
 

Why not show customers the newest 

breakthrough? 

It’s important to remember that many, if not MOST, customers come to a specialty 

fitness store precisely because they want to see the latest, newest gear. They can 

easily go to Costco or Dick’s to buy fitness equipment, but they came to your store, 

so why not show them the newest breakthrough? 

 

Some of our most successful dealers instruct their sales 

staffs to show Helix to everyone that comes through the 

door. 

Here are some of the reasons why, direct quotes, “we want the customer to see 

something unique that they can’t go to Academy Sporting Goods and find cheaper, 

which is often times what they do when we’ve shown them a high end treadmill or 

elliptical”, “why wouldn’t you want to show something that is unique, works great, is 

fun to demo, we make great margin on, have little to no competition on, and you 

make great spiff money on?” 

 

You, the dealer, have more control over the 
situation than you may think.  
 

Here’s an example: 

 



 

We have a good dealer in the northeast. They do good numbers for Helix, and they 

do great numbers for Matrix, especially the new suspension trainers. No one is 

coming into their store asking for Matrix by name, yet they’ve sold 50 or 60 of 

them in 2 months. Why? 

 

Because they are excited about the product. 
 
They believe in the workout. 
 
They believe in the value of the product. 

Everyone who comes in looking for an elliptical is shown a traditional elliptical, but 

then they are shown, with great fanfare and excitement, the new Matrix product. 

 

Another of our top-tier producers uses a similar strategy. 

 

But, they take it one step further.  

 

If a customer asks to look at an elliptical, the dealer will say: “There has never 

been a better time to be looking for an elliptical. There has been an explosion of 

new technologies in that category. We’ve got the traditional-style ellipticals here, 

but the 2 fastest growing new twists on ellipticals are these new suspension 

elliptical trainers, and these new lateral elliptical trainers”, that way they position 

themselves to show all 3 styles. 

 

Another thing, from a business standpoint, is that dealers need to remember that 

by the time a category is so well known that people are asking about it by name, 

every competitor in town, both specialty and big box, will be selling it, so you’ll 

have way more competition and much greater erosion of margins. 

 

Conversely, when you choose to sell a new category, there is far less competition, 

you maintain much greater margin integrity, and those are the benefits you receive 

in exchange for helping to educate consumers about the newer category. 



 

 

Some dealers confuse BRAND for CATEGORY. Here’s what I mean. 

 

When a dealer states “no one is coming in asking for Helix”, they imply that 

consumers ARE coming in and asking for other BRANDS. 

 

I’ve spent a lot of time working on fitness showroom floors and other than that 1 

well known elliptical brand, I’ve never had a customer ask for a brand by name 

EXCEPT for: 

 when they asked for Bowflex or Treadclimber 

 for the first few weeks after a Consumer Reports fitness issue we’d get calls asking 

if we carried the ProForm this or the Reebok that piece they’d read 

about                

I could keep going but I think you get the picture. We’re certainly available for one-

on-one phone sessions to share more of the successful techniques used by top 

Helix dealers. We have a lot of dealers that do BIG numbers with Helix, which 

means they are making great margins, and their salespeople are making BIG 

BANK on our generous spiffs. 

 

It’s not that hard, and we can help you. 

 

Happy Trails, and Happy Sales to all of you. 
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