ICONNECTION

PART 2 OF A TWO-PART SERIES

he more one considers the possibilities inherent

in affiliations between physicians and health
clubs, the more obvious the benefits become. Doctors
obtain a way to help patients remain healthy and fit;
o treat them more effectively when disease or injury
occurs; and to prolong professional care when
medical benefits run out. Clubs profit from, among
other things, ongoing patient referrals, increased
exposure, and enhanced credibility.

It is a relationship rife with promising synergies,
but perhaps the most important is the simple fact
that the end user—the patient or club member—
receives a higher level of care, significantly improv-
ing their quality of life.

Last month (see “Partnering With Physicians,”
January CBI, pg. 57), we discussed the three acts that
_f’t takes to forge such ties: (1) convineing practition-
i*.ers of the utility, and practicality, of “prescribing”
exercise to patients; (2) providing the services, and
standard of care, at your club that will impress and
' reassure medical professionals; and (3) identifying
“and accessing potential physician partners. This

month, we’ll explore a variety of ways to make
the new marriage pay off most rewardingly. »

By Edward M. Phillips, M.D.

WHAT DOCTORS CAN DO FOR
YOUR CLUB... DEPENDS ON WHAT
YOUR CLUB CAN DO FOR THEM
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MEDICAL CONNECTION continued

BE A REHAB RESOURCE

When their patients are recovering from
strokes, accidents, or even common
sports injuries, doctors often prescribe
physical therapy to help them regain
their strength, mobility, and dexterity.
Unfortunately, dwindling health-insur-
ance coverage has reduced the number
of visits a patient can schedule. When
coverage expires, the rehab provider
may be eager to find reputable programs
their ex-patients can use to continue
exercising, and to continue progressing
toward general fitness.

This, clearly, is a need that health
clubs are particularly well qualified to fill.

HealthFit, in Needham, Massachusetts, is
an example of a facility that has succeeded
in extending the continuum of care. Owner
John Atwood has worked closely with a
local outpatient center of the Spaulding
Rehabilitation Hospital Network, a teaching
hospital of Harvard Medical School, to
provide a viable post-rehabilitation option.
As a result, the club and its physician friends
are both enjoying increased business.

As part of the relationship, doctors
from the hospital conduct seminars at
HealthFit, obtaining greater exposure,
both among members and the commu-
nity at large, which generates referrals.
Members who, for instance, may have
sustained musculoskeletal injuries during
the course of their workouts or daily lives
often turn, for care, to the physicians
they've met at the club.

Action flows in the other direction as well.
Atwood says the connection with Spaulding
and other local hospitals has elevated
HealthFit's status, and produced a dramatic
increase in medical referrals. He calculates
that, during one recent six-month period,
such referrals were responsible for 23% of
all new memberships. In many cases, he
points out, these prospects are ones that,
otherwise, might never have come through
the club’s doors, and, because they've been
sent by their doctor, they're more likely to
join than someone lured in by an ad.

ACTION ITEMS:

* [nvite local physical therapists to visit your
club and to bring their patients with them
for a final treatment on the premises. This
will help transition the patients to your
facility for a follow-up to their rehabilitation.

Progress profile The Dedham Health and Athletic Complex (DHAC) sets high standards

e Ask local physical therapists, and the
physiatrists who work with them, to
deliver lectures or general informational
sessions at your club. They'll appreciate
the access to your members, who, obvi-
ously, are also potential patients.

* Develop a system to refer members
who require formal, hands-on, physical
therapy to the providers with whom
vou've established relationships.

EMPHASIZE YOUR EXPERTISE

Many doctors think, incorrectly, that all
health clubs are pretty much the same,
and that most of them focus, nearly
exclusively, on selling memberships.
While hospitals and medical practices
are also businesses and have to balance
their books, they tend to view themselves
as being more altruistic—philosophical-
ly, if not legally, not-for-profit. To get them
to regard you as a peer—someone who’s
attempting to improve the public’s health
by, in this case, dispensing fitness exper-
tise—you have to rise above the compe-
tition. One way to do so is by promoting
your staff’s academic and professional
qualifications. Lloyd Gainshoro, the owner

B2 Club Business International » FEBRUARY 2005 = www.ihrsa.org

and director of business development
for the Dedham Health and Athletic Com-
plex (DHAC), in Dedham, Massachusetts,
suggests that clubs should also impose
more stringent safety standards. This, he
notes, will reduce the incidence of train-
ing-related injuries, and make physicians
more comfortable referring patients to
the club.

Gainsboro not only employs instruc-
tors with degrees in exercise physiology,
but also has his staff members certified
in cardiopulmonary resuscitation (CPR)
and trained in diabetic management at
the Joslin Clinic.

ACTION ITEM:

¢ When approaching local physicians,
provide them with a handout detailing
the credentials and qualifications of your
fitness staff. Employees with an ACSM
clinical certification or degrees in exer-
cise physiology make the point that your
club is serious about health and fitness.

CONDUCT EXERCISE RESEARCH
As a researcher who studies mobility and
falls in the elderly, I regularly confront the
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