shape, fitness professionals are well positioned to help. Whether the market is baby boomers wanting to regain some of their youthful vitality or parents looking for ways to provide positive role models for their children, they are turning to trainers. As well, the medical professions have recognized that diet and exercise are important for keeping people healthy and avoiding unnecessary health-care costs. Businesses large and small are realizing that healthy, fit employees are more productive. And they are all realizing that people need help to accomplish these fitness goals.


It’s no surprise that personal training is one of the top professions of the 21st century and a fast-growing segment of the fitness industry. With rare exceptions, personal trainers love what they do. After all, they’re not working on a production line or sitting in front of a computer—they’re helping people get and stay healthy and fit. For their efforts, they’re earning well above the minimum wage.
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Despite international efforts to encourage exercise, physical inactivity remains the fourth leading risk factor for death worldwide. Many of the most common health issues today can be directly tied to sedentary lifestyles.


—Press release, February 23, 2016, American Council on Exercise (www.acefitness.org)






 





Take the Exercise Is Medicine initiative put forth by the American Council on Exercise in 2007. In February 2016, this initiative announced an international collaboration including the American College of Sports Medicine, the American Council on Exercise, and the Medical Fitness Association. The initiative’s director, Dr. Felipe Lobelo, says, “Our goal is to elevate the status of physical activity so that it becomes a standard in health care.” And this can only mean an upward trajectory for the personal training industry.


While some clubs want their trainers to work as employees, many others are hiring independent contractors or contracting with personal training companies to meet their needs—and that means opportunity for you.


What Do Personal Trainers Do?


Personal trainers work with clients who need instruction and coaching in the areas of exercise physiology, kinesiology, injury prevention, recovery and rehabilitation, nutrition, supplementation, fitness assessment, exercise programming, sports conditioning, flexibility techniques, and more. Personal trainers continue to train both one-on-one and in group instruction. Group instruction provides multiple benefits to both trainer and trainee, including sociability, learning from peers as well as instructors, and typically lower rate structures for participants while still allowing the trainer to get a solid per-hour rate.


Observant, detail-oriented personal trainers begin their work with each client by doing an assessment. Through conversation and by completing forms, they gather information about the client’s health and medical status, lifestyle, expectations, and preferences. Then they are able to establish realistic and measurable short- and long-term goals and develop an exercise program. Some trainers set up a series of short-term goals that the client can work toward, and others space the rewards out at greater intervals, coaching clients to reach for the ultimate brass ring and then focus on its maintenance. The choice is yours to make, but one thing is clear: A high emotional IQ, an understanding of basic “people skills” and psychology, and the desire to help people are all needed to process the subtle but important signals your clients may give you along the way.


Personal trainer Salvador Mascarenas Ruiz of Puerto Vallarta, Mexico, believes being a good teacher is in one’s genes and unless you take pleasure from sharing what you know and have an innate love of giving versus taking, working as a fitness trainer will be painful for everyone involved, both student and teacher. Phil Martens of 501F1T in Minneapolis, Minnesota, says, “Your best bet for success is to be able to connect with people, to respect them, and really know your program and what you’re doing. A high emotional IQ would be good, but really a Ph.D. in psychology would be even better.”
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Just how many health clubs are there nationwide? According to the International Health, Racquet, and Sportsclub Association (IHRSA), there were 34,460 U.S. health clubs in 2015 (up 6.4 percent over 2014), 54.1 million health club members, and a total of $24.2 billion in health club industry revenue in 2014.






 





As they work with each client, personal trainers


        [image: ][image: ]  teach safe and effective exercise techniques;


        [image: ][image: ]  monitor, record, and evaluate progress;


        [image: ][image: ]  make adjustments in the program as necessary; and


        [image: ][image: ]  provide support and motivation to help their clients stick to the program and reach their goals.


Personal trainers may also serve as consultants when their clients are setting up training equipment in their homes or offices.


Personal trainers who have studied nutrition may also offer nutrition and weight management counseling. Trainers who are group fitness instructors may incorporate popular group fitness trends into small group training sessions. For example, your clients may not want to participate in a crowded class at the gym but may want you to lead very small classes in areas such as yoga, kickboxing, Zumba®, and body sculpting for themselves, their families, and friends.
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So what do personal trainers really do? Some of the services typically offered by personal trainers include:


             [image: ][image: ]  Body composition and fitness assessments






             [image: ][image: ]  Muscle building and toning
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             [image: ][image: ]  Individual exercise programs






             [image: ][image: ]  Individual weight/fat-loss programs






             [image: ][image: ]  Nutrition consulting (in conjunction with a licensed nutritionist)






             [image: ][image: ]  Strength and endurance training






             [image: ][image: ]  In-home or in-office personal training
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             [image: ][image: ]  Personal training for teenagers and children
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             [image: ][image: ]  Special focus training such as cardio-respiratory, circuit, and resistance
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             [image: ][image: ]  Individually designed high- or low-impact step and aerobics programs






             [image: ][image: ]  Individual or small group training






             [image: ][image: ]  Seminars and classes on fitness






 





Some personal trainers work with people who have suffered an illness or injury and need assistance transitioning back to a physically active lifestyle. This is an area known as “clinical exercise” and is an important part of the rehabilitation process. Trainers work in conjunction with their clients’ medical doctors and physical therapists to establish an appropriate exercise program; then they instruct the client as necessary to implement the program.
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As reported by the Bureau of Labor Statistics, median annual wages of fitness trainers and aerobics instructors in May 2015 were $36,160. The bottom 10 percent earned less than $18,690, while the top 10 percent earned $70,180 or more. These figures do not include the earnings of the self-employed which, in 2014, represented about 1 in 10 personal trainers. Earnings of successful self-employed personal trainers can be much higher.






 





Trainers work with amateur and professional athletes to help them maintain their conditioning during their off season and prepare for in-season competition. They work with performers who may or may not be celebrities, but who need to stay in top physical form or get back into shape quickly for an event.
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Although published in 2009, “The Future of Fitness” white paper published by Les Mills International asks three questions that remain relevant to success in the fitness industry. Keep these questions in mind while you shape and refine your business:


             1.  How do we remain relevant among the “converted” consumers—those who already believe in fitness and are willing to commit time and effort?


             2.  Can we improve our offer to those who enjoy fitness, but who don’t like “going to the gym”?


             3.  How do we keep the industry fresh, relevant, and competitive in the decades ahead as populations change, technology and medicine redefine what is possible, and competition increases?






Stay tuned throughout the book for the data these questions unearthed, and view the study here: http://w2.lesmills.com/files/globalcentral/docs/Future%20of%20Fitness%20White%20Paper_for%20release_Dec%202009.pdf.






 





Meet the Experts


Personal trainers today expand their services and then refine them, specializing not just in what their markets call for but also what stimulates personal growth. Some of the trainers interviewed in this book have switched gears several times for those reasons. In our panel you’ll find a balanced sample of current trends as well as traditional methods.


Jennifer Brilliant’s Brooklyn-based company offers one-on-one training, as well as group training in exercise and yoga. Jennifer and her trainers work in homes, offices, schools, and gyms.


Lynne Wells, in New York City, works with clients in their homes and in the gyms located in residential buildings where the clients live.


Bill Sonnemaker and his wife Valorie Ness-Sonnemaker founded and own Catalyst Fitness in the Atlanta area. Bill was the recipient of the 2007 IDEA International Personal Trainer of the Year Award and the 2007 National Academy of Sports Medicine Pursuit of Excellence in Health and Fitness Award. One of the keys to his success, he says, is his time as an intern and employee of other trainers. “I had access to good coaches with good exercise technique, and learned proper form and proper program design,” he says.


Gunnar Peterson has had a lifetime to refine the powerful style that makes him one of the most talked-about personal trainers for those striving for strength, health, and beauty. From age 10 he began the discovery of how to change his own body from fat to fit, beginning with joining Weight Watchers, and fell in love with the feeling of empowerment. Now he uses that passion to give others the tools to reach their personal health goals through a distinctive, unconventional style that attracts professional athletes, everyday people, and celebrities.


Running his Beverly Hills, California, gym and being a single parent to three children requires an intense level of energy, which Peterson is known for, along with the sarcastic sense of humor he’s used for over 20 years to hold clients accountable for changing their own lives.


Peterson’s Strength and Conditioning Specialist (CSCS) certification and fluid transfer of strength training modalities from gym use to home and office cubicle use are just some of the implements that make him so useful. He enables progress for professional athletes and office workers alike, giving them the tools they need to work realistically within the confines of their unique schedules.


Tyrone Minor started out as a Division 1 track athlete in college and competed nationally until he was 33. As he traveled to compete, he networked with local athletes to find the best gyms in each city and began getting requests for training assistance. A lightbulb went off in his head as more fitness buffs asked to train with him.


Research and development of his own personal training business came next, along with the beginnings of his intense coaching style, a combination of offering “confuse the body” exercise sets, working the largest muscle groups to lose fat and gain mass, and functional compound movements designed to help people do daily life tasks with more strength and stability.


He is a licensed physical education teacher and registered trainer, and doubles as a fitness model for a variety of product lines. His personal training business, Chizel, Inc., is in Minneapolis, Minnesota.


Having sailed solo around the world on a 31-foot cutter boat at age 57, Pat Henry discovered and honed the physical and emotional strengths that saw her through almost every challenge imaginable. The rigors of that eight-year adventure combined with wear-and-tear to her body from years of competitive athletics and aging heightened her awareness of and interest in the relationship between anatomical mechanics and physical injuries.


She immersed herself in studying and became a certified pain management therapist. She utilized the pain management principles to develop a unique program: Organic Stretching™. Traditionally, therapy serves clients in addressing their individual restrictions and the potential benefits are dependent upon the practitioner doing the work. Henry was determined to give clients the tools to heal themselves and strengthen their physical wellness by teaching them how to move. She practices in Nayarit, Mexico, and Laredo, Texas.


501F1T is a socially energized fitness center in Minneapolis, Minnesota. This partnership of Phil Martens and Diana Broschka offers clients long-term, affordable group fitness classes and personal training with both traditional and custom equipment designed by Martens.


When the partnership began, Martens was running a solo training business with a small client base. Keeping the business small allowed him to work a 30-hour week and, when he didn’t have clients, close the studio gym he rented in order to work on marketing his business. He began to develop a fitness machine called G-Werx Gym™ and expand, and needed a business plan. Diana Broschka, one of Martens’ clients, believed in him and though she’d never written one, offered to write it for him.


With Broschka’s impressive resume in finance and business and Martens’ law degree and inventor status, the dynamo began kicking up dust soon after the plan gelled, and today they are starting to enjoy some of the payoffs of being extremely diligent for three years in the creation of the multiple projects surrounding their gym.


In the Mexican border town of Reynosa, Tamaulipas, being overweight was a positive, indicating one had sufficient funds to eat heartily. A painful lesson came for young, hefty Salvador Mascarenas Ruiz when his family moved to Monterrey, one of Mexico’s most developed and prosperous metropolises. There his girth was grist for ridicule and exclusion. In response to the cruel teasing he began running and virtually stopped eating, consuming only one salad every other day. He lost a lot of weight very quickly and became ill from the process.


Treating him with antibiotics, the attending physician also gave Mascarenas Ruiz books on how to eat nutritionally and safely attain a healthy weight. One in particular, written in a comic book style, had a life-changing impact: La Panza es Primero (The Belly Is First) by Rius, an author who uses no first name. Its message that good nutrition is the cornerstone of wellness was told with humor and emphasizes minimizing meat, fat, and sugar. Ruiz was forever changed and began his education in health and fitness.


Applying this newly acquired nutritional wisdom and developing his personal fitness through sampling various exercise forms, Mascarenas Ruiz over time not only restored his health but achieved an exemplary physique, which brought plentiful opportunities for modeling and acting.


“I can do that!” is the mantra that not only launched Barbara Crompton’s comprehensive fitness career more than three decades ago but has also served to guide her professional development and business decisions along the way. Inspired by a class at the Jane Fonda Center in Los Angeles, California, she decided to apply her university degree in physical education to developing her own aerobics, stretch, and strength classes. She initially found willing participants in her family and friends, and with the blind optimism of youth and an unflagging work ethic earned Canadian and international certifications in various fitness disciplines.


Her ventures soon after included founding and directing several fitness enterprises, such as a personal training company employing 22 trainers, a physical therapy and massage clinic for injured athletes, and a fitness educators’ business that provided international training for health professionals and all-inclusive resources to assist in the opening and ongoing management of private and corporate fitness centers.


Abby Guinard is an equestrian. After suffering several physical ailments, Guinard had to stay super fit to even function. She started finding herself in the gym all the time and found she loved watching people transform through fitness. She had her own successful marketing business at the time but developed an increasing desire to open a gym.


Guinard spent years looking into opening a gym on her own—she did all the market research, looked at spaces. By then she was an active cross-fitter herself and considered herself an elite athlete. She was personally successful in her fitness but kept coming back to the question, “Why would people come to you as a trainer?”


“There are a million great trainers,” Guinard says. “I felt like I needed a little more, that otherwise there was no need for anyone to come to me.” She started to think about who her clientele might be and decided she wanted to focus on individual transformation—the thing she had always been so fascinated by during her own workouts and gym experience. “The realization I came to,” Guinard says, “is that the everyday person is someone I can help.”
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According to the Bureau of Labor Statistics, the industries employing the largest numbers of fitness workers in 2014 were:


          1.  Fitness and recreational sports centers


          2.  Civic and social organizations


          3.  State, local, and private educational services


          4.  Healthcare and social assistance.






 





Then Guinard’s sister called her attention to the franchise Get in Shape for Women. Her sister was going to one of the franchise gyms and loved it. They treat their trainers really well. Suddenly the franchise became a serious option.


Guinard attended franchise meetings. She liked how the Get in Shape for Women program virtually sells itself and that the premise already differentiated the gym and the training, focusing on small groups and nutrition. She and her life partner and now business partner opened a site together. Two years in, their gym in Shrewsbury, Massachusetts, has no current openings for new clients, and they are thinking of opening a second site.


Guinard’s successful marketing business allowed them to start with strong capitalization; they made a $200,000 upfront investment. And she feels like it would have been even tougher to start up on her own.


Personal trainers are not simply exercise instructors and supervisors—in other words, there’s more to being a personal trainer than just knowing your anatomy and exercise physiology and the science behind exercise. Each of the experts in this book came to serve the human race with a specialized form of physical assistance because of a fondness for empowering people, their own struggles attaining peak fitness, and a gift for helping to heal. The personal experiences that led them to commit deeply to such a disciplined and industrious lifestyle have been emotional and character-building. As a result of this hard-won experience, trainers have the potential to be skilled and sensitive confidants, role models, and sources of support and encouragement.


Trainers are engaged, invested, and giving, and want to see their clients soar to their highest potential. Of course, when you turn your life’s passion into a business, you’ll have to be proficient at much more than that. In the beginning, you may choose to take on all of the management elements of your business yourself. You’ll handle everything from marketing, selling, and social media representation to accounting and employee relations.


Who Is Your Market?


Successful personal trainers agree that there is no such thing as a “typical” client. More and more people, regardless of their level of fitness or exercise expertise, are turning to personal trainers as a practical and affordable means of becoming and staying healthy. Hard-core strength trainers and body builders are only part of the overall clientele of personal trainers.


Pat Henry’s Organic Stretching™ helps clientele ranging in age from 45 to 80, many of whom have experienced significant improvement with long-term and episodic lower back, shoulder, knee, and sciatica issues. The entire focus of Henry’s method is on increasing range of motion relying on connective tissue, especially the joints, which is an asset to anyone, regardless of their exercise regimen or fitness level.


Jennifer Brilliant’s clients include businesspeople, stay-at-home mothers, and people recovering from injuries and illnesses. “Some people are striving to get into better shape, whatever that means for them,” she says. “Some are into maintenance, so they’re not really trying to improve; they just want to stay where they are. Some people want to learn something new for variety.”


How long do clients typically stay with a personal trainer? It can range from just a few sessions to years. Some trainers carefully seek out long-term clients; others choose a niche where they educate a client about fitness, or work them through a short-term problem, then move on. Brilliant says her clients stay with her an average of three to five years. Phil Martens still has some of the same clients from the small gym he operated many years ago.


Some trainers work with people who travel frequently so the relationship is as long as ten years, but the sessions may only occur two or three months of the year. Some clients want frequent sessions with their trainers—as many as two and three a week. Others opt to see their trainers less often, perhaps just to do periodic fitness testing, measure their progress, and update their program.


Realize that not everyone who has an interest in fitness is a potential client; many dedicated fitness buffs prefer to do their own thing. Along the same line, not everyone who needs a personal trainer is going to be willing and/or able to hire one.


Is This Business for You?


There are two key aspects to owning a personal training business. The first is being a personal trainer, and the second is being an entrepreneur.


Good personal trainers are passionate about fitness and eager to learn the latest information about exercise, nutrition, and healthy lifestyles. They enjoy helping and teaching others about fitness and exercise. They are caring, giving, patient, and empathetic. They absolutely love the idea of spending ten hours per day working with people in a gym or other setting, guiding them through exercises, and helping them reach their fitness goals.
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The fitness industry is always working to stay relevant to consumers. “. . . the wearable technology industry has many potential benefits for those looking to get in shape or for those who need to improve their wellness,” says Lindsay Patterson, in a post in WearableTechNews on January 7, 2016. The estimated value of the industry by 2020, Patterson says, is over $30 billion. Another area where fitness is working hard to remain relevant is technology. Wearables such as the FitBit, which allows for tracking of every aspect of fitness well beyond the standard heart rate and weight, is the current wave. And with wearable technology advancing almost daily, the end is far from sight.






 





As a trainer, your job is to motivate your clients, improve their techniques, and keep their workouts fun and effective. You need to be friendly, enthusiastic, and have great communication skills to do this. It also helps to be personable, genuine, and truly sincere—you’re not trying to sell anything; you’re helping people, and for that, you get paid.


Successful entrepreneurs have the ability to step beyond doing the service their company offers and deal with the process of building and running a business. To own your own personal training business, you’ll need strong management, administrative, and marketing skills—or you’ll need to recognize what you don’t have and then cultivate them in yourself or be willing to hire people who can provide those skills.


As Bill Sonnemaker says, “Being good at your job as a trainer is completely different than being a good marketer or good business owner . . . so finding your strengths and weaknesses is important.”


Jennifer Brilliant was a dancer for many years before she became a personal trainer. For her, the appeal of personal training was “sharing and helping others.” Jennifer says, “It’s a profession where people are giving, and with that generosity, people are successful.” But she knows she has to do more than just work with clients. “The part of the business that’s challenging is the day-to-day things you have to do, all the details of running a business—the bookkeeping, handling phone calls, keeping records straight,” she says. “It’s surprising how much time running the business takes.”


Credibility and Credentials


There are no professional licensing requirements for personal trainers. That means anyone can call herself or himself a personal trainer and open up a business. But consumers are becoming increasingly savvy, and most will ask about your credentials before they hire you. That’s why certifications and professional affiliations are critical.
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Even though certification is not required at present, it’s always possible that legislation requiring some sort of licensure or certification could be passed in any state at any time. If that happens and you’re not certified, you’re out of business. So keep an eye on your state laws and get certified. Insist that the trainers who work for you be certified as well.






 





“The big difference between licensure and certification is that certification is voluntary, whereas licensure is mandated by the state,” says Tony Ordas, MA, CSCS, owner of The Fitness Studio. “Certification is a credential that states you have a certain level of knowledge and skill.”


Although there does not seem to be an official count, there are more than 300 organizations offering certification programs—some general, others very specialized—for personal trainers. Most are for-profit, but a few are nonprofit. The majority of these organizations also offer education programs leading to certification, although several merely administer tests to determine competency. Some education and certification organizations also function like a professional association, providing individuals who have completed their programs with a range of ongoing support services. There are also professional associations, which are just that—an association of personal trainers and other fitness professionals. A number of these organizations are listed in the Appendix; you can find even more by doing a search on the internet or visiting your local library.


With such an abundance of choices, it makes sense to recognize that you can’t belong to every fitness organization out there. That’s an expensive and counterproductive approach. Study the organizations and choose the one(s) that meet your requirements and will give you the tools you need to succeed.


When deciding on the organization(s) you’ll work with to obtain your credentials, consider these issues:


        [image: ][image: ]  Accreditation. Check to see if the certifying organization is accredited, and by whom. It’s a good idea to also check into the accreditation agency to determine how they set standards and what sort of reputation they have. Although there are hundreds of personal training certification organizations, only a handful of nationally recognized organizations are accredited by the National Commission for Certifying Agencies. This is the accreditation body of National Organization for Competency Assurance, which sets quality standards for credentialing organizations.


        [image: ][image: ]  Club requirements. If you are going to contract with a club or spa to provide their personal training services, they may require that you and the trainers on your staff be certified through specific organizations. Find out what they prefer before investing in a program they won’t accept.


        [image: ][image: ]  Your goals. Be sure the certification is something you can use and is in line with the goals and aspirations you have for yourself and your company.


        [image: ][image: ]  Your market. The certification should be appropriate for the market segment you want to serve.


        [image: ][image: ]  The current fitness forecast of leading authorities. Check to see which fitness niches are on their way in and which are on their way out with the research.


        [image: ][image: ]  Your educational needs. Some certifying organizations offer only testing programs that determine skills and competency; others offer training programs that lead to certification. Your own needs will determine which you choose. For more information on how to evaluate a certification organization, see Chapter 9.
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Some of the certifications you might want to consider obtaining include:


             [image: ][image: ]  Aerobic Fitness Trainer






             [image: ][image: ]  Aqua Fitness Specialist






             [image: ][image: ]  Certified Fitness Advisor






             [image: ][image: ]  Certified Personal Trainer






             [image: ][image: ]  Clinical Exercise Specialist






             [image: ][image: ]  First Responder/First Aid






             [image: ][image: ]  Fitness Therapist






             [image: ][image: ]  Golf Fitness Trainer






             [image: ][image: ]  Group Fitness Instructor






             [image: ][image: ]  Health Fitness Instructor






             [image: ][image: ]  Lifestyle and Weight Management Consultant






             [image: ][image: ]  Neonatal/Postpartum Exercise Specialist






             [image: ][image: ]  Wellness Coach






             [image: ][image: ]  Performance Nutrition Specialist






             [image: ][image: ]  Personal Defense Specialist






             [image: ][image: ]  Rehabilitation Exercise Specialist






             [image: ][image: ]  Senior Fitness Specialist






             [image: ][image: ]  Specialist in Fitness for the Physically Limited






             [image: ][image: ]  Specialist in Martial Art Conditioning






             [image: ][image: ]  Sports Conditioning Specialist






             [image: ][image: ]  Strength and Conditioning Specialist
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             [image: ][image: ]  Youth Fitness Trainer
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If you live near a medical school, take advantage of their medical libraries, which contain textbooks and journals that are more expensive to buy or subscribe to than most personal trainers can afford. These are your best sources for timely, accurate information on anatomy, current research and findings, etc. You should also check out the National Center for Biotechnology Information website at www.ncbi.nlm.nih.gov, which allows you to search academic journals based on key words. Abstracts are free, and many journals are now making full-text articles free, as well (some require a delay of up to a year after publication before giving free access).






 





Beyond industry-related certification, many personal trainers have college degrees in health/exercise sciences or related fields. These degrees demonstrate your knowledge and commitment to the field.


A sampling of some of the trainers we interviewed reveals the value they place on maintaining qualifications. In addition to two certifications from the American Council on Exercise (ACE), Jennifer Brilliant also holds a fine arts degree in dance. Bill Sonnemaker’s credentials include work as a research chemist for the Centers for Disease Control and Prevention and certifications through the National Academy of Sports Medicine, the National Strength and Conditioning Association, the American College of Sports Medicine (ACSM), and ACE. Lynne Wells is certified through ACE, has a certification in lifestyle and weight management consulting, and two certifications in Hatha yoga.


Richard Cotton, Director of Certification for ACSM, holds a certification through ACSM, as well as a master’s degree in physical education with an emphasis in applied exercise science. If you choose to pursue a degree, Cotton says, “physical education, kinesiology, and exercise physiology (all with an applied emphasis as opposed to research emphasis)” are helpful courses of study for this field.


Phil Martens is an ACE certified trainer with a bachelor’s and a doctorate degree from the University of Minnesota.


Barbara Crompton’s educational focus in physiology and anatomy offers a confident structure to her holistic services.


Continuing Education


Once you receive a certification, the organization will likely require you to earn continuing education units (CEUs) on a periodic basis to maintain that credential. Most offer a wide range of classes and seminars for a fee, so it’s easy to choose sessions that are of interest and appropriate for your particular operation. Before signing up for a class, be sure to confirm how many CEUs you’ll earn and what sort of documentation is required to be sure you get proper credit.
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Atlanta-based Bill Sonnemaker requires each of his trainers to eventually obtain certifications from four of the top organizations: the National Academy of Sports Medicine, the American College of Sports Medicine, the American Council on Exercise, and the National Strength and Conditioning Association. “All of our trainers have at least two of those to begin to work with clients,” he says. “This requirement is just so far above any other facility that we advertise on that.”






 





Whether it’s required or not, you should always be educating yourself on the latest trends and discoveries in the fitness industry. New products and techniques are constantly being introduced, and you should be familiar with them so you know when to use them with your clients. In fact, a great place to take seminars is at the various trade shows and conventions where equipment vendors are displaying their products. Also, your clients may hear about various fitness-related issues in the media, and you need to be prepared to answer their questions with confidence and accuracy.


Remember that your certifications and the continuing education necessary to maintain them underpin your business success. “The knowledge I’ve obtained while preparing for certification exams,” Sonnemaker says, “as well as the teaching and education required to maintain those certifications, has made me a better trainer when it comes to assessments, program design, and psychological factors in dealing with clients.”


“When you work with athletes you need to keep up-to-date on the latest training philosophies,” says Tyrone Minor of Chizel, Inc. He gives an example that shows why some trainers arrive at the front of the pack: “As time goes on, athletes are getting bigger and stronger as a group, and the latest research shows that dynamic work is better for warming those bigger bodies up, such as sprint drills and calisthenics, rather than the old methods of yoga-like warm-ups involving holding stretches.”


Because Minor didn’t have a coach fresh out of college and wanted to compete at a high level in his track career, he developed research methods to ensure he was taking advantage of all the best tools, methods, and philosophies available, which also paid off when he created his personal training business. He told us that most competitive collegiate athletes will just ask a coach what to do rather than do any research of their own, even if they’re low on funds. A personal trainer with a monthly automatic withdrawal payment plan focusing on this market might capitalize on this large gap that needs to be filled.









CHAPTER 2


Designing Your Business


Some entrepreneurs would rather walk on hot coals than sit down and write a business plan. Other would-be business owners get so caught up in planning every detail that they never get their businesses off the ground. You need to find a happy medium between these two extremes.


Your personal training company should start with a written business plan. Writing your plan down forces you to think it through and gives you a chance to examine it for consistency and thoroughness. Whether you’ve got years of personal training experience behind you or you’re brand-new to the industry, you need a plan for your business.


This chapter will focus on a few issues particular to planning personal training businesses, but they are by no means all you need to consider when writing your plan.


If you’re excited about your business, creating a business plan should be an exciting process. It will help you define and evaluate the overall feasibility of your concept, clarify your goals, and determine what you’ll need for startup and long-term operations.


This is a living, breathing document that will provide you with a road map for your company. You’ll use it as a guide, referring to it regularly as you work through the startup process and during the ongoing operation of your business. If you’re going to be seeking outside financing, either in the form of loans or investors, your business plan will be the tool that convinces funding sources of your venture’s worth.


Putting together a business plan is not a linear process, although the final product may look that way. As you work through it, you’ll likely find yourself jumping from equipment requirements to cash flow forecasts to staffing, then back to cash flow, on to marketing, and back to equipment requirements. Take your time developing your plan. Whether you want to start a part-time business as a trainer going to clients’ homes or establish a fully equipped studio, you’re making a serious commitment, and you shouldn’t rush into it.


Business Plan Elements


Though the specific content of your business plan will be unique, there is a basic format that you should follow. This will ensure that you address all the issues you need to, as well as provide lenders and investors with a document to evaluate that is organized in a familiar way. The basic elements are:


        [image: ][image: ]  Front matter. This includes your cover page, a table of contents, and a statement of purpose.


        [image: ][image: ]  Business description. Describe the specific personal training business you intend to start and list the reasons you can make it successful. This section should also include your business philosophy, goals, industry analysis, operations, inventory, and startup timetable.


        [image: ][image: ]  Marketing plan. Include an overview of the market, a description of your potential customers, a discussion of the advantages and drawbacks of your location, an analysis of the competition, and how you plan to promote your specific business.


        [image: ][image: ]  Company organization. Describe your management structure, your staffing needs and how you expect to meet them, the consultants and advisors who will be assisting you, your legal structure, and the certifications, licenses, permits, and other regulatory issues that will affect your operations.


        [image: ][image: ]  Financial data. This is where you show the source(s) of your startup capital and how you’re going to use the money. Include information on real estate, fixtures, equipment, and insurance. You’ll also include your financial statements: balance sheet, profit-and-loss statement, break-even analysis, personal financial statements, and personal federal income tax returns.


        [image: ][image: ]  Financial projections. Take your financial data and project it out to show what your business will do. Include projected income statements for three to five years, cash flow statements for three to five years, along with worst-case scenario income and cash flow statements to show what you’ll do if your plan doesn’t work. Keep in mind that if you’re opening a studio, it typically will take until your second year to turn a profit. Realistically, when you take into account paying back your investors, it may take until the third year before you have positive cash flow, says Steve Tharrett, president of Club Industry Consulting, a Texas-based fitness and sports industry consulting company. “Some type of negative cash flow is going to occur at the beginning,” he says. “It’s really rare that you’ll ever make a profit your first year.”


        [image: ][image: ]  Summary. Bring your plan together in this section. If you’re trying to appeal to a funding source, use this section to reiterate the merits of your plan.


        [image: ][image: ]  Appendices. Use this for supporting documents, such as your facility design and layout, marketing studies, sample advertising, copies of leases, and licensing information.
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Your business plan should include worst-case scenarios, both for your own benefit and for your funding sources. You’ll benefit from thinking ahead about what you’ll do if things don’t go the way you want them to. You’ll also increase the comfort level of your lenders/investors by demonstrating your ability to deal with adversity and potentially negative situations.









Diana Broschka spent four months writing a comprehensive business plan after her personal trainer, Phil Martens, and she decided to join forces to create 501FIT. They approached banks with the plan hoping to obtain SBA funding and were granted $300,000, but needed $350,000. Broschka was dead-on with the plan’s projections, and when the $50,000 difference began to affect progress, she contributed her personal savings to the business.


Martens and Broschka developed a solid relationship with their bank and say it benefited them immensely. “In each of the three startup years we have been able to negotiate reprieves on our loan payments, thereby paying interest only during our slow periods of summer,” Broschka says. She elaborates on creating allies, “This has served us well and allowed us to keep the business moving forward. Our business took an unexpected hit between 2008 and 2009 when we had to sustain a 16 percent rent, tax, and operating expense increase. While this darn near put us out of business, we worked through it, stayed the course, and dug deeper to grow our client base.”


Broschka encourages entrepreneurs to talk openly with debtors, exploring creative options and alternate payment plans. “Our landlord worked through this challenge with us, and fortunately, due to honest, open, and very proactive conversation, he even helped us with marketing and advertising expense supplements. Bottom line, in 2011 we finally satisfied the initial term of our lease and stabilized our rent expense,” Broschka concludes.


To Market, to Market


Market research provides businesses with data that allows them to identify and reach particular market segments, and to solve or avoid marketing problems. A thorough market survey forms the foundation of any successful business. It would be impossible to develop marketing strategies or an effective product line without market research.
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When you think your plan is complete, look at it with a fresh eye. Is it realistic? Does it take into account all the possible variables that could affect your operation? After you’re satisfied, ask two or three professional associates you trust to evaluate your plan. Use their input to correct any problems before you invest time and money.






 





The goal of market research is for you to identify your market, find out where it is, and develop a strategy to communicate with prospective customers in a way that will convince them to buy from you. Market research will also give you information you need about your competitors. It’s important for you to know what they’re doing and how that meets—or doesn’t meet—the needs of the market.


Check with the major certifying organizations such as the American Council on Exercise (ACE) or the American College of Sports Medicine (ACSM) to find out how many certified trainers they have in your area to get an idea of your competition and see if you can get any information on their specialties. Get in Shape for Women franchise owner Abby Guinard says, “It’s important to differentiate yourself. Your fitness center needs to be more than just a place to work out.”
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Update your business plan every year. Choose an annual date when you sit down with your plan, compare how closely your actual operation and results mirrored your forecasts, and decide if your plans for the coming year need adjusting. You will also need to make your financial forecasts for the coming year based on current and expected market conditions.






 





You’ll also want to find out how many gyms, health clubs, and exercise studios are in your geographic service area. This speaks to both competition and opportunity. A simple search online should tell you what you need to know. Talk to some of them to get a sense of how business is doing and study the demographics. “Demographics are important,” says Guinard. “We need a certain number of women in our market area.” And, she says, you need to be able to charge enough. “It is very hard to make it if you charge too little.


Research the population in your area and see if the math makes sense for the demographic you decided to target. You can get demographic information from the U.S. Census Bureau (see Appendix for contact information) or contact local government agencies for help.


One of the most basic elements of effective marketing is differentiating your business from the competition. One marketing consultant calls it “eliminating the competition.” If you set yourself apart because no one else does exactly what you do, then you essentially have no competition. (In Chapter 7, you’ll find more on ways to distinguish your business through serving a niche market.)


However, before you can differentiate yourself, you first need to understand who your competitors are and why your customers might patronize them. You can visit your competitors’ websites to find out what type of services they offer. Research what they do, how they operate, and how much they charge.




 






   [image: ][image: ] Physical Fitness Equals Cognitive Health






A search of the Journal of Applied Physiology (http://jap.physiology.org) shows numerous studies that point to definite advantages to cognitive health and memory as the result of fitness regimens especially in young children and later in life. “Specifically, aerobic training in late life preferentially benefits executive functions, including brain processes like multitasking, planning, and inhibition . . .” (“Exercise, Brain, and Cognition Across the Life Span”; Voss et al., November 1, 2011).






 





Of course, offering something no one else is offering could give you an edge in the market—but it could also mean that someone else has tried that and it didn’t work. Don’t make hasty decisions. Do your homework before finalizing your services.


The Competitor You Can’t See


In most fields, competitors are fairly easy to identify. They are individuals or companies offering the same or a similar product or service to the market you’re targeting. Of course, other personal trainers are your competitors. You might even consider some gyms and health clubs competition. But what might arguably be your biggest competitor is an intangible: the quick-fix attitude. People are besieged by advertisements, infomercials, and sales pitches that promise a physical transformation with little or no effort. Take these pills, and your fat will melt away. Spend just five minutes per day using this machine, and in two weeks you’ll have washboard abs. Follow this diet, and you’ll lose 30 pounds in 30 days.


Of course, these products and programs don’t work and may even cause harm to the people who use them. After trying one gimmick after another without success, many people come to believe that they cannot change and are destined to be forever overweight and unfit.


Committed Long Term


Lifelong athletes understand that the day-to-day, average performance you accrue, as well as your normal nutritional habits, rather than the blips of frenzied inspiration of yo-yo dieting and crash exercising, determine what your body looks and feels like. That expert consensus allows fit, healthy people to occasionally indulge in decadent foods and lounge without guilt or worry. How you behave 95 percent of the time determines your physique, not the remaining five. The urge to take the easy way out hits everyone, but patience and persistence always achieve more lasting, solid results in fitness.


Tyrone Minor’s experience pulling a hamstring in college taught him how to focus on other things to stay fit during times of injury. “It’s one thing to be an everyday person and have a setback,” he says, “but another thing when you’re competing, because your window of recovery is so small and you know the competitors around you are continuing to work. When you start to get healthier you have to be smart and not rush or you’ll re-aggravate the injury.” Minor admits that because of this experience he has a problem with the frenzy of trainers or ads emphasizing a promise to get fit in 30 to 60 days. He teaches his clients that fit is a lifestyle you can’t change overnight. For example, for a 45-year-old woman to lose weight he typically tells her to set many small goals that work toward one larger, ultimate goal in the future. This way there is measurable progress made toward a long-term commitment, which is growing a new lifestyle with strong, deep roots.
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Don’t just take a “me, too” approach to training. Develop your own professional personality, your own techniques, and your own program. Do things that will make you stand out from other personal trainers in a positive way.






 





Gunnar Peterson believes that plain old hard work, discipline, and healthy habits are all a body needs to be strong and fit, no matter what age you are. “I have a client who has done a fair share of performance-enhancing drugs who says I’m crazy not to do them, but I don’t think I need to if I stick to my program. I can account for even a four-pound difference in my weight by tweaking something in my workout or diet. I’m older than a lot of the people I train, but never miss a workout.”


It’s a challenging paradox. People know from experience that the quick fixes don’t work, but rather than see the fault with that particular approach, they see it with themselves. After all, they reason, it worked for the people in the ads, so if it isn’t working for them it must be their fault.


Messages pushing instant gratification for just about everything are virtually everywhere. As a personal trainer, you will be competing every day with the quick-fix gimmicks that don’t work and have sabotaged people into believing they can look and feel great in a short time if they can just find the right product to use. You’ll have to use logic and reason to persuade them to take a longer-term and healthier approach.


Minor believes many women who hire personal trainers are striving for a body that is not realistic because of the ultra-thin women who are portrayed in the media all around us. He frequently talks to his female clients about what size a healthy woman actually is to make sure they are focusing on the right goals to keep them on track.


Minor is always preaching to his clients about health and being the best person they can be, rather than comparing themselves with others, which, as he says, “prevents them from enjoying their own successes.” An extremely fit and lean client of Minor’s one day made the remark that he felt fit until he stood next to Minor. Minor then talked to him about how he himself had a very uncommon physique from competing into his 30s with intense training. The man had diminished his own accomplishments when he compared himself to someone else. All of that hard work, down the drain!


The Industry’s Showcase


The more you know about the health and fitness industry in general, as well as personal training in particular, the easier it will be to develop an effective business plan.


An excellent source of information about the industry comes from conventions and trade shows. They’re tremendous opportunities for education and networking. They’re also an opportunity for industry leaders to showcase their products and services.


Two of the leading show coordinators are Club Industry and International Health, Racquet, and Sportsclub Association (IHRSA). Check out their show schedules and invest in attending, even if it means traveling to do so.


Selling Related Products


Some personal trainers limit their business to training; others take advantage of additional revenue opportunities such as nutritional supplements, exercise equipment, and clothing. Of course, if you have a studio, a refreshment area where you sell bottled water, smoothies, other beverages, and healthy snacks makes sense.
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Know someone who might be interested in investing in your business? Don’t ask them for money right away. Tell them you’re working on a business plan, and before you present it to an investor, you’d appreciate it if they could read it and give you some input. At best, they’ll like the plan and offer to invest before you ask. At worst, you’ll get some valuable input, and they’ll let you know they don’t want to invest before you have to risk rejection.






 





There are pros and cons to each approach. “I don’t sell any products,” says Jennifer Brilliant, the personal trainer in Brooklyn. “When people make a commitment to exercise, I’m very careful about adding on to their commitment or asking them to do something further that may be too much for them.” On the other hand, these extra income sources can contribute handsomely to your overall profitability and keep you going during periodic slumps. Just be careful that any sideline products or services don’t detract from your primary business.


Establishing Policies and Procedures


Many aspects of your business will evolve and change as you get established and find out what works best for you and your clientele. But there are certain policies you should put in place from the very start. This protects both you and your clients from any problems or conflicts due to misunderstandings. These policies don’t have to be complicated—in fact, the simpler and clearer, the better.
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Be consistent with your pricing and policies. You don’t want two clients talking to each other at a party and finding out that they’re paying different amounts for the same service, or that you’re applying your policies differently.






 





Cancellation Policy


Your most valuable commodity is your time, and it’s something you can’t replace or recover. If a client cancels at the last minute and doesn’t pay you, that revenue opportunity is lost forever. A cancellation policy can protect you to some degree, but you must balance it against clients being upset at being forced to pay for something they didn’t receive.




 






   [image: ][image: ] Top 20 Forecasted Trends for 2016






The top 20 fitness trends, as identified by ACSM (American College of Sports Medicine) Health and Fitness Journal’s “Worldwide Survey of Fitness Trends for 2016,” are:


             1.  Wearable technology


             2.  Body weight training


             3.  High-intensity interval training


             4.  Strength training


             5.  Educated and experienced fitness professionals


             6.  Personal training


             7.  Functional fitness


             8.  Fitness programs for older adults


             9.  Exercise and weight loss


           10.  Yoga


           11.  Group personal training


           12.  Worksite health promotion


           13.  Wellness coaching


           14.  Outdoor activities


           15.  Sport-specific training


           16.  Flexibility and mobility rollers


           17.  Smartphone exercise apps


           18.  Circuit training


           19.  Core training


           20.  Outcome measurements






The author of this survey, Walter R. Thompson, Ph.D., FACSM, is associate dean of Graduate Studies and Research in the College of Education and Human Development at Georgia State University, and regents’ professor of Exercise Science in the Department of Kinesiology and Health, the Department of Nutrition, and the School of Public Health. He also is the executive director of After-School All-Stars Atlanta. He currently serves on the ACSM Board of Trustees.






 





Jennifer Brilliant says she started with a very strict policy requiring 24 hours’ notice for cancellations, but she has become more flexible. “Obviously, things come up,” she says. She tries to reschedule when possible, but reserves the right to charge for sessions missed at the last minute. Trainer Lynne Wells of New York City takes a similar approach; she tries to reschedule, but if she can’t, she charges for sessions cancelled with less than 24 hours’ notice.


Facility owner Bill Sonnemaker has a cancellation line that clients are supposed to call if they can’t make their session, and the line forwards to his cell phone after hours. “If it’s right before a training session, we ask clients to call their trainer as well as the cancellation line, especially if it’s an early morning client,” he says.


Gunnar Peterson says he doesn’t give any one of his clients priority over the others. “Celebrities’ schedules tend to get pulled in many different directions, but I can’t blow one client’s slot off for another’s immediacy. Sure, I ask people occasionally if they can flex to help coordinate scheduling challenges, but I do that across the board and treat everyone equally.”


Late Policy


There are two sides to a late policy: when the client is late and when the trainer is late.


If a client is running late, your policy could be that they don’t get to make up their time. But if the client has a good reason and is not habitually late, and there is room in the schedule without inconveniencing another client, you could allow some extra minutes at the end of the session. If you have trainers working for you, you’ll likely want to take a harder line with their tardiness. If a trainer is more than five minutes late, for example, the session could be complimentary to the client, but the trainer would have to reimburse the business what the client would have paid.
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A chronically late client is a sign you’ve got a difficult client. Other symptoms include not paying for training on time, constantly complaining that they’re not getting results (even though they’re not following your professional advice), and not being motivated to push themselves hard enough, says New York trainer Mike Hood. To help deal with such a client, it’s important to keep things on a professional level, he says. “By always keeping the professional tone, rather than the ‘friend tone,’ this allows you to maintain control of the situation,” he explains. “And establish at the onset that you take what you do seriously, that you are a professional and you care. Lay down the ground rules for cancellations and set the standard from day one on things like lateness, payment, and what they are responsible for in your relationship in order to achieve the results they’re looking for.”






 





Jennifer Brilliant says when she or one of her trainers is late, they make up the time either in that session or in another. Lynne Wells says if the client is late, the session still ends on time. If she is late, she tries to get the time in at that session or a later one, or she’ll adjust the fee.


“Clients respect a trainer who stays on schedule,” says trainer Richard Cotton. “The trainer keeps clients longer, and that’s reflected in the income.”


Be sure to communicate your cancellation and late policies clearly during your initial consultation so that clients aren’t surprised or upset when you enforce them. Insist that your clients respect your time, and make it mutual. Cotton likens it to doctor’s appointments: “Doctors are so busy that we make sure we make it to our appointments because it may be a couple of months before we can get another one,” he says. “That same kind of feeling should exist with the trainer.”


Think About the Unthinkable


The idea that one of your clients may become ill or injured during a session is not a pleasant one, but it’s one you need to think about. You and all the trainers on your staff should be CPR and first-aid certified.


CPR courses train people to recognize and care for breathing and cardiac emergencies. To maintain your CPR certification, you must take a refresher course annually. First-aid certification courses will teach you how to deal with bone, joint, and muscle injuries, heat-related injuries, bleeding, and how to move victims.


Beyond being able to provide immediate first aid, you need a total emergency response plan. This plan will serve as your guide for any situation where a person is injured or lives are in danger, from a minor sprain to a major fire. Dialing 911 is not a one-size-fits-all answer.


Your emergency response plan should be basic—sufficient enough to provide the structure that will reduce further injury and save lives, simple enough that it can be remembered and properly carried out. See the Sample Emergency Procedure Policy on page 30. You should think through all the possible emergency situations you might conceivably encounter. The idea is to prepare for the unexpected—keeping in mind that there is no way you can predict what is going to happen.


Consider these possible scenarios:


        [image: ][image: ]  A client drops a weight on his foot, possibly breaking a bone


        [image: ][image: ]  A client complains of chest pain and shortness of breath while exercising


        [image: ][image: ]  While working with a client in a gym, an electrical short causes a fire in the cardiovascular equipment area


        [image: ][image: ]  While working with a client in your studio, a disgruntled former boyfriend comes in and begins threatening you both


        [image: ][image: ]  While working with a client in her home, her preteen son is playing in another room and manages to sustain a serious cut or injury


Some of these scenarios may sound far-fetched, but they are common occurrences that could easily happen while you are present. It’s important that you think about what you’ll do in those circumstances. Have an emergency procedure policy written down so your employees know exactly what to do. This not only educates them, it also protects you from a liability perspective.


Whenever something happens, begin with an assessment of the situation. How serious is the injury? Is the injured person able to aid himself? Is there immediate danger to others at the location (for example, in the case of a fire)?


Once you’ve assessed the situation, take the appropriate steps. That might mean administering first aid or CPR. It could mean calling the police, fire department, or emergency medical personnel. If you have a commercial location, be sure your telephone number, address, and directions to your location from the nearest emergency service facility are posted by each telephone. Don’t expect anyone to remember these details in a crisis.
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CPR classes as well as courses in first-aid basics and emergency response techniques are available through your local chapter of the American Red Cross, your local fire department, and area hospitals. You and all your employees should hold these certifications.






 





When the situation is under control, complete an incident report for your files (see Figure 2–1 on page 29 for a report you can copy and use in your business). Be sure to get the names and contact information of everyone who witnessed the incident; this will be critical if litigation should arise. Describe the incident completely, including details such as exactly what the client was doing at the time (exercising, resting in the locker room, entering or exiting the facility, etc.) and what the trainer was doing at the time. Include a description of the procedures you took and the results. For example, if you administered first aid and the client declined further assistance, note that. If you administered CPR, called for emergency medical services, and the client was taken to the hospital by ambulance, record that for your files.
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FIGURE 2–1: Incident Report
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WE MOVE YOU


Personal Trainers


Our goal is to provide a safe, comfortable environment for our clients and to design programs that can be implemented without injury. However, we recognize that there may be times when an emergency situation occurs and outside assistance is required. In those cases, we will administer appropriate immediate first aid and/or CPR. If the victim is unconscious, we will check his/her breathing and pulse; then we will follow these procedures:


             1.  Dial 911. If two or more staff members are present, one should be sent to call for emergency assistance and the other(s) should stay with the victim to provide what care is possible.


             2.  While a 911 call usually communicates your number and location, be prepared to provide the emergency dispatcher with the exact location, the telephone number from which the call is being made, the name of the caller, a description of what happened, the number of people involved, the condition of the victim(s) (i.e., alert, unconscious, etc.), and a description of what assistance or first aid has been rendered.


             3.  Follow whatever instructions the dispatcher gives you. In many situations, the dispatcher will be able to tell you how to best care for the victim.


             4.  Do not hang up until the dispatcher tells you to. Most times they request that you stay on the line until help arrives.


             5.  Once the dispatcher tells you to hang up, return to the victim. If you are using a cell phone and have service within the building, you can both stay on the line and be with the victim. If the victim needs your help, put the cell phone on speaker so you can continue to communicate with the dispatch while assisting the victim.






 





Are You Liable?


In our intensely litigious society, no business owner can afford to ignore liability issues. In Chapter 10, we’ll discuss release forms and liability waivers, but it’s important to know that these documents alone will not prevent you from becoming the defendant in a lawsuit.


What is the extent of your liability if a client is injured while under your supervision? Your defense will depend on a number of issues, including whether you are adequately trained and certified for the activity involved; the adequacy of your pre-program screening and testing; whether or not the client signed an informed consent, release, and assumption of risk form; and whether or not your instructions and advice were within acceptable ranges based on the client’s physical condition and circumstances.


Another area of risk is that of nutrition and supplement counseling. “It’s important to not go out of your scope of practice,” says Tony Ordas, former director of certification for the American Council on Exercise (ACE). “One challenge we’ve had is educating people that [if] they aren’t registered dietitians, they shouldn’t be recommending, supplying, and prescribing nutritional supplements.”


Many personal trainers are very knowledgeable on these issues through their own personal interest and study, and it’s common for clients to turn to their trainers for guidance on diet and supplements. One of the key concerns in these situations is the unauthorized practice of medicine or other licensed healthcare disciplines. Unless you are well-trained and certified, this can be dangerous territory. A lawsuit on record explains why: When a 37-year-old woman died after following her trainer’s advice on consuming nutritional and weight-loss products, her family sued the trainer, the club where the trainer worked, the store where the supplements were purchased, and the manufacturers of the supplements.


The suit alleged that one of the five substances the trainer recommended contained ephedrine. The woman was also taking hypertension medication prescribed by her physician, and these substances should not be taken at the same time. The suit claimed that the woman told her trainer about the medication she was taking. She suffered a stroke while exercising and died a few hours later. The trainer learned a very painful and tragic lesson.


Educating your clients on knowing how hard to push themselves could influence decisions you’ll make on how much liability insurance to purchase. Tyrone Minor says that once you become a certified trainer you can work with your certification company to determine how much insurance you’ll need.


“It’s hard to make that decision for someone else,” says Minor. “Even the most well-intentioned trainer could injure someone and it could just be a freak accident and not the cause of anything the trainer may have done wrong.”


Minor advises trainers to educate their clients about what is trivial irritation and what may be more serious signals. “Sometimes clients feel tightness in their bodies and don’t communicate it to you because they are too busy wanting to please you—to work hard for you,” he says. You may be making decisions based on a different perception of how they are feeling. Had you known they felt this tightness, you wouldn’t have had them perform in the same way. That’s one way injuries can occur. Even though clients don’t want to let you down, you can teach them the difference between a red flag and simple soreness.”




 






warning
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Ignore a small problem and it can quickly turn into a major one. If any sort of incident occurs where you have potential liability or if anyone (client or not) threatens to sue you for any reason, notify your insurance company immediately and let them help you through the process.






 





Are You on a Mission?


When you’re serious about a business, you work hard to develop a mission—that is, you figure out what you’re doing, how and where it’s being done, and who your customers are. Problems can arise, however, when that mission is not clearly articulated into a statement, written down, and communicated to others. We’ve provided a worksheet in Figure 2–2, page 33, to help you get started.


“A mission statement defines what an organization is, why it exists, its reason for being,” says Gerald Graham, R.P. Clinton Distinguished Professor of Management and past dean of the W. Frank Barton School of Business at Wichita State University. “Writing it down and communicating it to others creates a sense of commonality and a more coherent approach to what you’re trying to do.”


Even in a very small company, a written mission statement helps everyone involved see the big picture and keeps them focused on the true goals of the business. According to Graham, at a minimum your mission statement should define who your primary customers are, the products and services you produce, and the geographical location in which you operate.


501F1T’s mission, prominently placed on its website, is “At 501F1T we take pride in providing our clients a clean, safe, and fun spirited fitness environment. We welcome everyone with any fitness experience, goal, or need. We promote confidence and unsurpassed results in a friendly way. Our group strength and cardio fitness class programs create accountability with a positive and goal-oriented approach. Our clients (YOU) are #1. Call or visit us today and find out for yourself how 501F1T is the premier mid-sized fitness option for you in the Twin Cities.”


Jennifer Brilliant says her mission statement is: “To guide others toward the amazing experience of living in their bodies with confidence and joy.” Another trainer we interviewed had a mission statement that reads: “We are caregivers. We try not only to physically inspire others, but also to give people the faith to ask more of themselves. It is our mission to promote healthy lifestyle changes in a positive manner until all of our clients’ dreams come true.”
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FIGURE 2–2: Mission Statement Worksheet


A mission statement should be short—usually just one to three sentences. A good idea is to cap it at 100 words. Anything longer isn’t a mission statement and will probably be confusing.


Once you have articulated your message, communicate it as often as possible to everyone in the company, along with clients and suppliers. “Post it on the wall, hold meetings to talk about it, and include a reminder of the statement in employee correspondence,” says Graham.


Graham explains that it is more important to adequately communicate the mission statement to employees than to customers. “Sometimes an organization will try to use a mission statement primarily for promotion and, as an aside, use it to help employees identify what business they’re in,” he says. “That doesn’t work very well. The most effective mission statements are developed strictly for internal communication and discussion, and then if something promotional comes out of it, fine.” In other words, your mission statement doesn’t have to be clever or catchy—just accurate.


Though your mission statement may never win an advertising or creativity award, it can still be a very effective customer relations tool. One idea is to print your mission statement on a page, have every employee sign it, and provide every prospective and new customer with a copy. You can even include it on your brochures and invoices.


Finally, make sure your suppliers know what your mission statement is. It will help them serve you better if they understand what you’re all about.









CHAPTER 3


Structuring Your Business


Building a business is much like building a house: You need a foundation, frame, and roof, and then you can put up the walls and worry about details like furnishings. Let’s take a look at what you need for the foundation, frame, and roof of your company.


Business Structure


One of the first decisions you’ll need to make about your new business is the legal structure of your company. This is an important decision. It can affect your financial liability; the amount of taxes you pay; the degree of ultimate control you have over the company; as well as your ability to raise money, attract investors, and ultimately sell your business. However, legal structure shouldn’t be confused with operating structure. Attorney Robert S. Bernstein, of Bernstein-Burkley Attorneys at Law in Pittsburgh, explains the difference: “The legal structure is the ownership structure—who actually owns the company. The operating structure defines who makes management decisions and runs the company.”


A sole proprietorship is owned by the proprietor, a partnership is owned by the partners, and a corporation is owned by the shareholders. Another business structure is the limited liability company (LLC), which combines the tax advantages of a sole proprietorship with the liability protection of a corporation. The rules on LLCs vary by state; check with your state’s department of corporations for the latest requirements.


Sole proprietorships and partnerships generally can be operated however the owners choose. In a corporation, the shareholders typically elect directors, who in turn elect officers, who then employ other people to run and work in the company. But it’s entirely possible for a corporation to have only one shareholder and to essentially function as a sole proprietorship. In any case, how you plan to operate the company should not be a major factor in your choice of legal structures.


So what goes into choosing a legal structure? The first point, says Bernstein, is who is actually making the decision on the legal structure. If you’re starting the company by yourself, you don’t need to take anyone else’s preferences into consideration. “But if there are multiple people involved, you need to consider how you’re going to relate to each other in the business,” he says. “You also need to consider the issue of asset protection and limiting your liability in the event things don’t go well.”


Something else to think about is your target customer and what their perception will be of your structure. While it’s not necessarily true, Bernstein says, “There is a tendency to believe that the legal form of a business has some relationship to the sophistication of the owners, with the sole proprietor as the least sophisticated and the corporation as the most sophisticated.” It might enhance your image if you incorporate, especially if your goal is to contract to health clubs or work with health-care providers or big companies.


Your image notwithstanding, the biggest advantage of forming a corporation is in the area of asset protection, which, says Bernstein, is the process of making sure that the assets that you don’t want to put into the business don’t stand liable for the business’s debt. However, to take advantage of the protection a corporation offers, you must respect the corporate form. That means maintaining the corporation as a separate entity, keeping your corporate and personal funds separate (even if you are the sole shareholder), and following your state’s rules regarding holding annual meetings and other record-keeping requirements.
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“Physical activity and keeping a healthy weight can help you take care of your diabetes and prevent diabetes problems. Physical activity helps your blood glucose, also called blood sugar, stay in your target range.


“Physical activity can also help the hormone insulin absorb glucose into all your body’s cells, including your muscles, for energy. If your body doesn’t make enough insulin, or if the insulin doesn’t work the way it should, the body’s cells don’t use glucose. Your blood glucose levels then get too high, causing diabetes.


“Starting a physical activity program can help you lose weight or keep a healthy weight and keep your blood glucose levels on target.”


—National Institute of Health/National Institute of Diabetes and Digestive and Kidney Diseases (www.niddk.nih.gov)






 





Jennifer Brilliant, the personal trainer in Brooklyn, says she formed an LLC after operating for many years as a sole proprietor because she felt it was less risky and more professional.


Do you need an attorney to set up a corporation or a partnership? Bernstein says there are plenty of good do-it-yourself books and kits on the market, and most of the state agencies that oversee corporations have guidelines you can use. Even so, it’s always a good idea to have a lawyer at least look over your documents before you file them, just to make sure they are complete and will allow you to truly function as you want to.


“Business partnership, in my opinion, is on the same complication level as marriage,” Diana Broschka says. “While it is advantageous for business partners to bring in different perspectives and skill sets, that very paradigm is both a challenge and benefit at the same time. Phil [Martens] was a solo business owner and visionary for many years before we connected in partnership, and the transition for him to partnership was, I believe, more difficult than for me, as I come from 20-plus years of corporate experience and have a built-in system of accountabilities, report abilities, and collaboration.”
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Not all attorneys are created equal, and you may need more than one. For example, the lawyer who can best guide you in contract negotiations may not be the most effective counsel when it comes to employment issues. Ask about areas of expertise and specialization before retaining a lawyer. Find lawyers in your area who adhere to the Nolo pledge of high standards on www.nolo.com.






 





Finally, remember that your choice of legal structure is not an irrevocable decision, although if you’re going to make a switch, it’s easier to go from the simpler forms to the more sophisticated ones than the other way around. Bernstein says the typical pattern is to start as a sole proprietor, and then move up to a corporation as the business grows. But if you need the asset protection of a corporation from the beginning, start out that way. “If you’re going to the trouble to start a business, decide on a structure and put it all together,” says Bernstein. “It’s worth the extra effort to make sure it’s really going to work.”


Business Insurance


It takes a lot to start a business—even a small one—so protect your investment with adequate insurance. If you’re homebased, don’t assume your homeowners’ or renters’ policy covers your business equipment; chances are it doesn’t. If you’re located in a commercial facility, be prepared for your landlord to require proof of certain levels of liability insurance when you sign the lease. In either case, you’ll need coverage for your equipment, supplies, and other valuables.


A smart approach to insurance is to find an agent who works with other fitness-related businesses. The agent should be willing to help you analyze your needs and evaluate the risks you’re willing to accept and the risks you need to insure against, and work with you to keep your insurance costs down.


You should also check with industry associations that offer professional liability coverage as part of their membership benefits. For example, Jennifer Brilliant buys her professional liability coverage through an association. Richard Cotton says associations are probably the best source for professional liability coverage for personal trainers. Rates vary depending on the amount of coverage you want, as well as other factors. According to insurance agency Trusted Choice, “While there really are no average business liability insurance costs for both small and large businesses, we can consider some sample scenarios. A sole proprietor might pay $500 per year for general liability insurance, but a small consulting firm is likely to pay over $3,000 per year” (www.trustedchoice.com). Typically, homebased businesses will want to make sure their equipment and supplies are covered against theft, and damage by a covered peril (such as fire or flood), and that they have some liability protection if someone (either a customer or an employee) is injured on their property. If you decide to open a studio in a commercial location, your landlord will probably require certain levels of general liability coverage as part of the terms of your lease. Once your business is up and running, consider business interruption insurance to replace lost revenue and to cover related costs if you are ever unable to operate due to covered circumstances. Also, if you use your vehicle for business, be sure it is adequately covered.
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When you purchase insurance on your equipment and inventory, ask what documentation the insurance company requires before you have to file a claim. That way, you’ll be sure to maintain appropriate records, and the claims process will be easier if it is ever necessary.






 





Additionally, being a personal trainer is a physically demanding profession, so you should consider purchasing disability insurance in addition to health insurance—especially if you’re operating a solo business and cannot rely on others to pick up the slack if you get injured or become ill. In general, disability insurance payments will be about 70 percent of your gross income. Short-term disability policies have a maximum benefit period of up to two years, while long-term disability policies feature benefit periods ranging from several years to full life.
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Sit down with your insurance agent once every year and review your insurance needs. As your company grows, they are sure to change. Also, insurance companies are always developing new products to meet the needs of the growing small-business market, and it’s possible one of these new policies is appropriate for you.






 





It’s best to purchase a “non-cancelable contract,” which locks in benefits and rates, according to PolicyGenius, Inc. Avoid a “conditionally renewable” policy that permits the insurer to change benefits or rates. Also, look for a disability policy that defines your occupation specifically, called an “own-occupation disability” policy. PolicyGenius advises that “if you can afford the cost of an ‘own occupation’ policy, that’s probably what you want to get.”


The insurance industry is responding to the special needs of small businesses by developing affordable products that provide coverage on equipment, liability, and loss of income. In most cases, one of the new insurance products designed for homebased businesses will provide sufficient coverage.


Licenses and Permits


Most cities and counties require business operators to obtain various licenses and permits to comply with local regulations. While you are still in the planning stages, check with your local planning and zoning department or city/county business license department to find out what licenses and permits you will need and how to obtain them. You may need some or all of the following:


        [image: ][image: ]  Occupational license or permit. This is typically required by the city (or county if you are not within an incorporated city) for just about every business operating within its jurisdiction. License fees are essentially a tax, and the rates vary widely based on the location and type of business. As part of the application process, the licensing bureau will check to make sure there are no zoning restrictions prohibiting you from operating. This is particularly important if you are homebased and clients will be coming to your home for their sessions.


        [image: ][image: ]  Fire department permit. If your business is open to the public, you may be required to have a permit from the local fire department.


        [image: ][image: ]  Sign permit. Many cities and suburbs have sign ordinances that restrict the size, location, and sometimes the lighting and type of sign you can use in front of your business. Landlords may also impose their own restrictions. Most residential areas forbid signs altogether. To avoid costly mistakes, check regulations and secure the written approval of your landlord before you invest in a sign.


        [image: ][image: ]  State license. Many states require persons engaged in certain occupations to hold licenses or occupational permits. Often, these people must pass state examinations before they can conduct business. States commonly require licensing for auto mechanics, plumbers, electricians, building contractors, collection agents, insurance agents, real estate brokers, those involved in repossession, and personal service providers such as doctors, nurses, barbers, cosmetologists, etc. It is highly unlikely that you will need a state license to operate your personal training business, but it’s a good idea to check with your state’s occupation licensing entity to be sure.
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Many people like to work out to music. It helps them maintain their exercise rhythm and combats boredom. When you’re working with clients in their own homes or offices and they want to play tapes or CDs they own, that’s fine. But when you use music in a studio, a class, or any other setting that may be deemed a “public performance,” you need a license.


Songwriters and music publishers own the rights to their music, and they have the right to grant or deny permission to use their property and to receive compensation for that use. They receive compensation by being members of performing-rights organizations that collect fees from users through licensing public performances of the works. Fees for fitness facilities vary by the size of the facility, the number of students, and the use of the music (background or instructional use).


The three major performing rights organizations in the United States are the American Society of Composers, Authors, and Publishers (ASCAP), Broadcast Music, Inc. (BMI), and SESAC. Contact them for complete information on the procedures and costs involved in obtaining music licenses. (See the Appendix for contact information.)


Copying songs from different tapes or CDs for use in classes or with clients without paying music-licensing fees is a violation of U.S. copyright and trademark laws. So is duplicating for your colleagues a tape or CD purchased from a fitness music company. Just as you wouldn’t want anyone to steal from you, don’t steal songwriters’ and music publishers’ right to earn just compensation for their work.
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Find out what type of licenses and permits are required for your business while you’re still in the planning stage. You may find out that you can’t legally operate the business you’re envisioning, so give yourself time to make adjustments to your strategy before you’ve spent a lot of time and money trying to move in an impossible direction.









Professional Advisors


As a business owner, you may be the boss, but you can’t be expected to know everything. You’ll occasionally need to turn to professionals for information and assistance. It’s a good idea to establish relationships with these professionals before you get into a crisis situation.


To shop for a professional service provider, ask friends and associates for recommendations. You might also check with your local chamber of commerce or trade association for referrals. Find someone who understands your industry and specific business, and appears eager to work with you. Check them out with the Better Business Bureau and the appropriate state licensing agency before committing yourself.


Many of the business owners we talked with have ongoing relationships with accountants and know of an attorney they can call on if they need one. They also have other advisors. As the owner of a personal training company, the professional service providers you’re likely to need include:


        [image: ][image: ]  Attorney. You need a lawyer who practices in the area of business law and who is honest and appreciates your patronage. In most parts of the United States, there are many lawyers willing to compete for the privilege of serving you. Interview several and choose one you feel comfortable with. Be sure to clarify the fee schedule ahead of time and get your agreement in writing. Keep in mind that good commercial lawyers don’t come cheap. If you want good advice, you must be willing to pay for it. Your attorney should review all contracts, leases, letters of intent, informed consent/release forms, waivers, and other legal documents before you sign or begin using them. He or she can also help you collect bad debts and establish personnel policies and procedures. Of course, if you are unsure of the legal ramifications of any situation, call your attorney immediately.


        [image: ][image: ]  Accountant. Among your outside advisors, your accountant is likely to have the greatest impact on the success or failure of your business. If you are forming a corporation, your accountant should counsel you on tax issues during startup. On an ongoing basis, your accountant can help you organize the statistical data concerning your business, assist in charting future actions based on past performance, and advise you on your overall financial strategy regarding purchasing, capital investment, and other matters related to your business goals. A good accountant will also serve as a tax advisor, making sure you are in compliance with all applicable regulations and that you don’t overpay any taxes. You may want your accountant to hold a CPA (Certified Public Accountant) designation. CPAs are licensed, regulated, and insured; their rates will likely be higher than a noncertified accountant, but the enhanced level of service is worth it.


        [image: ][image: ]  Insurance agent. A good independent insurance agent can assist you with all aspects of your business insurance, from general liability to employee benefits. Look for an agent who works with a wide range of insurers and understands your particular business. This agent should be willing to explain the details of various types of coverage, consult with you to determine the most appropriate coverage, help you understand the degree of risk you are taking, work with you in developing risk-reduction programs, and assist in expediting any claims. Your agent should also understand if you choose to purchase particular types of coverage from someone else. For example, many personal trainers find that the professional liability coverage they need is less expensive when purchased through a professional association or a specialty insurance carrier.


        [image: ][image: ]  Banker. You need a business bank account and a relationship with a banker. Don’t just choose the bank you’ve always done your personal banking with; it may not be the best bank for your business. Interview several bankers before making a decision on where to place your business. Once your account is opened, maintain a relationship with the banker. Periodically sit down and review your accounts and the services you use to make sure you are getting the package most appropriate for your situation. Ask for advice if you have financial questions or problems. When you need a loan or a bank reference to provide to creditors, the relationship you’ve established will work in your favor.


        [image: ][image: ]  Consultants. The consulting industry is booming, and for good reason. Consultants can provide valuable, objective input on all aspects of your business. Consider hiring a business consultant to evaluate your business plan, or a marketing consultant to assist you in that area. When you are ready to hire employees, a human resources consultant may help you avoid some costly mistakes. Consulting fees vary widely, depending on the individual’s experience, location, and field of expertise. If you can’t afford to hire a consultant, consider contacting the business school at the nearest college or university and hiring an MBA student to help you.


        [image: ][image: ]  Computer expert. You’ll use a computer to manage your business and track client information. Your computer and data are extremely valuable assets; so if you don’t know much about computers, find someone to help you select a system and the appropriate software. Make sure they’ll be available to help you maintain, trouble-shoot, and expand your system as you need it.
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In a study conducted by the Department of Neuro and Locomotor Science at the Akita University School of Medicine in Japan, 80 postmenopausal women with osteoporosis were given simple low-intensity back-strengthening exercises to do at home for four months. The hypothesis was that this type of exercise not only improved the inner muscles of the back in the test subjects, but that it improved their quality of life and spinal range of motion, and also decreased their risk of vertebral fractures. Read more about this study at: www.pubmed.gov, search “Effect of low-intensity back exercise on quality of life and back extensor strength in patients with osteoporosis: a randomized controlled trial.”









What’s in a Name?


Your company name can be an important marketing tool. A well-chosen name can work very hard for you; an ineffective name means you have to work much harder at marketing your firm and letting people know what you have to offer.


Regardless of what type of business you’re in, your company name should clearly identify what you do in a way that will appeal to your target market. For example, Richard Cotton says if you want to attract bodybuilding clientele, choose a name along the lines of “Muscle Madness Personal Training.” If you’re going for baby boomers having trouble getting started with a program, choose something less intimidating. In any case, the name should be short, catchy, and memorable. It should also be easy to pronounce and spell—people who can’t say your company name may use you, but they’ll be less likely to refer you to anyone else.


Tyrone Minor has strangers approach him out of curiosity and admiration because of his physique, such as the time when a man walked up to him at the beach and asked about his workout program. Though Minor is quite modest, he did tell us that he was shirtless at the time, and because of the repetitive use of the word “chiseled” people use to describe him, he decided to name his business Chizel, Inc.


501F1T, straight and to the point, is the address people go to for fitness. Gunnar Peterson’s name is passed by referral often and remains the name of his business to date. Organic Stretching™ describes the art of healing Pat Henry developed and reaches out to those seeking such. Many personal trainers simply use their own name and the primary service they provide. One entrepreneur we interviewed simply put her name in front of “Yoga and Personal Training, LLC.” “That’s what it is,” she says. “Just to be straightforward made sense to me.” “Get in Shape for Women” franchise owner Abby Guinard didn’t have any choice for her business name, but the name really says it all and perhaps has a lot to contribute to why the franchise works so well.


If you want to get creative, brainstorm as many names you can think of and ask a friend to help. Don’t worry about how they sound—just come up with a possible list, and evaluate it later. As you create, think about the mission statement of your business and the message you would like to convey to potential customers so that they’re inspired and intrigued enough to check out your services.


An alternative approach is to use some sort of regional or other descriptive designation, plus the primary service category offered. This helps search engines and possible customers find you online because these are the terms they search with for services like yours. Yet another possibility is that you may decide your business doesn’t need a name other than your own. We have provided a worksheet in Figure 3–1 on page 45 to help you brainstorm your company name.
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FIGURE 3–1: Business Name Worksheet
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Use a systematic approach when naming your company. Once you’ve decided on two or three possibilities, take the following steps.






             [image: ][image: ]  Check the name for effectiveness and functionality. Does it quickly and easily convey what you do? Is it easy to say and spell? Is it memorable in a positive way? Ask several of your friends and associates to serve as a focus group to help you evaluate the name’s impact.






             [image: ][image: ]  Search for potential conflicts in your local market. Find out if any other local or regional business serving your market area has a name so similar that yours might confuse the public.






             [image: ][image: ]  Check for legal availability. Exactly how you do this depends on the legal structure you choose. Typically, sole proprietorships and partnerships operating under a name other than that of the owner(s) are required by the county, city, or state to register their fictitious name. Even if it’s not required, it’s a good idea because that means no one else can use that name. Corporations usually operate under their corporate name. In either case, you need to check with the appropriate regulatory agency to be sure the name you choose is available. Check out Nolo’s business naming and trademark registration advice to cover all bases at www.nolo.com.






             [image: ][image: ]  Search your possible name variations online. The easiest way to find out if a domain name is taken is to try it out and see what happens (a domain name is something like www.inshapetraining.com). You also can check this on hosting sites such as www.register.com or www.networksolutions.com. If someone else is already using your name as a domain, consider coming up with something else. Even if you have no intention of developing a website of your own, the use could be confusing to your customers.






             [image: ][image: ]  Check to see if the name conflicts with any name listed on your state’s trademark register. Your state department of commerce can either help you or direct you to the correct agency. Check the Thomas Register at www.thomasnet.com and the United States Patent and Trademark Office (PTO) at www.uspto.gov to search registered and unregistered trademarks.






             [image: ][image: ]  Register your business name. Once the name you’ve chosen passes these tests, you need to protect it by registering it with the appropriate state agency; again, your state department of commerce can help you. Though most personal training businesses are local operations, many grow to a regional and even national scope. If you expect to be doing business on a national level, you should also register your name with the PTO.






 












CHAPTER 4


Locating and Setting Up Your Business


There are several ways to keep your costs and risk factors down in the first few years of growing your business. Keeping your obligations simple while allowing yourself the greatest freedom to charge what you please, keep 100 percent of the profits, create your own policies, and develop your own style will ensure that as your reputation grows you are rewarded accordingly. There are benefits to being a gym contractor or employee, most of which fall under the category of being unencumbered when your shift is over: How much of your income is it worth to have someone else handle the responsibilities of insurance, booking, billing, paying the rent, and maintaining equipment and marketing?


Independence or Autonomy?


Too often trainers pair up with health clubs in hopes of growing a client base but become disillusioned with their cut of the profits and lack of freedom to try new things that don’t fall under the clubs’ policies. Pairing up with a health club can be a great learning experience in the beginning of your career, but make sure you have clear plans on when you’ll fly off on your own and how you’ll break free from that partnership.


Working independently part time in a different facility to build your client base while you work part time for someone else can help solve the problem some trainers face when they want to dissolve their club ties and keep their client following. Contractual obligations can prevent you from keeping the clients you met under the employ of a club, which is fair since they’re paying for all of the extras that allow you to practice your craft.


If you are new to the industry a wise approach might be to start small, working with clients at their locations. Build a solid reputation and following first, then look at renting a commercial studio or low-cost alternative venue.


Become familiar with the various gyms and health clubs in your area. If you find a client who is already a member of a club, they may want you to work with them there. Or you may have clients who want to work with you in a gym setting and will look to you for advice as to which gym to join.


Whether you’re starting from scratch as a solo enterprise or trying to build your client base part time, consider the following creative venue ideas.


Recreation and Community Centers


Tyrone Minor of Chizel, Inc., finds unique situations like recreation centers, client homes, and parks to keep his costs down. Some cities offer low annual fees for recreation centers as a perk for their residents, such as the St. Paul, Minnesota Parks and Recreation Centers. For an annual $30 fee residents and nonresidents employed in St. Paul enjoy 11 workout gyms throughout the city filled with much of the same equipment featured at expensive health clubs. There is also a swimming pool available for a small fee, should you decide to incorporate water aerobics, therapy, or lap swimming as part of your routine. Other cities have similar programs.


Home Gyms


You can custom outfit client homes to suit your teachings with a little crafty shopping, and your new outfitting service can become an additional source of income. Some clients will already have existing home gyms fully loaded, but others may not have even considered the idea of a home gym and welcome the suggestion. You may find some clients happy and relieved to know you’ll not only create a home gym for them but also keep their costs down by shopping for used equipment and training them in their homes, saving them time and commute costs.


When Lynne Wells first started as a personal trainer in New York City, she worked with clients in a gym and paid a fee to the gym for that privilege. Today, she works with clients primarily at their homes. If you’re going to work from home, your space requirements are minimal and your startup costs can be as low as a few hundred dollars (depending on what office and exercise equipment you already own). You’ll need a small area to do your administrative work and a place to store any equipment you might use. A clear space in your living room is all you need if you do training at home, or you may set up a dedicated workout room if you have the space.


Personal Training Studios and Private Gyms


Renting small personal training studios and privately owned gyms is another way to keep costs down, which Minor takes advantage of, using several around the city, each chosen so clients don’t have to travel far to see him. Each has its own inventory of equipment. “Just Google search ‘personal training studio’ and the name of your city,” Minor says. The cost will vary depending on location and equipment.




 






   [image: ][image: ] Creating Custom Home Gyms for Profit






Tyrone Minor helps clients set up their own home gyms by first taking a detailed account of their goals and budgets. He then scours www.craigslist.org for used equipment in great condition, and if when he inspects it he finds it safe and functioning well, he purchases it, cleans it up, makes repairs or upgrades to make it perfect, and then puts it into a home gym package for the customer priced at a markup he can profit from. This is a great deal for the customer because their custom shopper is also their trainer and understands their goals. Minor can help affect home workouts by setting up these gyms, therefore increasing the chances his clients will stay on track with their fitness goals.






 





Mobile Gym Units


Another location option is a mobile studio. Outfit a van or mobile home with exercise equipment so you can take a gym to your clients’ homes or offices. Decide what type of equipment you’d like to have, then consult with a recreational vehicle dealer or a van conversion or customizing shop to find out how much it will cost you to get the setup you want. Google “mobile gyms” to bask in the creativity of other entrepreneurs for inspiration. See www.gymagic.com and www.mobilegymusa.com for examples.


Generally, a mobile studio will cost less than half of a small commercial storefront type of studio. Your biggest expense is the vehicle itself, which can range from $20,000 to $40,000 or more, depending on how elaborate you want to get and whether you buy new (in which the sky is the limit!) or used. More and more businesses are going to their clients these days, but make sure your particular market will support this service and give you a sufficient return on your investment. A good approach would be to start by visiting your clients in their homes and offices; then, depending on their degree of interest, determine if they would use a mobile studio and be willing to pay proportionate fees.


The Great Outdoors


Parks, beaches, and wooded settings can provide inspirational atmosphere to your themed classes and work especially well for groups. Most often it is free to teach a class in a public setting, but the problem is that you can’t reserve it. There are plenty of reservation options with boards of local park systems, though, and they come with perks that may help details of your event, such as having a kitchen readily available after your dance class for refreshment and snack preparation.


Community centers sometimes offer use of their attached sports fields and use of accompanying facilities for a fee. Consider how a beautiful, natural backdrop would affect your next class or one-to-one workout.


Commercial Facilities


Of course, you can open your own facility, targeted to clients who want personal service but don’t want to join a traditional health club, gym, or spa. If you’re going to invest in a commercial facility, be sure the market can support the business you envision. You need to calculate your investment; depending on the type of studio and location, you’ll need anywhere from $50,000 to $350,000 to furnish and equip your operation. Then figure out how much you can pay in cash and how much you’re going to have to borrow. You’ll need to do the market research to determine if you can generate sufficient business to service your debt and still operate your company. Whatever facility type you choose, you’ll need to start connecting to health-focused markets. Work through the exercise in Figure 4–1 on page 52 to jump-start that process.




 






warning
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The volume of music during group exercise classes should measure no more than 90 decibels (dB), and the instructor’s voice should be about 10 dB louder—no more than 100 dB total—based on standards established by the Occupational Safety and Health Administration. A class C sound level meter can be purchased for under $200 and will provide a way to monitor sound to avoid damaging the hearing of you, your clients, and your instructors.






 





The design of your facility is up to you. You might have one large open room with the various types of equipment grouped together. Or you might have several rooms dedicated to specific functions, like a weight room and a cardiovascular equipment room.




 






   [image: ][image: ] The Franchise Option






If you’re considering opening a studio, there are franchise opportunities. Fitness Together has more than 340 locations throughout the United States and five countries. The concept involves one-on-one personal training in a private workout setting. For more information, visit http://fitnesstogether.com.


Trainer Abby Guinard in Shrewsbury, Massachusetts, decided to open a franchise with Get in Shape for Women. Guinard was an active cross-fitter. “I was personally very successful and considered myself an elite athlete,” she says. She looked into doing a training business on her own for years while she ran a very successful marketing business. Then her sister joined Get in Shape for Women and loved it. Guinard was intrigued enough to attend a franchise meeting with her skeptical fiancé, who had tried to talk her out of it until then. He loved it, and now theirs is one of the top franchises. “The premise of the franchise was already different,” she says. “Small groups, a unique model with a nutritional focus. The bottom reality I came to realize is that while I considered myself an elite athlete, it is everyday people that I can help.”


Planet Fitness (http://planetfitness.com) is another franchise gym that has over 1,000 clubs in the United States and is currently expanding into Canada. Their stats include a typical 13 to 18 employees (most are open 24/7/364) per location with a 25 percent average return on investment in the second year. And most of their franchisees do not come from fitness industry backgrounds.
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FIGURE 4–1: National Physical Activity Plan




 






   [image: ][image: ] Sad Brains Crave Fat






Research findings on the link between feeding oneself and emotions were reported in a 2011 American Society for Clinical Investigation article, “Fatty Acid-Induced Gut-Brain Signaling Attenuates Neural and Behavioral Effects of Sad Emotion in Humans.” Findings proved the relationship between fat cravings and depression, or sadness, come from your brain. When the test brains were sad, they produced responses telling them they needed fat. Those neurological messages stop when the brain is happy. This exploration of the human body’s messaging system of hunger, satiety, food intake, visceral sensory signaling, and emotions will provide insight into a wide range of disorders, including obesity, eating disorders, and depression. Read more of the findings on the Journal of Clinical Investigation site at: www.jci.org and search 46380.






 





Your clients will appreciate clean, spacious locker rooms with showers, toilets, sinks, and dressing areas, as well as a place for them to safely store their personal belongings. If your business is going to be a small studio where clients work primarily under individual supervision, which means it will rarely be crowded, your locker rooms do not have to be able to accommodate more than a couple of people at a time.




 






stat fact
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According to IDEA Health and Fitness Association (www.ideafit.com), an organization for health and fitness professionals, the recommended square footage per person for a group exercise class is 36 square feet; for a step class, it’s 40 square feet per person.






 





The facility needs to have a sufficient number of electrical outlets if you are going to be using such machines as electric treadmills. Position equipment to provide a safe, comfortable environment for your clients. For cardiovascular equipment (treadmills, bicycles, elliptical machines, etc.), allow at least two to three feet of space between each machine. Clients need sufficient space to use the machines without interfering with another client. Have at least three feet of space behind each treadmill.




 






   [image: ][image: ] Think Personal Safety






Keep your personal safety in mind at all times. If you work with clients in their homes and offices, be cautious when you travel. Let someone else know your schedule, and consider checking in with that person on a regular basis. If you fail to check in, have a plan for what action they should take.


If you have a studio, be sure your reception desk is staffed at all times so people coming in and out are tracked. If you do not have sufficient personnel to do this, consider keeping the doors locked.






 











   [image: ][image: ] How Much Activity Is Enough?






A list of our nation’s general health statistics generated by the combined U.S. health agencies and provided by www.fitness.gov include:






             [image: ][image: ]  Adults 18 and older need 30 minutes of physical activity on five or more days a week to be healthy; children and teens need 60 minutes of activity a day for their health.






             [image: ][image: ]  Significant health benefits can be obtained by including a moderate amount of physical activity (e.g., 30 minutes of brisk walking or raking leaves, 15 minutes of running, 45 minutes of playing volleyball). Additional health benefits can be gained through greater amounts of physical activity.






             [image: ][image: ]  There are significant health benefits in taking 30 to 60 minutes of activity and breaking it down into smaller segments of 10 or 15 minutes throughout the day.






             [image: ][image: ]  Moderate daily physical activity can reduce substantially the risk of developing or dying from cardiovascular disease, type 2 diabetes, and certain cancers, such as colon cancer. Daily physical activity helps to lower blood pressure and cholesterol, helps prevent or retard osteoporosis, and helps reduce obesity, symptoms of anxiety and depression, and symptoms of arthritis.






             [image: ][image: ]  Heart disease is the leading cause of death among men and women in the United States. Physically inactive people are twice as likely to develop coronary heart disease as regularly active people.






             [image: ][image: ]  Only 37 percent of adults report they are not physically active. Three in ten adults get the recommended amount of physical activity.






 





The free-weight area may be the most dangerous place in your facility. If your clients are not using the proper techniques, they could easily hurt themselves or someone else. Be sure they know how to safely handle weight plates, load a barbell, and handle dumbbells. Also, be sure you have adequate floor space for the clientele you’ll be serving, and allow plenty of room between benches. The free-weight area should be supervised at all times, even though you may have clients who want to weight train on their own.




 






warning




[image: ]







[image: ]





If you choose to sublet space in a gym or health club, or to contract with another facility to provide trainers, be prepared for the fact that anything can happen to that other business, and the result could range from exciting to devastating.






 











   [image: ][image: ] Medical Mysteries






Virtually every time you turn on your TV or pick up a newspaper, you’ll see something about a new medical study that proves or disproves something. You can find studies that say caffeine is good for you and studies that say caffeine is bad for you. You can find studies that claim certain products or activities cause cancer and others that say those same products or activities are totally harmless. If you’re confused, your clients are likely even more so.


Most people put a tremendous amount of faith in studies reported by the media. They are also often unable to recognize when someone with a legitimate medical degree is trying to sell them a dubious product, using a medical study as a sales technique. How can you sort out what’s real and what’s not? Here are some tips for evaluating medical studies:






             [image: ][image: ]  Find out if the study used animals or humans as subjects. When studies use lab animals such as mice or rats, the results are not always relevant to human physiology.






             [image: ][image: ]  How many participants did the study include? The more participants there were, the greater the chance that the results are valid. A good study will have at least 100 subjects.






             [image: ][image: ]  Where was the study published? A peer-reviewed medical or scientific journal is a credible source.






             [image: ][image: ]  What was the geographic scope of the study and how many researchers were involved? When tests are conducted only in one place by a small group of researchers, the chances for bias are higher than when multiple locations and more researchers are involved.






             [image: ][image: ]  Was there a control or placebo group? Without such a group, you won’t know the true results.






             [image: ][image: ]  Are the findings ready for immediate application? News reports of breakthroughs in weight control are common, but frequently the techniques are not available because more testing still needs to be done. Additional tests may disprove the theory.






 





Attractive, friendly signage can help convey the standard of healthy, respectful behavior you expect from gym users. Making the message humorous with graphics can help.


Before designing your own facility, visit a substantial number of gyms, health clubs, and small studios to get ideas. Think carefully about the services you’re going to provide and what type of environment will be most appropriate.









CHAPTER 5


Operating Online


The fitness industry is making use of technology and the internet like any other business in today’s commercial climate. Trainers use computer technology to expand their client base and stay connected with in-person clients.


The digital face of your business often gives one of the first impressions your potential clients will have of you. There are several ways you can go online to enhance your marketing efforts, as well as generate supplemental sources of income. We’ll give you some basic pointers in this chapter on creating a simple business online presence. It’s in Chapter 6 that we’ll really ask you to do some stretching (of the social media variety) and go beyond just setting up a website. You don’t want to just get by doing the bare minimum, do you? So let’s get that website created so we can talk to you about blogging and tweeting.


Setting Up Your Website


The simplest option is to create a website that functions primarily as an online brochure, giving clients information about your company and your trainers. This allows potential clients to learn about you in a relaxed, nonthreatening environment. “They can become interested and already sold on your facility even prior to coming in,” explains Bill Sonnemaker, who owns a facility in Atlanta. “If they find something appealing about your website—if they like the content and the pictures—they’ll feel more comfortable. And it provides credibility. When people call on the phone we always ask if they’ve had a chance to view our website.”


One of the special features of Gunnar Peterson’s website (http://gunnarpeterson.com) is a press section touting his uniqueness in health and fitness publications.


The special attributes of Tyrone Minor’s site (www.chizelinc.com) are a cluster of impressive testimonials with dramatic before and after photos, a media section with snippets of Minor’s appearances in various sports publications and websites, and a slick portfolio of his fitness modeling photography.


Some web hosting sites offer tools to quickly get your website up and running—for example, www.register.com and www.sitesell.com (which have tools to optimize your site so it will be picked up by search engines). You also can use these sites to check if your desired domain name is available.


Remember when designing every element of your site to make it as easy as possible for people to use. Here are some tips as you think about your site design:


        [image: ][image: ]  Determine how many pages you’ll have and how you’d like to link them to each other.


        [image: ][image: ]  Make navigation easy—for example, users should be able to access major categories on your site from any page within the site.


        [image: ][image: ]  Imagine your typical audience member and what they’re looking for. Create “gifts” for them in the form of knowledge. Short, newsy blasts of “Did you know?” style copy create interest for the viewer and make them want to linger on your site. Interesting photos that tell a story relevant to your business cause an attraction that can lead the viewer farther into your site.


        [image: ][image: ]  Pages, graphics, and blocks of copy should load quickly. If they don’t, the user will leave.


        [image: ][image: ]  Only relevant information that the viewer will benefit from should be on each page. Anything else is distracting and uses up the viewer’s attention span.


        [image: ][image: ]  Focus on keeping the design relatively simple and easy to read—avoid using big words when a friendly tone will do, and have enough blank space and/or graphics on the page so the reader isn’t overwhelmed by text.


        [image: ][image: ]  Prominently display your contact information so users don’t have to hunt for it—include contact names, your business name, address, phone, fax, and email.


Additionally, a potential client should be able to submit questions through a form on the website, as well as be able to email or call you. Remember that the form should be optional, and not the only way they can contact you. A properly designed form will allow you to obtain their contact information and use it later for newsletters and campaigns. Don’t ask them to provide more information than an email address and phone number. If they can’t call or email you, you may lose a sale. This kind of information capturing is fine if it’s of service to the potential customer and lets them add details to their query, but if they can’t just pick up the phone or shoot you an email because you’ve decided to only respond to messages, it smacks of customer service that will be for your convenience, not theirs.


Getting Outside Help


While you can design your own site, you’ll save time by hiring outside help, and chances are you’ll end up with a more professional design. Just make sure the designer builds in some flexibility so that you can make simple changes on your own, especially as your company grows. “As a small business, we wanted the ability to control the content and be able to update the site as necessary,” says Bill Sonnemaker, who hired a designer for his company’s site. “You don’t want to have employees listed who aren’t with the business anymore. You don’t want to offer or talk about things that are weeks old. That’s why the ability to update—at no cost to us—is really beneficial. If we want to change a sentence, we’re not dependent upon waiting for [a consultant] to have time, nor do we have to pay a $50 or $100 service fee to do that.”




 






aha!
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To find a website designer, check with business and networking groups you belong to for references.






 





Here are more tips to keep in mind if you hire a web expert:


        [image: ][image: ]  When you come across a website you like, try to find out who the designer is (this is typically indicated at the bottom of the page). You also could simply ask the business directly.


        [image: ][image: ]  Keep favorite sites bookmarked so you’ll be able to give the designer an idea of your preferences.


        [image: ][image: ]  As you’re narrowing down your choice of designers, look at their own websites, and check out their portfolios.


        [image: ][image: ]  Consider putting your project out to bid online at www.guru.com, which is an online marketplace touting more than 600,000 freelancers whose expertise includes web design, programming, and graphic design.


        [image: ][image: ]  Check to see if your designer can build the site from pre-formed templates—this could save on costs.


        [image: ][image: ]  If the developer is building the site from scratch, determine in writing who owns the source code—if the designer does, this could limit what you can do with the site later on.


        [image: ][image: ]  Get your agreement with the designer in writing and save your correspondence.


Computer-Based Training Tools


If you want to move beyond simply having a website presence, you could consider computer-based tools to enhance your services, either as your primary method of delivering training or in conjunction with face-to-face sessions.


Depending on the features of a particular program, you may be able to assess your clients’ fitness levels, plan their programs, analyze their progress, maintain appointment schedules, handle billing and invoicing, and do training online. Online training allows you to give one-on-one attention to clients who may not be able to afford a face-to-face program, and to train clients in different geographic areas. Some services offer website setup. Here’s a sampling of products, but shop around to find the personal trainer software or online service most appropriate for you:




 






   [image: ][image: ] Don’t Give Away the Store






Be wary of putting too many exercise tips on your site—if you do so, keep things simple. This will help limit your potential liability and is just good marketing. “You want to give some information to be helpful so that even if they never contact you, perhaps you’ve motivated them, you’ve educated them,” says Bill Sonnemaker. But from a sales standpoint, he says, giving away too much information for free isn’t a good idea because the web surfer should have an incentive to contact you. In fact, that same principle applies to listing your prices. “One reason we don’t publish our prices online,” he says, “is that we at least want the opportunity to talk to them.”






 





        [image: ][image: ]       Pro Fitness PT, http://profitnessprogram.com


        [image: ][image: ]  Visual ClubMate™, www.visualclubmate.com


        [image: ][image: ]  BSDI, www.bsdiweb.com


        [image: ][image: ]  Gubb, www.gubb.net


        [image: ][image: ]  PumpOne®, www.pumpone.com


        [image: ][image: ]  CrossTrainer, www.crosstrainer.ca


        [image: ][image: ]  Wellcoaches, http://wellcoachesschool.com


Another alternative is to design your own online training capability from scratch. Depending on how things are set up, clients could use your website to complete forms that would allow you to do an assessment and create a program for them. You could provide them with an online exercise diary, which you review regularly to evaluate their progress and make adjustments if necessary. Questions could be handled via email.


A good website designer should be able to set up an online personal training business site for you based on your specifications.


Email Dos and Don’ts


Sending emails to your clients and prospects is an inexpensive way to stay connected. Bill Sonnemaker sends out weekly or twice-weekly emails to his client list and people who have contacted the facility inquiring about services over the phone or through the website. “We send them information on current research findings, recipes, and other things related to health and fitness,” he says. He often hears from people in other parts of the country who were forwarded one of his emails, and they request to get on his mailing list.




 






   [image: ][image: ] When Trainers Go Electronic






Trainer Mike Hood uses www.gubb.net to create, manage, and share an unlimited number of lists with clients. “It allows you to be mobile while not in a session, while integrating reminders, lists, and tips for various parts of everyday life,” Hood says. Trainer Louis Coraggio uses www.pumpone.com, a membership site that helps you quickly set up an online training business. You get access to a drag and drop tool to create your own workouts that can be used on any mobile device, including Apple Watch, and an online store to sell them. “It is an effective way to increase clients and prevent burning out from trying to squeeze a certain amount of clients into a day,” Coraggio says.






 





But be cautious, because email can backfire in this day and age of spam email campaigns. “You’ve got to be careful because if you’re soliciting, people are going to delete the mail and ask to be removed from your email list,” Sonnemaker says. “Not one email we have sent out in the last three years said, ‘Sign up now’ or ‘We’ve got this special going on.’ Instead, we focus on educating.”


Boosting Traffic


To drive traffic to your site, get creative. Trainer Annette Hudson, for example, ran a weight-loss contest on her site. “I was rewarded with a dramatic increase in traffic,” she says, “which continued after the contest ended. It was a lot of fun awarding the prizes, which were donated by Bowflex, PCGamerBike, AquaJogger, and others.”


Another idea: If you have a membership website, you can give free trials to new members. “You’ll dramatically improve your sign-up rate if you allow the member two weeks to make sure they like the program,” says Hudson. She also suggests giving website members inexpensive gifts that display your logo, such as pens and calendars.


Here are more traffic-boosting strategies:


        [image: ][image: ]  When you use a program such as Google AdWords, an ad for your website appears next to internet search results based on keywords you choose. You’re charged when someone clicks on your ad. “I recommend using the most specific keywords that you can—this will keep the cost way down,” Hudson says. “For example, if your studio is located in Minneapolis, use the keywords ‘Minneapolis personal training’ instead of ‘personal training.’” Being specific also increases the quality of your clicks—that is, the people who click on your ad (and that you pay for) are the most likely to be a potential client.


        [image: ][image: ]  Use a free online search engine submission tool so the search engines will find your site. The hosting and site-building service at www.sitesell.com has user-friendly tools for search engine optimization.


        [image: ][image: ]  Issue a press release about your new site and include the address on all of your stationery, business cards, and brochures.


        [image: ][image: ]  Offer to exchange links with other websites that are complementary to yours—you’ll list their link on your site if they list your link on theirs.




 






   [image: ][image: ] Research Insight






A new client may experience delayed onset muscle soreness (DOMS)—the pain from exercise that occurs 12 or more hours after training. This probably results from microscopic tearing of muscle fibers and swelling. Eccentric movements, such as running downhill or lowering weights, seem to be the worst culprits. Proper warm-up and cool-down can mitigate DOMS; once the damage is done, it may help to do low-impact cardio because this increases blood flow through the affected area.
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According to Statistic Brain’s (www.statisticbrain.com) “Gym Membership Statistics,” as of December 1, 2015, 58 million people use the 30,500 gym and health clubs in the U.S. Those users average two gym visits per week and gym membership averages $58 per month.









We’ll talk more about this in Chapter 6.


Website Disclaimer


As the number of people who use the internet to find information and conduct business increases, so does the volume of related litigation. Disclaimers can help minimize the potential liability from the use of your site.


If you provide links to other online merchants, consider including a disclaimer that you are not endorsing the products or services sold on the linked site, nor are you responsible for the quality or performance of those products or services. If you provide any type of healthcare advice or information, your disclaimer should identify the source of the information and state that use of the information is not a substitute for medical treatment. It’s a good idea to consult with an attorney to make sure the type, content, and locations of your disclaimers are appropriate and effective.









CHAPTER 6


Create a Social Media Presence in 19 Baby Steps


The very best use of social media for the benefit of your business follows the customer service phrases, “How can I help you?” and “What can I do for you?” If you keep asking those questions as you get comfortable with and make use of social media tools, you’re halfway to harnessing that beautiful mix of online socializing, marketing, and the in-person events that bring it all together.


The other part of the equation is making sure you position yourself to online search engines as an attractive source so they’ll promote you and people will be able to find you, but we’ll get to that later. Back to the primary focus of this chapter—we can’t stress it enough and it bears repeating: “How can I help you? What can I do for you?” That sentiment should shine through each and every tool and method you use.


Making Use of Heavy Traffic Sites


Imagine singing a wonderful opera in a subway tunnel and the meager handful of coins you’d earn, dropped into your hat as you warbled away like Pavarotti. That would be because most people bustling through a subway aren’t educated opera fans, weren’t walking down the tunnel seeking entertainment, didn’t have extra pocket change for you, or simply weren’t interested in your gift. This scene relates to what can happen if you have wonderful products and services and put them in front of the wrong audience. What a waste of your time and energy it would be to invest in creating your online presence in the wrong spot, in a “room” full of people who didn’t understand your value.


Where’s My Tribe?


All of the work you do online, whether writing or creating video for others’ blogs or your own various sites, should be placed in high-traffic areas made up of the kind of people who are looking for services like yours.


Who are those people? Which websites do they frequent? These questions are yours to answer with research, depending on the niche you fall into. We recommend looking for the most used social media sites and then determining what the biggest user demographic is on those sites and targeting that group. For example, because Digg.com users are 60 percent male and between the ages of 18 and 24, it would not be the best place to attract clients if your campaign is for menopausal women who’ve tried everything else and just can’t get the weight off. For reasons you see in the list below, Classmates and possibly Facebook would better serve you for a campaign like that.


Here are some unique features of the major players out there in the ever-changing world of social media:


        [image: ][image: ]  Facebook is the social media site where you will reach an aging demographic; 62 percent of Facebook users are over the age of 35.


        [image: ][image: ]  LinkedIn users are highly educated and higher income. According to a Pew survey in late 2014, 44 percent of those with an income higher than $75,000 use LinkedIn.


        [image: ][image: ]  Young social media users are using Snapchat, Vine, and Tumblr. In fact, all of the messaging apps skew young (according to independent research companies BI Intelligence, Pew, Edison Research, and Triton Digital Survey).


As said previously, the world of social media and instant messaging is still young enough to be changing rapidly. The key is not to try to keep up with them all but to focus on the ones that are used by the demographic that you are trying to reach.


Baby Steps


Don’t feel overwhelmed. It’s a lot to take in. The fact that we’d like you to create a presence on at least five of those sites might have you hyperventilating, but when you break it down into baby steps, it boils down to a relaxing nightly habit of 15 minutes with a nice cup of tea.


Here are the steps we recommend you take to find and attract the crowd that will understand your value:




	Do some research on your very specific target audience and create a list of where they spend their time on- and offline. Go to www.city-data.com and www.google.com/trends to start word searching your market. Make a list of your market’s qualities and keep it handy.


	Search online for blogs relating to the subject matter you just uncovered in step one. Bookmark the sites or add their links to your “favorites” folder.


	Write a list of ten topics related to your industry that you’re knowledgeable on.


	Write a list of ten problems that your audience has and convert those problems into article topics peppered with your knowledge.


	Buy an inexpensive digital camera with video—with at least a 5-megapixel capability. With the rapid rise in quality of cameras in smartphones, you can use a phone, but if you do choose to do that buy a phone specifically for your business instead of clogging up your personal phone with lots of video.


	Go to www.WordPress.com and set up a blog. Make sure to take advantage of the attractive features WordPress offers, like stylized backgrounds, widgets that link your other online profiles to your blog, and subscriber buttons. Sign up for an account on PR Newswire (https://prnmedia.prnewswire.com) to get access to some of their sharp photos and articles to make your blog spiffy and attention-getting.


	Go to www.YouTube.com and set up a channel.


	Go to Facebook and set up a business page, not a personal page. Pepper it with photos, a business bio, and a few short articles about your goals.


	Consider the information you’ve collected in steps one through four and pick a topic from the list of your audience’s problems. Turn it into a catchy article title that would capture your demographic interest. For example, you could address the single parents among your audience who have trouble getting a babysitter for their kids with an article titled, “Working Out with Your Kids Can Teach Great Habits.”
      Be creative in the article and talk about how parents can empower their kids to be coaches, riding their bikes while the parent jogs, cheering them on, and the benefits of doing this activity together.
      Your article only need be two or three paragraphs and shouldn’t take more than 15 minutes to write. You’ve got 20 articles to write, so make it snappy and don’t choose topics you know nothing about!
      Now, either take photos that relate to your topic or use a stock photography site and choose some nice images to complement your article. Just search “royalty-free photos” and you’ll find sites offering free and low-cost images.


	Repeat this process until you have about ten articles with accompanying images, and post them in an organized fashion on your WordPress blog.
      If you put a subscriber button on your blog, you’ll be notified each time someone subscribes and they, in turn, will get an email alert each time you post another fascinating article. This is a good way to stay connected to people who are interested in what you do. Later when you have something else to tell them about, such as an event or contest, you have all of their emails right there.


	Get that camera out and make a tutorial on one of your signature exercises and post it on your YouTube channel. Make sure to give it a catchy title. Repeat this until you have ten videos. Of course, you can also create tutorials with photo stills and insert them singly on your blog or insert them into a slideshow program on a photo-sharing site such as www.flickr.com or www.shutterfly.com. If you use photos you have taken of other people in your post, you may want to use the Model Release form we have provided in Figure 6–1.
      Take a look at www.acefitness.org/acefit/exercise-library-main to see good examples of instruction coupled with displaying proper form in a linear style, and videos with narration.


	Cross-reference all of your sites to one another. Your Facebook site should contain a brief profile of your business, some great photos, a few videos, and three or four sentences or headline teasers that link to the articles on your blog. Your YouTube channel should contain teasers leading to your blog and Facebook page, and so on.


	Do a word-specific search on Google that expresses what your audience is looking for. In other words, pretend you are them, looking for you. Look at the top 20 sites that come up. Look at each one, and if it is or has a blog within it, read a bit, and then contact the blogger to see if you may post a link to their site on yours and ask if you may submit an article to them to post. They may say no. Sometimes it’s best to just ask if you can feature them on your site and wait to see if they return the favor. If not, move on to the next site.


	Now that you have some snazzy online presence, it’s time to get out into the real world and complete the circle with actual, face-to-face networking. We don’t want you to just stand in a room, drink wine, and talk politics. We want you to find a group of people who are already interested in fitness or being very active, join them in their activities, and offer to help them. You can help other people while you’re helping yourself.


	Look up fitness-related events in your city on www.meetup.com. Choose a couple of groups with a lot of members and start to go to their events regularly.
      Bring your camera and take photos of the event. If you feel the need to ask permission to do this, go ahead, but because Meetup is a social organization, events are photographed by multiple participants for fun, and if they aren’t, people seem to always want more photos to be taken. If it’s a hike in the woods or a trail run, get nice photos of the physicality and nature.
      Tell the group moderator and guests at the event that you’ll be posting the photos on your blog and then hand them a card with your blog address on it. People will tune in to look at the group photos and see all of your top-notch fitness tutorials and be impressed. At the next meeting they’ll probably start asking you about your services.
      You can repeat this process with other fitness social groups.


	Go to www.yelp.com and create a business profile replete with photos, a crisp, dynamic bio, and links back to your other sites.


	List a low-cost or free social exercise event on Yelp that will be held in a beautiful outdoor venue, such as a nature preserve or city park.
      Remember to use key words when listing your event. Try to host one of these each month so that guests can get to know one another. At these events they’ll learn about your other fitness offerings.


	The circle closes by starting at the beginning—in-person networking can be greatly complemented before or after events by using blogs and social connection sites such as Yelp, Meetup, and Facebook to:

        [image: ][image: ]  Brief members on news about the group


        [image: ][image: ]  Show off photos of the event


        [image: ][image: ]  Announce future engagements and speakers


        [image: ][image: ]  Re-engage group members on related topics for further online discussion


        [image: ][image: ]  Expose group members to elements of your business that would help them (if those elements relate to what people need or want)


        [image: ][image: ]  Post industry news links from other sites


        [image: ][image: ]  Review products, services, and places your audience uses




	Now is the time to blow your trumpet to everyone you know. Show off all of your hard work on the internet by inviting all of your contacts to experience particular aspects of your profile. Be specific and write a personal email to each person that says something like, “I know you like yoga, so I thought you’d appreciate this,” and send them the link to the related article on your blog. Or send one of your core exercise tutorials on YouTube to someone who is struggling with that area of strength building.
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Every time you name a blog, photo, video, web page, or article, you should use words that your audience will be searching with. You should also try to include those words within the body of your articles. Those words are like hooks that the search engines grab you with.
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Believe it or not, print magazines still hold a place in American homes. Digital subscriptions, according to the Alliance for Audited Media (http://auditedmedia.com), are still a small but growing portion of any magazine’s circulation. With that in mind, consider giving magazine subscriptions to your major clients for Valentine’s Day to celebrate their hearts. Magazines focusing on whole health topics will provide subject matter for them to engage you in related to their program goals and give them context for the education you provide.
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FIGURE 6–1: Model Release Form




 






   [image: ][image: ] Massive Exposure Never Hurts






Here are a couple of additional video sites you can post your genius video creations on for even more exposure:


             [image: ][image: ]  Vimeo (www.vimeo.com). Vimeo lets you control who sees your videos and gives lots of pointers for optimizing them to their highest potential technical quality.






             [image: ][image: ]  Say Media (www.saymedia.com). This site allows users to share videos via email, direct HTML embedding, and permalinks, and has a snazzy interface; if you get major hits on your fantastic workout videos, you may be eligible to make some money with them.











 






   [image: ][image: ] Themed Fitness Events for Niche Audiences










             [image: ][image: ]  Ladies Night Out, City Night Hikes with Weights






             [image: ][image: ]  Workout with Your Toddler






             [image: ][image: ]  Love Me, Love My Dog: Aerobics with Fido






             [image: ][image: ]  Baby Boomer 50s Dance Workout






             [image: ][image: ]  Single Parents Pilates at the Beach






             [image: ][image: ]  Saturday Morning Dance Party and Coffee






             [image: ][image: ]  Snowshoe Racing






             [image: ][image: ]  Campsite Breakfast and Hike






             [image: ][image: ]  Grocery Store Tours, How to Shop Healthy






             [image: ][image: ]  Paddleboard and Picnic






 





Words Are Hooks


When people go online to search for things related to fitness, they use specific search words. Additionally, different audiences may use different words to search for similar things. Word choices are directly related to the challenges or problems each group faces. Put yourself in their shoes and ask, “If this is my problem, then what am I searching for to alleviate it?” Those will lead you to that group’s word choices. See the Search Word Worksheet, Figure 6–2, on page 73.


How Are the Pros Using Social Media?


Each of the professionals in this book uses social media as a tool to get to the next level with their businesses. Some are encouraged by their web designers, and others are experimental by nature, so trying out tools on the web seems essential and fun.


Gunnar Peterson was instructed by a client to work with Twitter to create a following to prep the launch of a product and knows he should continue in that vein.
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Team Up with the National Physical Activity Plan

The aim of the National Physical Activity Plan, a product of a private-public sector
cooperative, is to increase Americans’ physical activity through a comprehensive set of
policies, programs, and initiatives.

With funding and focus to create a culture of health, there are many places within this plan
where your creativity could pay off.

First read more about how hundreds of organizations are collaborating to facilitate fitness for
this country at: www.physicalactivityplan.org.

Next, make a list of the businesses that appeal to you on the site.

Finally, list ways to integrate your service with the businesses participating in this effort.

The National Physical Activity Plan has a vision: One day, all Americans will be physically
active and they will live, work, and play in environments that facilitate regular physical
activity. Sharing a common vision with those who have funding is a smart way to make your
business soar.
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Injury or Emergency Incident Report

Date: Time of incident: AM./PM.

Name of injured person:

Address:

Phone:

Manager/trainer on duty:

Location of incident:

Note if it occurred in the client’s home or office, at a gym, or your own studio, whichever is
applicable.

Equipment involved:

Description of incident:

Emergency procedures taken by staff:

Q First aid QCPR QEmergency services [police/fire/medical]

Description of emergency procedures and results:

Witnesses:

Name:

Phone:

Name:

Phone:

Name:

Phone:
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Mission Statement Worksheet
To develop an effective mission statement, answer these questions:

1. What products and/or services do we produce?

2. What geographical location do we operate in?

3. Why does our company exist? Who do we serve? What is our purpose?

4. What are our strengths, weaknesses, opportunities, and threats?

5. Considering the above, along with our expertise and resources, what business should we
be in?

6. Whatis important to us? What do we stand for?
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Startup Resource Kit

from Entrepreneur

MEDIAINC

Every small business is unique. Therefore, it's essential to have tools that are customizable depending on your
business’s needs. That's why Entrepreneur is offering you access to our Startup Resource Kit. Get instant access to
thousands of business letters, sales letters, sample documents and more — all at your fingertips!

Accessing Entrepreneur’s Free Startup Resource Kit is easy.
Simply visit: www.entrepreneur.com/guideoffer

and download to any windows or mac computer

You’ll find the following:

The Small Business Legal Toolkit

When your business dreams go from idea to reality, you're suddenly faced with laws and regulations governing
nearly every move you make. Learn how to stay in compliance and protect your business from legal action. In this
essential toolkit, you'll get answers to the “how do | get started?” questions every business owner faces along with
a thorough understanding of the legal and tax requirements of your business.

Sample Business Letters

1000+ customizable business letters covering each type of written business communication you're likely
to encounter as you communicate with customers, suppliers, employees, and others. Plus a complete guide
to business communication that covers every question you may have about developing your own business
communication style.

Sample Sales Letters

The experts at Entrepreneur have compliled more than 1000 of the most effective sales letters covering
introductions, prospecting, setting up appointments, cover letters, proposal letters, the all-important follow-up
letter and letters covering all aspects of sales operations to help you make the sale, generate new customers and
huge profits.
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A Word Is Worth a Thousand Pictures

If you need some help in your brainstorming process, go to www.thesaurus.com. Choose some
fitness, physical, energy, and health-related words to plug into its search box. Then enter the
words into two columns. Mix the words up so that catchy combinations appear. Try inserting
your name or city name into the mixin a third column. Keep brainstorming with www.thesaurus.
com and fill in the third column in this worksheet using the head start we created for you:

Fitness Bloom
Fine Vigor
Health Chutzpah
Energy Force
Spitfire Speed
Guts Gumption
Trim Perfection
Robust Overhaul
Muscles Moxie
Strength Summit
Anatomy Peak
Mighty Physique
Euphoric Prime
Steamroller Stamina
Brawny Reaction
Powerhouse Steam
Vital Pizzazz
Iron Force
Steel Lightning
Strapping Speed
Herculean Feat
Enduring Velocity

Force Fervor
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EVERYTHING YOU NEED TO START A SUCCESSFUL BUSINESS
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Get Them to Sign on the Dotted Line

If you feature photos on your sites with clients in them, have them sign a release. Anyone else
thatisn't you needs to sign one of these, even if they give verbal permission. It could serve as
smart protection later.

Model Release

| hereby give permission to [insert your company name] and [insert your name] to use my
photos and likeness in all forms and media for advertising, portfolio, demo, trade, stock
photography, editorial, altering without restrictions, and all other lawful purposes targeted
toward the production and promotion of [your business name]. | understand | am entitled
to no compensation. | release [your name] from all forms of claims and liability related to my
photo usage.

Date:

Print Name:

Signature:
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