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Selling Membershlps Is Easy!

Prospecting, Production and Accountability. That’s the Hard Part

By: John M. Brown
Presideret - Profesional Cluh
Management, [rc.

Inhtmn'q:ﬁiiwuwﬂc{
the club industry the magor difference
between the hanves and bave not s is the
profitable clubs produce and generate
revense for the club on & consistent
bwesizs, Al the walk-in's and Telephone
Inguares are & boniss. Remembser you
can't predict on whether the phone will
fifig OF someone io walk in everyday
O evisn o A consistent basis, Clubs whao
operale under that mentality and phi-
kosophy are like “Lesves being blown
iin the Wind™, subject toadl the possible
things that can affect traffic or mberest.
Profitable operations “Flan io Make
mw'.ﬁmr.rﬁidﬂn;&m-

Profitable loag-term suooess-
ful clubs seem o have: several impor
tani characteristies. | will it them be-
kvw. See hovw manry or if any you have,

1. They seem o wake up in
the moming and think; YWe're not go-
ing o ks iy mowcy todey! They

froem the bed

sﬂﬁﬁhmallrmnnplqmdhw
unless they &1 1o produce and gener-
ade revenue. Every day is a clean slate,
what happened yesterday B oaly im-
portant in the total scops of things. The
trck oF thaory i o learn o sifng o
gether day afber day after day after day
(Yo gei the jdea), of production and
income generating davs. Kind of like
“Ginandhog Day™ only with you de-
BENTINENG YOUE CAWT POSILIVE OUICONTE
daily. Somecne really sman once told
ez =Hasically this business is being able
1o do the same hasse thangs day in and
day oul and do them very well all the
time”, Ask yourself, Are the basic fun-
darnental peocesses and operations of
our sabess process being done everyday
and are they being done wel ™7 | could
tell you a bunch of new fangled, op
e, coanisa Lanl iodeas right mo Bl if
thee aberve s nod cocurming that is where
you meed b stant first. When you ask
your staff if this ks being done or thal
beirg done then go further and sk them
o verify i IF you give them instruc-
trones meganding somcthang, you thank &
important or useful and they say “Were:
already doing Lhat™ or ] Knces thal ", il
wsally means they are doing it how-
ever they damn well please, Check!
Werify! Validaie! Reconcile! Don't
fall inbo the trap of “The illusion of
Percerved Reality™, thinking one way
then cnly o find owl afler close in-
spection that practically mothing is
being done and if it is its nof being
done proficiently.

2. Successful Clubs have a
Fubﬂmemumnmmmhﬂmn
attitude, production philosephy and
what | call a “Production Conscious™,
“Production Consclous”™ occurs
when you and your staff feel respon-

sible, duty bound, and a moral ob-
ligation io produce revenue every
day. | may hawe even said this in
my kasd artiche but it seems appro-
jpriate here again. Peber Drucker, the
father of modern ment phi-
losopihy, snd ibe foremost aathor-
ity on business managerment says
this, “'A Business has a moral obli-
gation to make a profit” “An obli-
gation o the cusbomers, wenders,
employees, and shareholders”™,
There is nothing evil about mak-
img money if you do it kegally and
ethizally. Your B

are there for this and only this rea-
son. If they are not doing it or don't
weand 80 oo it or just weant b/ be “Or-
der Takers", sart locking for people
who have a conseience and work
cthec, Remember this simple but
difficull management theory; Your
people do what you allow them 1o
dio, If they are not perfomming is
usually not their fault, Go look in
ke mirror. That's whose fault it is.
Your role a5 & manager or cwner is
o manage, guide, direct, monitar
andd ensure you people have every
100l they need 1o dotheir job effec-
tively and most important but most
neglected adequate lrlinius and

skills

3. Successful Clubs Plan
1o miake money, IN ADVANCE!
Making it up as you go along is
something we all have been gailty
of one time or another. Sucoessful
clubs plan (in advance) daily,
woekly, monthly, yearly and even
forward plan for the near fulure
ususally the next 3-5 years. Every-
Ihhgﬁnm maie increases ko growth
strategies to marketing and even
projections hased on that forwand
plan o see if its achiewable and &
e il 24 a road map and score cand
b gauge success. | o salesperson
wakes up in the moming and has
m APpNmEnts or ¢ven a specific
p|=l1 a% o how Il'r::r mﬁ'&n;m
get appointments then they are ba-
sically wnemployed, Think about i,
you pay them some kind of salary
% putnf'l!l'll:irpl}' package nght?
Well that"s not “Free Money™. Re-
member, in mast seHings, sales-
poeopls ane compsenaated a commis-
sion when they sell something, pos-
sibly a boaus if they are meeting
of excesding your standards for
them. What's the salary for'? 1 bell
yoru whiat ils for. Consisient, day in
and day out multi faceted efforts
and resulis in generating revenue,
Yies, that rJirI:,' word many saless
people loathe, Prospecting. In my
humble opineon, there 15 no olher
skill or pequirerment that is more im-
portant for o salespersons sucoess
then prospecting. | hate o break ihe
news o you but if this industry is
going 1o grow as i's predicted to
or we hope it will then *You gotts
g0 get them™. My Gaod, it%s hand

enough for & poor prospect just 1o
walk in the club for information,
Iust they have 1o be self-confideni
and self motivated too? Good luck.
It isn't reality. My perspective is
and has always been that all ihose

who are out thene and nol
i our clubs haven't had even a per-
sonal invilation lo come Iry the
club. Fact: Mostof ihem don'teven
know you exist or that you are
ivere. Fact; Even if they do know
you are there they have already for-
golten, I1°s nol something people
drive amund everyday and think
aboul. Fact: Most of them who
have been asked o come 10 the clab
cither haven't been asked in the
right way, often enoagh, with any
passion OF compassion, of have
“Dropped through the cracks™
somebow, Believe me ibere are a
lot of eracks to fall into, Facl: Hate
i el yoiun bul most people doa’l
think or perceive exercise to be
misch fun. In fact many of them
think it has to be painful o be good
for you. You know the “No Pain
no Gain™ quode, | bet you B0F% of
ibose thal apen’t with us can recibe
ithat werse. Fact: Many people out
there have had bad experiences or
have suffered frestralion, difficalty
and most importantly failure. It's
the end result, failure that hures the
muest and keeps them away, Who
wants 1o subject themselves to
something that they " ve failed at be-
fore? You may see the as road
ok bt wihen | sin around koag
enaagh and start think about it the
opporiunitkes thal exist for us o
reach, lowch, help, change their
opinion of us, and mast importantly
change iheir lives, it give me chills.
How do you reach these people?
Yes thru various advertising and
marketing mediums, but where the
exponenial growth exists s in our
disciplined, professional, consis-
tent, persisient effonts o “Go get
them ™. There are liserally thousands
of creative ways 10 prospect and
mone of them have to be “Cold
Calls”™. | have a hist of some S0-75
bz 101 prospecting vehicles that
could be helpful. Anyone who
seanis & copy of one, just call, email,
wrile, vell and | will sepd it 1o you
for free.

4. Successful clubs have
nearly “walerlight™ guest prooe-
dures, policy’s, control, and knowl-
edge of every guests whereabouts,
who's responsible for them, what
the currenl satus i, 1"ve gaid this
before but, Sales is a managed pro-
cess. I managed propery and well
the natursl conclusion and resull is
a new member.

5. Successful Clubs have
p-:rfm'mum: targets and hald
people accountable for producing
iheir share, Accountability in the
club industry, now that's something

b pomder on. Everyone from where
1'm from always asks me, “What is
it you do™? “When are you going
b gt a real pob™?, or my favonite,
“When are you going to buckle
down and make something of your-
sl They have oo idea what we
do and that it is real work. My point
is this, those same people, or the
people who are outl in the “Real
World™, have reasonable levels of
performance and sccountability for
whal oocurs of docsn "l eocur. They
didn't teach me in college aboul
acoountability. | had 1o find out the
hard way. But why should car in-
dusary standards and expectations
bbe any differemi than any ciber suc-
cessful business? 1'm not saying
holding people sccountable is casy
of fun. It takes time o Know how
o deliver this message Lo someone
and many times you have to deliver
it in different ways to different
people. Buat af least begin, Stast.
Make mistakes, but start making
people accountable. Mot holding
people accountable is of epidemic
proportions in the club industry.
Siztus Quo behavior will not be
scoepishle, if you have a Status Choo
atitude fevwards i and the
sccountability associated with it |
promiss you arg going backwards.
Lasssie Faire attitude wonl work
cither. “Wha! happens, happens™
means you are at the mercy of in-
somnsistent, unprediclable sales and
jperformance. You are doing them a
service and your duty in holding
them accountable and being up
front and fair abowt where every-
one and their contributions stand. |
know 1's hand. But start. You will
60 improvements.

In my humble opinien,
actually selling the membership is
the exsy part. In fact it's soeaxy that
people complicate i Many times |
have witnessed a prospect fectering
on the verge of making a good de-
cision and the salesperson talking
them out af it Somelimes you have
i just “Get out of the Way™ and let
ﬂ1:|1'|jni.n_'|11= miGEne a n]::q:-ﬂ'.mn
talkes penerally the worse the: resulis
are. | don’t know abowt you baut 1
like salespeople who make me feel
recognized, make me feel impor-
Lant, actsally listen o me and re-
txim what | said, and most imgor-
tanfly, bet me talk about my favor-
ite subject, Me. Anybody, | repeat,
anybody wha can follow a few ba-
sic guidelines can actually sell ihe
rembership. | coubd train the wa-
ber foumiain to sell 8 membership,
But the difficult part lies nol in ae-
tually getting them io join bt in joest
getting there at all!

These are just a few of the
charmcterisbics | wee as a commsn
threxd in sucoessful and profitable
clubs, | hope you ane doing all of
thern and if nat try boermubale some

of all of them. Bebow | will give you
some key concepls, thoughts and'
specific sdvice, which | believe used
wisely, can improne any Gperation,

* Wilthout peespecting and
outreach by your staff you are basi-
cally paving for order takers, If
youre going b do that you would
be better off setting up a table at the
fromt door and take onders. When |
train salespeople the first thing |
teech them about is prospecting and
creating business.

* If you don’t have writ-
ten, formal producion trgets both
individaally and 5= a group it's go-
ing bo be hard for you to bold any-
one accountable. Set written, formal
targets, which are achievable and do
themm in advance. Also sit down with
each individual and explain to him
of ber what all this means and frame
it 1o i o her as this is going 1o be
your contribution. Then monitor it
daily and coach them a listhe bit at a
time nol explode on them all al once
at the end of the month when il's fo
Laie 1o do anything. Get or develop
a daily sales flash report and demand
it to be done and accurale everyda
Then analyze it daily so you camn
change the direction of an individual
or the group today nof later. If you
don’t have a daily sales flash report
or would like ome call me, email,
write, shout and | will send you a
template, which youa can cusiomize
for froe.

* Remember that the money
i ik s ness is e destad bs snd o
well you manage theme Eliminale as
iy cracks i you know how o,

* Irrvest i in trinang and
retraining your stafl corsistently it is
atsolutely necessany 1o a profitable or-

* Make sure you know for
sure whal is grang on from asales op-
crations standposnt. Yalidase, Verify,
Reconcile, Insped, bul make mare.

* Remomber il harder it ks
80 Bzt the Club™ the mare memibers
you will have, Stick o your policy's
and mules and make prospects com-
pelled ko join through controlling ac-
cess and usnge,

| wvant i end this ssticle with
SO Very Impoftant business prin-
ciplies | hessrd cne dany fircam an ol Lachy
from the south part of Misouri. She
said this; | have three principhes of busi-
ness, | saichwhat are they? And she ane

swered
1. Gaet the Money
2. Gt the Momey

3, Goct the money
Mnke thee: et of every op-

portunsity aned make sure you ane G-
timg thee Money"™,

{Padunn M. Bresari i3 e Presd-
deret of Professional Club Manage-
mend and may be reached ar (913)
S570008.)



