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5th  WFWF � 14 th � 15 th October 2010 at Basle Congress Centre

TTrraannssiittiioonn ttoo aa HHeeaalltthh PPrroommoottiioonn mmaarrkkeett
On 14th and 15th October the 5th WFWF expert forum took place in the Basle congress centre. Many players
from the health promotion sector had been invited to attend. With over 180 pre-registered delegates, this
year§s WFWF saw the number of participants increase by 50% whilst the exhibition area grew by 200%,
exceeding all expectations.

This year§s motto of the WFWF was «Introducing the future HEALTH PROMOTION MARKET‡. Approaches
to this topic had been prepared by the WFWF Think Tank, and these were presented, discussed and
elaborated on in various workshops.

       Text: Otti Krempel -  Photos: Hannes M�hlberg and Kaspar Zimmermann

In mid October, the 5th World Fitness and
Wellness Forum took place in Basle,
organised, as usual, by Fitness Tribune
publisher Jean-Pierre Schupp, who had
invited international visionaries and
veterans of the fitness and health
promotion industries. More than 150
participants congregated at Basle congress
centre to exchange their views on
opportunities and risks, potential beneficial
developments and negative trends.

There was a particular focus on
developments in the health market and
associated opportunities for gyms and their
potential contributions to the industry. The
objective being to counter as effectively as
possible the catastrophic Europe-wide
strategies aimed by the politicians at
strengthening the sickness market (or ill
health market).

On the first day, Dr. Bertino Somaini, a
specialist for preventive medicine and
director of the Swiss Foundation for Health
Promotion,  chaired the event.  Dr.  Bertino
Somaini,  who is an independent Public
Health advisor, invited the attendees to
learn lessons from mistakes and failures of
political institutions and to establish well
functioning fitness industry networks
designed to finally achieve successes in the
health system.

From the garage studios of the past
to the drivers of future economic
development
In his opening address, Werner  Kieser,
one of the pre-eminent and highly
successful fitness entrepreneurs,
emphatically advocated the publicising of
the biological foundations and the benefits
of strength training with its associated
health benefits, especially for the elderly.
The wide reaching economic gains of
systematic strength training are very much
apparent with reference to a multitude of
diseases and conditions such as back pain,

osteoporosis, diabetes, metabolism
disorders etc. In fact the gains are so glaring
that even health and care insurance
providers should have a vested interest in
promoting it. However this is not the case
because in clinics, medical practices, and
(increasingly) in administration offices, there
are still too many self-serving jobs within the
health system that have no interest
whatsoever in healthy people. What¶s more,
the pharmaceutical industry has a huge
lobby with great power to influence
politicians who in turn are only interested in
getting re-elected at the next vote. Effective
and cost efficient measures to promote
health are however not a priority on their
agenda.

Werner Kieser summarised how the fitness
industry evolved. Born from garage studios
where enthusiastic amateurs made their own
training equipment, it has come a long way
and is today an important  economic factor.
He also complained about the many
anglicisms used by many gyms to advertise
and impress the young and beautiful,
whereas today, the real clientele comprises
completely different segments of the public.
He continued to say that the inconsistent
statements regarding highly intensive
strength training and wellness temptations
send differing signals (sympathetic nervous
system � parasympathetic nervous system)
thereby preventing the public from being
able to form a clear picture of the industry. In
Werner  Kieser’s opinion it is absolutely
imperative that gyms make their results
measurable and that these results should be
communicated more widely, together with
the benefits of strength training. He firmly
believes that proper communication with
physicians is only possible if they take the
time to inform their patients of their particular
circumstances � following the old Indian
wisdom according to which the Indians
"followed the buffaloes".
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He also doesn¶t believe that associations
and politicians could take the lead here.
Each gym must do its bit in order to
promote the beneficial health effect of
training.

Somewhat sceptically, Dr. Somaini
commented that unfortunately many
patients are not willing to spend some of
their own money on prevention and health.
Even after having suffered a heart attack
for example, rather than buying walking
sticks with their own money, many patients
expect those costs to be borne by the
health insurers as well.

Not yet ill · the booming market of
the future

Erich Iten, a Swiss gym owner for many
years, argued along the same lines of
Werner Kieser. To-date preventive
healthcare is still a word that doesn¶t get the

attention it deserves. A situation that is
caused by those responsible health
insurance funds that render cost efficiency
impossible. Just consider their active
search for new sicknesses or their sickness
care activities. Challenging those
institutions is practically impossible as well
since every single employee in this
sickness system is doing his or her
darndest to safeguard their job � the
underlying reason why cost reducing
solutions won¶t be possible within this
system. This system is geared to
developing guidelines, qualified standards
and standard values and here, data
collection becomes an end in itself. The
actual problems however, are not
approached or defined at all, but reinforced
and cemented by those targets.

Erich  Iten  believes that the ‰not-yet-ill
portion of the population¾ who, as a
consequence of lack of activity, are

dangerously threatened by lifestyle
diseases, will be a major growth factor for
the industry over the coming years.
Through preventive measures and
responsible behaviour, this group can help
considerably to reduce costs in the health
sector.  The fitness industry with its sound
infrastructure can position itself as a
competent partner by advocating targeted
actions, offers, support and
recommendations for a healthy lifestyle,
provided the relevant evidence for the
effectiveness of measures is delivered
based on consistent standards and sensible
data analyses. This includes competent and
qualified staff with a sound knowledge in
sustainable preventive healthcare.

In order to drum up more acceptance and
credibility  for the industry and more media
interest in these fields, he suggests  all
gyms should deliver evidence of the
effectiveness of preventive healthcare,

Photo: Hannes M�hlberg
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based on statistical data, focussing on
terms such as ‰consistent¾, ‰verifiable¾ and
¾attracting media attention¾. Using the three
step v.a.t. test devised by himself he
reviews metabolic basics, compares
strength, endurance, flexibility and co-
ordination and the metabolic capacity of our
everyday nutrient supply. Erich  Iten  sees a
good opportunity for gyms if they gradually
establish themselves as provider of
valuable preventive health propositions for
the not-yet-ill population.

Think Tank · Gathering and
propagating knowledge using
international specialist know-how
In his speech, Kaspar Zimmermann
demonstrated just how difficult it actually is
to position oneself in the complex world of
health. He discussed the work of the
dedicated think tank, currently comprising
Prof. Dr.  Thomas  Rieger  (D),  Dr.  Eva
Tischer (A),  Tom  Seger  (CH)  and
Kaspar  Zimmermann (CH). This group
endeavours to record various movements,
directions, trends and enterprises in the
European fitness industry with the goal of
developing  a mission statement for the
industry that is highly visible publicly. All
WFWF participants and all interested
parties were invited to become actively

involved in the think tank in order to
leverage the expertise and experience of
the multitude of competent players who are
shaping the gym scene.

Dr.   Eva   Tischer listed various facets
such as personal responsibility and
sustainability, the necessity to find
individual solutions through accurate
analyses, taking all motor properties,
lifestyle and diet as well as intrinsic
people’s motivation etc. into account.
What¶s required is a holistic approach to
fighting the roots of illness rather than just
the symptoms as is the case under the
current health system. This situation makes
it difficult to promote clear definitions and
strategies for the industry to progress.

Earning money through
communication and customised
programs
Prof.   Dr. Thomas  Rieger  deals with cost-
effectiveness and health within the think
tank, whilst also attempting to answer the
question of which system the fitness sector
actually belongs to: sport, economy,
health? Obviously since money is
generated at gyms it¶s part of the economy
at large. There are however many contacts
and interactions with other systems too.

A study revealed however, that gyms
strained by major investments in personnel
and equipment are reducing health
promotion activities. There is a distinct lack of
internal communication with employees who,
based on their motivation and know-how,
could pass the preventive health approach
on to clients. At times of low gym activity, the
instructor mostly deals with office work rather
than engaging those present in interesting
health related talks. Gym clients on the other
hand have a lot of other commitments
besides their training (house, family, job,
school etc.) which means that training
schedules must not be too all-encompassing
and this in turn creates a conflict with health
promoting behaviour. Those problems must
be taken into account when designing
training programs. Another issue, according
to Prof. Dr. Rieger, is the lack of interaction
between public health and sport science,
which needs to be urgently addressed in
academic training.

Less is more   ·   focussing on
service
Tom Seger too, recognises that the industry
must deal with many complex problems. He
recommends focussing on a limited number
of issues but to do this in-depth.
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He urges trainers to avoid over-use of
specialist terms or to bamboozle clients
with pseudoscientific speak. It¶s much more
important, he says, for clients to have fun
and see results. In his opinion, too much
emphasis is placed on marketing and too
little on the purpose of fitness and training
which after all, form the basis of the
business.

Concluding this session, everybody was
again invited to participate in the think tank
and to contribute his or her personal
practical knowledge and experience. Only if
as many of us as possible get fully involved
in developing a mission statement for the
fitness sector can a strong approach and a
consistent image evolve. One, which is
worth being communicated externally. (This
applies to Fitness Tribune readers as well �
only those who get involved can proceed to
make decisions!)

Health workshops

For the first time, workshops on specific
topics have been organised at the WFWF
where all participants could have their say
and get actively involved.

The first workshop on the subject ‰How to
get the population involved in health
promotion?¾ was chaired by Dr. J�rg Kuoni

whose provocative assumptions on
"doers" and ‰layabouts¾ ensured a heated
debate. He conducted a successful
campaign against tooth decay in the
1970s and 80s resulting in a much-
improved overall dental hygiene. Modern
campaigns such as screening for
osteoporosis, breast cancer or prostate
cancer are very popular today because
people have come to believe in the
benefits of such screening. The results
however don¶t live up to expectations.
Whilst the food industry doesn¶t miss a
beat in marketing ‰functional foods¾ or
‰nutraceuticals¾ clearly targeting those
‰layabouts¾, the fitness industry does not
have any comparable campaigns, not
least because we can hardly use
threatening scenarios and employ fear-
inducing strategies.

Training is tough · its health
benefits are unique!

The discussion showed that gyms can only
attract people¶s interest in health promotion
if they inform them in a positive way about
purpose and benefits of muscle training,
and explain clearly how muscle training
impacts on other organs such as the brain,
liver and kidneys. Rather than market youth

and beauty, the factual and emotional
aspects of  specific fitness training must be
brought to the foreground. The placebo
effect should be taken more into
consideration as well � meaning the belief
that training, albeit tough, can lead to
something good. Specifically, gyms should
place more focus on the message that
physical effort can have a unique,
rewarding outcome.

Gyms should actively seek contact with
people and engage in promotional activities
outside their own facilities to attract
attention to the health promotion process,
especially in businesses, shops, schools
and enterprises. The industry must
endeavour to side with well-known, credible
and popular public figures � prominent
examples in marketing are necessary  to
build a positive image. A lot still needs to be
done in this field, and currently there are far
too few prominent personalities from the
fitness industry, politicians or media players
who can act as credible ambassadors for
our sector. Last but not least, every single
gym owner must also do their bit to
specifically promote health within their
environment and at their location by
executing their specific tasks and
leveraging their opportunities, thereby
acting as a role model.

Presentation of the WFWF Think-Tank ideas (L to R.): Tom Seger, Prof. Dr. Thomas Rieger, Dr. Eva Tischer, Kaspar Zimmermann (photo: Hannes M�hlberg)
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Similarly, enjoyment and fun must be an
integral part of training � health must not
automatically be associated with fear of
disease. Health must serve to
communicate positive feelings and
strength, it must deliver a sense of purpose
in our lives.

Health education  ·  central to
learning and further training

The workshop chaired by  Mrs  Mag.
Michaela  Waibel (A) on ‰Implementing
health education¾  discussed two main fields:
The training and further training of trainers
and instructors and health training in the
gym. Much has already been done to
integrate health promotion content into
training. Dedicated qualification courses
such as health management in businesses
were devised, and health relevant topics
have been built into instructor training. There
is some confusion regarding title terminology
such as health coach, health manager,
health adviser, nutrition advisor, fitness
assistant, health assistant etc. which are not
backed by clear training content, and the
competencies and skills acquired don¶t seem
to be transparent enough. Once again, the
requirement for unified guidelines in training
and clear competencies was stressed, even
though to-date this is still not reality in
training institutions. The EU should ensure
more transparency, unified guidelines and
their implementation.
Health training should also be a task of the
gym, with well-qualified instructors being an
indispensable requirement. Health
promotion must be shouldered by highly
qualified personnel, however today¶s reality
and the trend towards discounts are
counteracting this. Similar conclusions were
drawn by the workshop ‰From Gym to
Health Promotion Club¾, which was chaired
by Tom  Seger  (CH).  Health Promotion

can only take place in gyms with highly
qualified staff that specifically focus on
health. This includes the verifiability of result

forecasts, i.e. data has to be measurable
and must be able to be used as evidence of
the  health promoting effect of various
measures. This requires well-trained
personnel and intensive support � things
that don¶t come cheap. Trying to apply a
discounting mentality here won¶t get us far.
On the other hand it¶s not clear if the
consumer is willing to pay that price.

Prevention: High outlay - low
earnings
In his speech themed ‰Is it possible to use
or adapt today¶s health system as a
sustainable way to promote health?¾, Dr.
med. J�rg Kuoni, who has been a heart

surgeon for 25 years before he switched to
preventive medicine, dealt mercilessly with
his own and the pharmaceutical industry. In
his view, today¶s health sector doesn¶t
make medical sense, but follows laws and
interests of a system based upon
compulsory contributions. Physicians and
representatives of the pharmaceutical
industry stipulate how the multi-billion
health market should be run, while

economists explain to gullible citizens how to
shift costs. A market, where 13% of the
population is actively involved in the labour
market, generating 11% of the GDP, creates
its own laws.

He cited several examples such as the multi-
billion euro market of cholesterol lowering
drugs which benefit the pharmaceutical sector
since more and more pills are required
whereas they really only show a positive effect
in 1 - 2% of patients. Medical check-ups which
are sold aggressively to doctors¶ surgeries as
preventive measures, often just result in blunt
recommendations (i.e. to lose weight or to
exercise etc.). This sort of prevention makes
health much more expensive, a fact that is

Paul Eigenmann, Gottfried Wurpes, Dr. Eva Tischer, Prof. Dr. G. Uhlenbrock, Manuela Waibel, Prof. Dr. Thomas Rieger, Dr. med. J�rg Kuoni (L to R)
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also evidenced by US studies on
cardiovascular diseases. 97% of all
Americans above the age of 50 have a risk
factor, all are treated, even though just 8%
are truly at risk. Similarly, mass cancer
screenings are carried out under the
pretence of promoting health, although in
reality they just contribute to exploding costs
and manage to eventually make healthy
people ill by ringing false alarms.

Health is a growth market that will create
large increases in the sector’s employment
rate, new treatment methods and medical
progress  over the coming years. Exploding
costs are easy to foresee, especially since
no real incentives for cost efficiencies are
created under the current system of
‰mandatory¾ subsidies and wage
agreements.

Dr. J�rg Kuoni identifies a persistent
problem with gyms: too few players
emphasise health as a central topic in their
marketing campaigns and on their
websites. They cannot over stress the
message that it¶s the muscles that define
how healthy we are. Gyms should organise
health from the bottom-up, i.e. together with
their clients  rather than wait for the fear-
inducing and risk-minimising state
interventions. Co-operation with physicians
should be reinforced, and Dr.  Kuoni
doesn¶t think it¶s unethical if gyms offer
bonuses to doctors in return for co-
operation  � after all it¶s money that matters
to them. During the discussion, participants
from all

countries confirmed that the current health
sector operates mainly by using fear
mechanisms, i.e. people are made to

believe that they need to follow certain
patterns of behaviour, take certain
medicines, swallow mineral and vitamin
supplements, get inoculated and checked-
up to prevent diseases. Therefore the
fitness sector should also target emotions
and develop strategies that show that
although training is indeed tough, the result
i.e. being healthy, is well worth the effort.

Healthy people have a thousand
wishes · the sick just one

Paul Eigenmann used quotations and
proverbs to summarise his experiences in
the fitness industry and his disputes with
various institutions and people over the
past decades. The inconsistent
performance of the industry makes it very
difficult for the sector to project itself as an
expert player in the public health system.
He noted somewhat frustratedly that we
only have limited influence over the
healthcare industry because other players
already have a greater say. He considers
that demands calling for complete abolition
of the health insurance funds would be
tantamount to a relapse into a new Stone
Age.  He is particularly sceptical about the
way in which the media reports on issues
concerning health and sickness. People are
thirsty for knowledge but are drowning in a

sea of information. This is where the fitness
industry can really contribute a great deal at
grass roots level. It can publicise

information on the importance of muscles
for instance, that have been shaped over
millions of years through lack of use. He
also takes a critical view of the way many
gyms carry out pure marketing campaigns �
far more importance should be attached to
motivating people to enjoy active lifestyles �
"we must be shining examples ourselves". It
takes a great deal of effort to change the
lives of other people and to convince them
of the benefits of a different lifestyle. Paul
Eigenmann encouraged the people present
not to lose heart despite setbacks and time-
consuming processes.

In comparison with other industries that in
some cases developed over centuries, ours
has achieved a great deal just over the past
20 years. We have undergone hugely
positive development and, as an industry as
a whole, we really don’t need to hide our
light under a bushel.

The workshops that were held on the
afternoon of the first day; "Implementation
of Healthy Cities" under the leadership of
Dr. Bertino Somaini, "What should be
changed in the public health system", held
by Dr. Rolf Krempel (D), Dr. Eva Tischer (A)
and Josef Rothenfluh (CH) and "How can
personal responsibility be encouraged?" by
Otti Krempel, arrived interestingly at the
same conclusions despite the different
issues addressed. As before, gyms are not
exercising enough influence over political
affairs despite the fact that they are actually
in an excellent position to proffer
themselves as expert partners in the public

health system. It appears to be absolutely
essential that the fitness industry presents a
coherent face in public through having joint
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spokespersons and uniform guidelines. To-
date, the fitness industry has paid
insufficient attention to building up and
integrating itself into networks that deal with
issues and projects surrounding health
promotion, even though several best
practice examples already exist.
This includes adapting scientific findings
that need to be made accessible to the
public on a grass roots level, well prepared
and in a suitable form. Gyms must actively
engage in local politics in their
municipalities and participate in health
promotion projects. In Austria, the
insurance companies are already reacting
to the continuously ageing population with
exercise and bonus concepts. And
politicians also want to actively contribute to
health promotion with campaigns aimed at
target group specific projects (children,
women, older people, migrants, those in
gainful employment). Nutrition-specific
campaigns are being implemented in many
countries in order to address the increasing
incidence of obesity among the population.
Here in particular, the discussion during the

session was highly critical of the role
taken by the food industry, whose
influence in these campaigns through
political lobbying, was considered to be
unproportionally high. The political
leadership in every country considers it to
be its duty to improve the quality of life
and health of their respective electorates.
Here however, great importance is also
attached to personal responsibility. The
areas of activity, exercise, nutrition,
workplace health promotion, children and
youths and older people are almost
identical in international comparisons.
Even if the gyms do actively take an
increasing interest in certain projects, their
role is still only of public importance in
Switzerland. In Germany, community
sports associations and self-help groups
have a far more important role in political
perceptions, despite the fact that �
particularly in the area of rehabilitation
sports � private sector gyms are now
becoming involved to a greater degree.
Nevertheless, the associations are the
training providers whilst the gyms just rent

out the space and are only able to position
themselves as expert partners in
developing sustainable exercise concepts
for the rehabilitation sports target group.
The image of the branch continues to be
characterised by factionalism within the
associations, black sheep within its own
ranks and price dumping. At the same time,
it has also proven politically impossible to
engage the mass of 6 million customers
with corresponding campaigns.

Josef Rothenfluh from Switzerland, has
made a simple calculation: If just 10% of the
costs for doctors and hospitals could be
saved and instead pumped into the public
health system, it would represent a sum of
6 billion Swiss Francs, an amount that
exceeds the country’s expenditure on the
military. This sum could easily be saved
through targeted health and prevention
measures. Furthermore, the fitness clubs
should establish a kind of "Swiss Health
Club" organised along similar lines to the
automobile associations that represent
drivers, in order to teach the politicians how

Workshop "What should be changed in the health system?" with Dr. Rolf Krempel (D), Eva Tischer (A) and Josef Rothenfluh (CH)
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Das IST in Deiner N…he:
D‰sseldorf, Berlin,

M‰nchen

Fitness¾konom (FH)

Fitnessfachwirt (IHK)

Studio- und Bereichsleitung

Sport- und Ftnesstraining

PersonalTraining

B- und A-Trainingslizenzen
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Below: Workshop "How can personal responsibility be encouraged?" with Otti Krempel

Below: Workshop "Implementing health education‡ with Michaela Waibel
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The transfer of knowledge on how to
exercise and eat healthily must be given a
much higher priority at gyms. The Internet
must also be used much more effectively to
disseminate information and gyms should
use their websites to publish and discuss
health-related issues far more intensively,

to count. This involves changing the way
people think, which is why gyms must
increasingly present themselves to the
public as ambassadors for health-
promoting behaviour and a healthy lifestyle
and become integrated in existing projects.
Of great importance in this respect is the
transfer of knowledge and bringing about a
significant increase in people’s personal
responsibility. This must also lead to a
situation in which bonus systems for
healthy behaviour are improved and
penalties are at long last introduced for
those who are causing the high costs.

Personal responsibility · it’ll only be
taken seriously if it costs money
The issue of personal responsibility will play
a central role in future health policies,
whereby personal responsibility, in the
opinion of the session delegates, should be
assigned a clear monetary value. Only if
people know what costs they are causing
through their behaviour, and they are also
made to take responsibility for paying these
costs, will they decide to live a sustainable
healthy life over the long term.

to link in with online forums and to actively
utilise social networks such as Twitter and
Facebook as communications media. At
the moment, gyms are not making
anywhere near enough use of these
excellent avenues of communication. Even
the associations have not been taking
advantage of such social media to a
satisfactory extent. They are throwing away
excellent opportunities for gaining new
customers via the Internet. At the gyms
themselves, far greater priority must be
placed upon the transfer of knowledge by

instructors and other staff members. The
knowledge should also be underscored
more clearly using verifiable data in order to
demonstrate exactly what positive effects
on health can be achieved through fitness
training. This also includes not making any
false promises, but helping customers to
learn how to modify their own daily
behaviour. I.e. the habit of assigning
responsibility for one’s own health to the
doctors, therapists and finally gym
instructors, must finally be broken through
educating the customers. Only those
people who recognise that they themselves
are responsible for their health and must
also accept responsibility for themselves,
will be able to change their daily behaviour.
For gyms, this means that all employees
will have to show how they themselves
believe in and enact this philosophy. I.e.
they must exercise and train and become
role models of fitness and health. They
must actively communicate this message
through helping with projects in their
municipalities. Gyms should emphasise one
particularly important message � that they
focus on healthy people and not on the sick

40 Fitness Tribune

Dr. Charles Eugster (left) and Paul Underberg


