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EDITOR’S LETTER

When sport meets fitness
port is just one part of a far
larger entity that is physical
activity, observed Jennie
Price at the ukactive Summit
in November – hardly a shocking
revelation in itself, but nevertheless an
interesting perspective coming from the
CEO of Sport England, whose mission
up to this point has been to develop
grassroots sport across the UK.
So was Sport
England about to
change tack and
embrace other forms
of activity? Were we
about to enter an
era where all those
involved in getting the
nation active would
abandon their silos and work cooperatively and collaboratively in the
centre ground? After all, we’d already
seen a similar move in the fitness sector:
the 2012 rebrand of the Fitness Industry
Association to become ukactive, which
simultaneously allowed the organisation
to spread its wings and take a much
broader approach to getting ‘more
people, more active, more often’.
In December we got our answer in the
shape of the new DCMS Sporting Future:
A New Strategy for an Active Nation. Finer
details are yet to come – Sport England
will unveil its plans in April – but we
already know the government is eyeing a
far wider remit for the organisation.
For example, we know investment will
be earmarked for initiatives that encourage
physical activity among the inactive;
demographic groups that generally have

S

low participation rates – including women,
older and disabled people, and those from
lower socioeconomic groups – will be
XEVKIXIH[MXL½RERGMEPFEGOMRK8LIVI[MPP
also be projects to help young people gain
skills that aid employment and tackle social
exclusion and mental health problems.
Meanwhile sports governing bodies
will have to demonstrate that projects
have a “meaningful, measurable impact”

All future funding will
go to any organisation
that can achieve one
or more of the core
aims of the strategy
on improving people’s lives if they want
to continue to receive funding.
We also know that – spurred on by
7TSVXW1MRMWXIV8VEG]'VSYGL´WGSQQIRX
that the current distinction between
sport and broader physical activity is
“unhelpful, outdated and irrelevant” –
Sport England’s Active People survey will
be replaced with Active Lives, embracing
activities like cycling, dancing and walking
alongside traditional outdoor sports.
So what does all this mean for
operators of gyms and leisure centres?
Perhaps the most immediate point,
as ukactive Steve Ward points out
on page 75, is that it marks an end to
‘them and us’ and a new era of working
together to deliver physical activity
outcomes for local communities.
But it’s not just about idealistic handholding: the new strategy puts very

practical measures in place that will play
MRXSXLILERHWSJXLI½XRIWWWIGXSV%W
Ward explains: “All future funding will go
to any organisation that can achieve one or
more of the core aims of the strategy” –
ERHXLIWIEMQW½XLERHMRKPSZI[MXL[LEX
XLI½XRIWWWIGXSVMWKIEVIHYTXSHIPMZIV
mental, physical and economic wellbeing.
8LIGLEPPIRKIERHSTTSVXYRMX]JSV
our sector is therefore to think creatively
about the way we
package our offering,
and the organisations we
partner, so we tap in to
this new funding stream.
What best practice can
we roll out in terms of
working with troubled
youths, disabled people,
the sick and elderly? How do we prove the
positive impact of our offering on mental
health or workplace productivity?
We have an opportunity to play our
part in the delivery of government
policy. Let’s seize it with both hands.

Kate Cracknell
Editor
katecracknell@leisuremedia.com
@HealthClubKate
ON THE COVER
Former ballerina and
Strictly Come Dancing
star Darcey Bussell
tells us about the
launch of her new
HERGIFEWIH½XRIWW
classes – see page 8.
Photograph by Ray Burmiston

To share your thoughts on this topic,
visit www.healthclubmanagement.co.uk/blog or email healthclub@leisuremedia.com
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We’re not expecting people to
EHFRPHTXDOLʛHGGDQFHUV,WȷVMXVW
about being happy being active
DARCEY BUSSELL, FORMER BALLERINA & STRICTLY COME DANCING JUDGE
You’ve launched a dance-based
group exercise programme. Why?
I’ve seen my two daughters try to tackle
competitive sports at school and it’s made
me realise there’s a big gap – an opportunity
to create a way of keeping active even if
you’re not an athlete of any kind.
I also know from my own experience
how dancing can make you feel and give you
FRQʛGHQFH,WȷVDORYHO\ZD\RINHHSLQJDFWLYH
without feeling intimidated. I just wanted
everyone to be able to get a bit of it.
Tell us about the programme
It’s called Diverse Dance Mix (DDMIX)
and it brings together all sorts of styles
and eras of music and dance. We do
about 10 styles in every class, each with
their own specially created music. We’ve
created 20 genres so far – including
ʜDPHQFROLQHGDQFLQJVYRJXHLQJ
$IULFDQV6FRWWLVKUHHOLQJȲDQGZHȷOO
launch about 12 new genres each year.
Nowadays people expect variety, so we
have to mix it up and make sure everyone
ʛQGVVRPHWKLQJWKH\OLNHLQHDFKFODVVȲ
particularly as we want to bring in people
who wouldn’t normally try dance.
The main thing is, DDMIX isn’t designed
to put any pressure on the participants.
They don’t have to be any good at dancing
– it’s just about having fun. Even then
though, if you have the word ‘dance’ in the
title, people always take a step back – so
ZHUHIHUWRLWDVȶʛWQHVVDHURELFVȷ
Where is DDMIX available?
We’re delivering adult classes in community
locations in the UK, as well as at Champneys,
and David Lloyd Leisure is looking to launch
''0,;DVSDUWRILWV'/.LGVRʞHULQJ
8

You can also download a virtual taster
class from our website – but for me,
it’s all about getting out and about with
friends, doing the class together, having
fun, maybe tying it in with going out for
some tapas afterwards.
You mention DL Kids. Are
children a big focus for you?
In fact my main focus at the moment is
schools. For me – with the pressures
at school only getting harder – it’s so
important that kids have a release and
a chance to express themselves. We’re
therefore doing a number of pilots with
state schools. The kids have no inhibitions
and they love it. They love the bursts of
energy and the chopping and changing
between styles. We encourage them to
jump a bit higher, to lunge a bit deeper, but

''0,;LVEHLQJRʞHUHG
in local communities,
J\PVDQGVFKRROV
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we don’t make it technical and we never
tell them they’re doing anything wrong.
:HGRHUDVOLNHVȲZLWKPRYHVOLNH
the Monkey and the Funky Chicken – and
we have a Rocky boxing theme for the
VVRLWZRUNVIRUER\VDVZHOODVJLUOV
In any case, I think the public perception of
men in dance has changed. Young boys are
much more into it these days.
What results are you seeing
from the pilots so far?
From the kids’ perspective, they’ve gone
from ‘forgetting’ their PE kit to always
having it with them, because they’re
looking forward to the DDMIX classes.
The teachers have also noticed a
GLʞHUHQFHLQDWWLWXGH7KHNLGVJHWDOOWKHLU
angst out in DDMIX, so they’re more
focused in their academic lessons.

ED

G ET

V

IN VO L

www.diversedancemix.com

DDMIX instructor courses are
running throughout 2016, in London,
Bournemouth, Leeds and Manchester.
For more information, visit
www.diversedancemix.com

If we can continue to deliver strong
results, hopefully we’ll get funding to roll
DDMIX out as part of state school PE. But
it will need support – it isn’t designed to
make money, so we need funding to keep
producing the music and programming.
What excites you about DDMIX?
It’s a chance to show people how dance can
make you – can make everyone – feel. So
many people shy away from it, even kids.
They think dance isn’t for them. But I believe
we make decisions far too early. We all have
that heartbeat, that rhythm in us, and our
classes show how simple it can be.
We’re not expecting people to become
TXDOLʛHGGDQFHUV,WȷVMXVWDERXWEHLQJ
active and happy. Happy being active.

PHOTO: RAY BURMISTON

What’s your message to gyms?
I think gyms sometimes believe that, unless
SHRSOHFDQIHHODGLʞHUHQFHDIWHUWKHLUʛUVW
class – walking away with aching muscles – it
isn’t going to work. I don’t think that’s right.
Just giving people a sense of wellbeing,
fun and achievement – having been able to
put some dance steps together – will satisfy
many people. I think gyms need to broaden
their understanding of what people across
DOOGLʞHUHQWDJHJURXSVZDQW
Do you now dance for fun?
Absolutely. When I gave up dancing,
I was constantly latching myself on to
DQ\WKLQJ,FRXOGʛQGWRDFWDVVWUHVV
UHOLHI,XVHGWRJRWRFRQWHPSRUDU\MD]]
tap classes, Zumba… After dancing all
my life, it was a revelation to be able to
HQMR\LWLQVXFKDGLʞHUHQWZD\,QWKH
end, exercising has to be fun for me.
I can’t get serious about it.

Bussell believes many
people mistakenly think
dance isn’t for them
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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,Q0DODZLWKH
average rural
ZDJHLV86̧
a day. Bitwalking
could help
transform lives

Bahar and Imbesi are
co-founders of the app
that enables users to
make money by walking

NISSAN BAHAR & FRANKY IMBESI, CO-FOUNDERS, BITWALKING
What is Bitwalking?
Put simply, Bitwalking enables users to
generate money by walking.
How does it work?
The free app validates and converts steps
to Bitwalking dollars (BW$) that you
can manage and use as you wish. People
earn about BW$1 for every 10,000
steps walked; the money you generate
accumulates each day and remains in your
account until transferred or spent.
We’ve created a central bank that
YHULʛHVVWHSVDQGRYHUVHHVWUDQVIHUV,W
uses the block chain method used to
transfer other crypto-currencies such as
Bitcoin. Bitwalking users have access to
their own wallet that stores the dollars
they’ve earned. They can then transfer
these BW$ to other people via the app.
What can people buy with their BW$?
Users can spend their dollars at our in-app
PDUNHWSODFHZKLFKLVʛOOHGZLWKSURGXFWVȲ
ERWKWHFKDQGQRQWHFKȲZLWKDZLGHSULFH
range. Users can complete a wish list to
help us create a more personalised market.
10

Bitwalkers are also able to connect
and use BW$ with our third party
partners: online retailers, brands,
charities and local governments that
share our belief in an economy for all.
At launch, BW$1 is worth US$1. The
JOREDO%LWZDONLQJHFRQRP\ȲLQFOXGLQJ
the physical human limit of how many
%:DXVHUFDQJHQHUDWHȲZLOOJXLGHRXU
valuation of the currency.
When did Bitwalking launch?
,WODXQFKHGLQ1RYHPEHUWRRYHU
200,000 users at launch. People from
all countries can request an invitation at
bitwalking.com; our system prioritises
countries with the most requests.
How will it pay for itself?
At this stage we’re focused on user
experience and user growth, not
monetisation of the scheme.
What most excites you about it?
The impact Bitwalking could have in
developing countries is one of our main
UHDVRQVIRUFUHDWLQJWKHFXUUHQF\,Q
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Malawi, one of the African nations to join
at the launch of the project, the average
UXUDOZDJHLVMXVW86 e DGD\
,QGHYHORSHGQDWLRQVWKHDYHUDJH
SHUVRQZRXOGHDUQDURXQG%:D
PRQWKȲURXJKO\HTXDWLQJWRDFXS
RIFRʞHHHDFKZHHNȲEXWLQSRRUHU
countries where people have to walk
miles to work, school or simply to collect
water, we believe Bitwalking could help
transform people’s lives.
What’s next for Bitwalking?
We’ll continue to expand our global
SDUWQHUVKLSVȲRQOLQHUHWDLOHUVEUDQGV
FKDULWLHVDQGJRYHUQPHQWVȲEXWDQHTXDO
priority will be bringing on board small
local businesses to accept BW$ in-store.
Can you see a way for
gyms to get involved?
We’ve been approached by many health
FOXEVJ\PVZLWKGLʞHUHQWH[FLWLQJZD\V
to collaborate and accept BW$. For
example, accepting BW$ as partial
payment for monthly dues, or accepting
BW$ for a full day access.

INTRODUCING SPRINT,
THE HIGH-INTENSITY
INTERVAL TRAINING CYCLE
WORKOUT FROM LES MILLS.
ADD IT TO YOUR CYCLE OFFERING TODAY.
EMAIL LMUK.CLUBCOACH@LESMILLS.COM
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Gyms could provide
small rewards for
arriving by foot, bicycle
or public transport

TFL’s Bruce McVean

BRUCE MCVEAN, PRINCIPAL STRATEGY PLANNER
– SURFACE TRANSPORT, TRANSPORT FOR LONDON (TFL)
TfL recently created a ‘Walk
the Tube’ map, showing how
long it takes to walk from one
station to another. Why?
We wanted to encourage more
Londoners to walk part of their daily
journeys by highlighting how close many
stations in central London are to each
other – thereby both improving people’s
health and reducing Tube congestion.
Our 2014 Transport Health Action Plan
– which sets out how TfL helps improve
the health of Londoners – found that only
around 25 per cent of adults in London
get all the physical activity they need
from walking and cycling as part of their
everyday travel. However, as many as 60
per cent could be achieving 150 minutes a
week just by adding a little more walking
into their daily travel. We therefore
LGHQWLʛHGZD\VWRHQFRXUDJHPRUHSHRSOH
to walk and cycle, and the idea for the
Walking Tube map was developed.

PDLQOLQHUDLOVWDWLRQVWRKHOSSHRSOHʛQG
walking routes in the local area.
Londoners already do thousands of
steps on their daily commute. What
more can be achieved with the map?
Our research shows that Londoners
already do a lot of walking, and half of all
the walking they do is as part of public
transport trips, but there are lots more
short trips that could be done on foot.
We hope the map will encourage more
Londoners and visitors to think twice
before they jump on the Tube, and to

consider whether it might be just as quick
and easy – not to mention better for their
health – to walk their trip.
How can health clubs get involved?
7KH\FDQGRDORWWRHQFRXUDJHVWDʞDQG
members to build more activity into their
daily routines, by providing information
on public transport alternatives to using
the car. For example, provide walking and
cycling route maps and apps – and even
incentivise members to travel actively, by
giving small rewards for arriving by foot,
bicycle or public transport. O

What’s been the feedback so far?
Feedback from our customers through
social media and emails has been
very positive and we’re seeing people
download the map from our website.
It’s too early to say whether the map is
encouraging more people to walk, but this
is something we’ll monitor in our research.
How are you promoting it?
We’re going to trial putting the Walking
Tube map on digital screens at Paddington
Tube station, which is a busy commuter
and visitor station, and we’re producing
printed versions of the map for our Visitor
Centres. This is in addition to the standard
maps already in place at all Tube and
12

People can download the map from the main TFL website
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& REL AX
Your Space. Our Speciality.
With over 40 years experience, we have carved out a reputation as one of the
country’s experts in the design, installation and maintenance of luxury relaxation
spaces; from domestic saunas to commercial steam rooms and spa pools.
From conception to completion, our aim is to make every part of your project as
stress free as possible. Please get in touch to see what we can do for you.

Grimbald Crag Close
St James Business Park
Knaresborough,
North Yorkshire, HG5 8PJ

T: +44 [0] 1423 798630
F: +44 [0] 1423 798670
dalesauna.co.uk
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ClassPass – friend or foe?
I was interested to read your
feature in HCM-DQXDU\̣̼ Ș 
ZKLFKORRNHGLQGHSWKDWWKH
ClassPass offering and asked: is it
DIULHQGRUIRHWRRSHUDWRUV"
5HEHODQG&ODVV3DVVERWK
ODXQFKHGLQ/RQGRQLQ4
RI̧̤DQGHQMR\DPXWXDOO\
EHQHILFLDOUHODWLRQVKLṢ5HEHO
SURYLGHVDUDQJHRIILWQHVV
H[SHULHQFHV 5LGH5HVKDSHDQG
5XPEOH DQG&ODVV3DVVSURYLGHV
SD\LQJFXVWRPHUVWRSDUWLFLSDWH
LQWKRVHH[SHULHQFHV
2XUFXVWRPHUEDVHLV
DSSUR[LPDWHO\SHUFHQW
&ODVV3DVVDQGDWWKLVSRLQWLQ
WLPHLQWHQWLRQDOO\VR
/DXQFKLQJDERXWLTXH
ILWQHVVVWXGLRLVPXFKOLNH
ODXQFKLQJDUHVWDXUDQW<RX
KDYHWKHFHUWDLQW\RIIL[HGDQG
FRQWUROODEOHFRVWVEXWLQWKH
EHJLQQLQJDWOHDVWQRFHUWDLQW\
RIUHYHQXH:LWKRXWFXVWRPHUV
\RXDOVRKDYH]HURDWPRVSKHUH
ZKLFKIURPDQH[SHULHQWLDO
SHUVSHFWLYHPDNHVLWKDUGHUWR
DWWUDFWPRUHFXVWRPHUV

7KLVIRỤ5HEHOKDVEHHQ
WKHFHQWUDOEHQHILWRI&ODVV3DVV
$QHPSW\VHDWFDUULHVFRVWDQG
GHWUDFWVIURPWKHH[SHULHQFH
&ODVV3DVVDVDGHGLFDWHG
PDUNHWLQJPDFKLQHVROYHV
WKLVSUREOHPE\SURYLGLQJDQ
LPPHGLDWHDQGSD\LQJFXVWRPHU
EDVHZKLFKLQWXUQSURYLGHV
DWPRVSKHUHDVZHOODVSRVLWLYH
ZRUGRIPRXWK
7KHQDVKRPHJURZQ QRQ
&ODVV3DVV UHYHQXHVJURZ
LWEHFRPHVWKHRSHUDWRUȷV
UHVSRQVLELOLW\WRPDQDJHWKH
VHDWVPDGHDYDLODEOHWR&ODVV3DVV
2QHRIWKHUHDOEHQHILWVRI
&ODVV3DVVLVWKHIOH[LELOLW\LW
RIIHUVRSHUDWRUVFDQPDNH
VHDWVDYDLODEOHLQDQ\QXPEHURI
FRPELQDWLRQVIURPSDUWLFXODU
VHDWVLQSDUWLFXODUFODVVHVWR
ZKROHFODVVHVDWSDUWLFXODUWLPHV
)RUWKHVHUHDVRQVPDQDJHG
SURSHUO\&ODVV3DVVLVGHILQLWHO\
IULHQGQRWIRH

Giles Dean
Co-founder, 1Rebel

Flexible memberships models in the UK bring fresh business

Supporting, not
undermining, operators
I wanted to respond to your article entitled ‘A New Way of
Buying’ (see HCM1RY'HF̧Ș 7KHDUWLFOHORRNHGDWWKH
SUROLIHUDWLRQRIGLJLWDOPLGGOHPHQLQWKHKHDOWKDQGILWQHVVLQGXVWU\
\HWZLWKLWVIRFXVYHU\PXFKRQWKH86PDUNHWIDLOHGWRSURYLGH
DQ\UHDOFRPPHQWRQZKDWȷVKDSSHQLQJKHUHLQWKH8.
:KLOHLWȷVDEVROXWHO\ULJKWWRSRLQWRXWWKHULVNVDQGWKUHDWVRI
VRPHRIWKHPRGHOVDSSUDLVHGLQWKHDUWLFOH,ȷGOLNHWRSRLQWRXWWKDW
WKHUHDUHRWKHUIOH[LEOHPHPEHUVKLSPRGHOVKHUHLQWKH8.WKDWDUH
GHVLJQHGWRVXVWDLQRSHUDWRUVUDWKHUWKDQXQGHUPLQHWKHP
0RYH*%LVRQHRIWKHVHEXVLQHVVHV:HGHVLJQHGRXUPRGHO
DURXQGRSHUDWRUVȷQHHGVDQGZHIRFXVILUVWDQGIRUHPRVWRQ
VXSSRUWLQJRXUSDUWQHUV2XUPRGHOEULQJVRXUSDUWQHUVQHZ
LQFRPHDQGZHSD\KHDOWK\UHYHQXHVUDWKHUWKDQFRPSHWLQJ
IRUWKHVDPHPHPEHUVDQGGHYDOXLQJWKHLUSURGXFWDVVRPHRI
WKH86PRGHOVGR
:HZDQWWRZRUNZLWKRSHUDWRUVWRJURZWKHLQGXVWU\DQG
EHOLHYHWKHGLIIHUHQWGLJLWDODJJUHJDWRUVQHHGWREHXQGHUVWRRG
FOHDUO\UDWKHUWKDQWDUQLVKLQJWKHPDOOZLWKWKHVDPHEUXVK

1Rebel: ClassPass is a great tool to build a new brand

Justin Mendleton
MD, MoveGB
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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International news
Ninth club for Athletic
Fitness Bulgaria
Athletic Fitness Bulgaria continues
to grow its health club estate on home
territory, with the launch of its ninth
club in a shopping mall in Sofia, the
capital city of Bulgaria.
6SDQQLQJ̷̶̶̶VTIWLWFRPSULVHVDJ\P
with cardio, strength and free weight
areas, a studio and sunbeds. The CV
HTXLSPHQWKDVEHHQVXSSOLHGE\%+DQG
Matrix, while Panatta has supplied the
UHPDLQLQJHTXLSPHQW
“Our target market is the working
FODVVEHWZHHQWKHDJHVRI̷̾DQG̼̻ȻVD\V
director Svetoslav Chankov. “Our USP is
that everything, excluding PT, is included in
WKHɳ̸̶DPRQWKPHPEHUVKLSȻ
The chain is currently looking for further
sites, with one more in early negotiations.
'HWDLOVKWWSOHLVU"D Q̺F̻FB+

New approach to obesity in Dubai
With a recent study showing that more
WKDQ̶̼SHUFHQWRIWKHDGXOWSRSXODWLRQ
in Dubai is overweight, the Dubai
Health Authority (DHA) has drawn up a
behaviour change plan in an unprecedented
effort to get residents to eat more
healthily and take more exercise.
According to a report in Gulf News,
the new programme will allow people to
collect points when they eat healthily or
take exercise, which can be converted into

rewards such as gym memberships, cinema
tickets or meal vouchers.
The programme is being fine-tuned, but
is slated for launch next month. Linked to
Dubai’s new mandatory health insurance
scheme, it will be open to everyone.
Data from gyms, fitness apps and other
technology will be used to measure
participation and rewards, with residents
able to sign into a personal online account.
'HWDLOVKWWSOHLVU"D ̸3̻(̻B+

Immersive cinema company IMAX is
understood to be looking to move into
the US health and fitness industry.
According to a report that
appeared online recently, the
company has applied for a permit
to open an indoor cycling studio in
Brooklyn, New York, which will be
fitted out with a giant screen.
“The studio would consist of
tiered rows of stationary bikes
facing the screen, which would play
original content created by IMAX
and its partners,” Robert Lister, the
company’s chief business development
officer, told reporters.
'HWDLOVKWWSOHLVU"D J̼M̼5B+

Marriott International
in Belarus project
Marriott International is opening a
luxury hotel in Minsk, Belarus, this month,
within a wider sports and leisure complex
developed by the investment fund of
Qatar’s Ministry of Defence.
7KHILYHVWDU0LQVN0DUULRWW+RWHOZLOO
EHORFDWHGDORQJVLGHD̶̶̺̻FDSDFLW\
sports arena and will have a health club
featuring a gym, wellness centre and spa.
,QDGGLWLRQWKHUHZLOOEHDQDTXDILWQHVV
centre that will feature a swimming pool,
gym, sauna and massage rooms.
Interiors have been designed by a
number of local designers and feature
paintings and pictures created by the
Belarusian Union of Artists.
'HWDLOVKWWSOHLVU"D [̺]̻9B+
16

3+2726+877(5672&.

IMAX to combine
cycling and cinema

Dubai has launched a new rewards scheme to get its population healthier

Leading by example at Anytime
Managing director of Anytime Fitness Spain,
5RG+LOOKDVVKRZQKLVFRQILGHQFHLQWKH
model by investing in his own club.
Speaking to +HDOWK&OXE0DQDJHPHQW+LOO
said: “An opportunity came up for a club
in a great location, above a supermarket
in Terrassa – a
city just outside
Barcelona – so
we decided to
invest our own
money. My wife
will run the
new club while
I will focus my
main efforts
on continuing
to grow the
Anytime
Rod Hill launched his
business in
own club last month
6SDLQȻ
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7KH̶̶̼VTPFOXERSHQHGRQ̷̻-DQXDU\
and has two group exercise studios,
as well as a gym with the latest cardio
HTXLSPHQWIURP3UHFRUSOXVVWUHQJWKDQG
functional training areas.
“In line with the Anytime Fitness ethos, we
will be focusing on coaching: both one-to-one
and via a new small group personal training
SDFNDJHZHȷUHZRUNLQJRQȻVDLG+LOOȺ7KLVZLOO
FRVWHDFKSHUVRQDURXQGɳ̷̻SHUVHVVLRQDQG
get them into groups with like-minded people
ZRUNLQJWRZDUGVWKHVDPHJRDOVȻ
+LOOLVDLPLQJIRUDURXQG̷̶̶̶
PHPEHUVDQGWKHFOXEODXQFKHGZLWK̶̶̺
0HPEHUVKLSVFRVWɳ̺̻DPRQWKWDUJHWLQJ
DVSLUDWLRQDORYHU̹̻VZKRDUHZLOOLQJWRSD\
PRUHIRUTXDOLW\DQGVHUYLFH
7KLVLVWKH̷̿WK$Q\WLPH)LWQHVVFOXELQ
6SDLQZLWKSODQVIRU̶̺E\WKHHQGRI̸̶̷̼
DQG̸̶̶LQWKUHHWRIRXU\HDUV
'HWDLOVKWWSOHLVU"D 1̼8̿\B+
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Multi-million investment for Mayo

Lisa Clarke (above) speaking to GWS delegates about DMC’s plan for Minnesota
The area surrounding Mayo Clinic in
Rochester, Minnesota, US, is set to be
developed to provide a community for the
medical organisation’s patients, visitors and
local residents, using public investment that
DGGVXSWR86̻̻̾P
Speaking at the Global Wellness Summit
(GWS) in Mexico City, Lisa Clarke, executive
GLUHFWRURIWKH'HVWLQDWLRQ0HGLFDO&HQWHU
'0& (FRQRPLF'HYHORSPHQW$JHQF\VDLG
'0&ZLOOSRVLWLRQ0LQQHVRWDDVDSUHPLHU
global destination for health and wellness.
“Normal life as we know it is suspended
when you go to Mayo Clinic,” said Clarke.

“You thought you’d be there for two days,
but you have to stay for two weeks. Patients
have said they want to feel normal at Mayo.
That means providing everything people
need: the right food, hospitality, places
to pray, sing, meditate and so on. We’re
becoming more deliberate about this now.”
2QHRIWKHUHDVRQVIRUWKH'0&
LQLWLDWLYHLVWKDW̶̽SHUFHQWRISDWLHQWWLPH
is spent in the community, but there aren’t
enough high quality experiences to be had
in the surrounding area.
7KHFOLQLFVHUYHV̷̹PSHRSOHD\HDU
'HWDLOVKWWSOHLVU"D ̾I̼=̾B+

Impuls opens premium Vilnius club
Impuls has launched a new
ɳ̷PIXOOVHUYLFHILWQHVVFOXE
in the heart of Lithuania’s
FDSLWDOFLW\9LOQLXV
/RFDWHGLQDIRUPHUFDVLQR
and restaurant building, the
QHZFOXEVSDQV̸̷̶̻VTP
over three floors and, as well
DVWKHJ\PLQFOXGHVDVDXQD
UHVWDUHDVWZRJURXSH[HUFLVH
studios, a functional training
]RQHDQGDZHLJKWVDUHD
0HPEHUVKLSFRVWVɳ̼̻
DPRQWKZLWKWKHSULPDU\
audience being city centre
Impuls has created a premium club in central Vilnius
ZRUNHUVȺ:HȷUHFRQILGHQW
ERWKUHVLGHQWVDQGSHRSOHZRUNLQJQHDUE\
The club is the first in the Baltic region to
ZLOODSSUHFLDWHWKLVSODFHDQGLWVKLJKWHFK
IHDWXUHPLORQHTXLSPHQWZKLFKSHUIRUPV
HTXLSPHQWȻVDLG,PSXOV&(29LGPDQWDV
DERG\DQDO\VLVDQGSURGXFHVDWDLORUHG
6LXJ]GLQLVȺ7KHFHQWUHRI9LOQLXVKDVD
SURJUDPPHIRUPHPEHUV
VKRUWDJHRIWRSOHYHOILWQHVVIDFLOLWLHVȻ
'HWDLOVKWWSOHLVU"D N̺S̾)B+

£100k joining fee for
Nantucket club
The development of a health club
is underway at a high-end resort on
Nantucket island, Massachusetts, US,
ZKLFKZLOOKDYHD86̷̶̶̶̶̻MRLQLQJIHH
DQGFRVW̶̶̶̻D\HDULQPHPEHUVKLS
$LPHGDWDIIOXHQWH[HFXWLYHVDQG
WKHLUIDPLOLHVWKH(]LD$WKOHWLF&OXE
ZLOOSURYLGHDQLQWHJUDWHGDSSURDFK
WRZHOOQHVVEDFNHGE\SHUIRUPDQFH
FRDFKHVSK\VLFDOWKHUDSLVWV
QXWULWLRQLVWVDQGPHGLFDOGRFWRUV
)RXQGHUDQGJHQHUDOPDQDJHU,VDLDK
7UX\PDQWROGHealth Club Management
WKDWWKHUHVRUWȷVKHIW\SULFHWDJHZRXOG
SURYLGHPHPEHUVZLWKȺSULYDF\DQG
TXDOLW\ZLWKDUHVXOWRULHQWHGIRFXVȻ
Facilities at the new club will
LQFOXGHDQ2O\PSLFVL]HSRRODQGD
SHUIRUPDQFHEDVHG̶̼̻VTPJ\P
'HWDLOVKWWSOHLVU"D M̾9̽$B+

Adidas unveils new
eco-friendly trainers
Global sports clothing brand
Adidas has unveiled a pair of trainers
made from ocean plastic pollution,
after collaborating with Parley for the
Oceans, an organisation that seeks to
repurpose ocean waste.
The shoe has an upper made from ocean
SODVWLFDQGDPLGVROHWKDWȷV̹'SULQWHGXVLQJ
recycled polyester and gill net content.
Adidas has also ended the use of
plastic bags at its retail stores, the use
of plastic microbeads in its bodycare
products, and the use of plastic bottles
during meetings at its German HQ.
'HWDLOVKWWSOHLVU"D =̹Y̿SB+

Glass-bottomed sky
pool wins competition
A glass-bottomed VZLPPLQJSRRO
FRQQHFWLQJWZRPDWFKLQJVN\VFUDSHUV
KDVEHHQQDPHGWKHZLQQHURIDQLGHDV
FRPSHWLWLRQFDOOHG6N\3RRO3DULV
7KHGHVLJQQDPHG6N\IUDPHLVWKH
ZRUNRI)UHQFKDUFKLWHFW7RPPDVR
%HUQDE´6LORUDWD,WSURSRVHVWZR
̻̺VWRUH\WRZHUVZLWKDODUJHFHQWUDO
YRLGEHWZHHQWKHPEULGJHGDWWKHWRS
E\WKHSRRO6ZLPPHUVZRXOGKDYHD
KHDGVSLQQLQJYLHZDOOWKHZD\WRWKH
ERWWRPRIWKHYRLGZKHUHDJURXQG
SRROZRXOGEHORFDWHGWRRIIHUDVHQVH
RIV\PPHWU\6LORUDWDȷVWRZHUGHVLJQ
LQFOXGHVDJ\PKRWHOUHVWDXUDQWZLQH
EDUDQGDXGLWRULXPSOXVDURRIWRS
ORXQJHQH[WWRWKHSRRO
'HWDLOVKWWSOHLVU"D 3̻-̸0B+
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UK news
Nuffield Health merges
wellbeing, hospital arms

Fitness First sells founding site

Nuffield Health is toPHUJHLWVZHOOEHLQJ
DQGKRVSLWDOGLYLVLRQVERWKDWERDUGDQG
RSHUDWLRQDOOHYHODVSDUWRIWKHVWUDWHJ\VHW
RXWE\QHZ&(26WHYH*UD\
*UD\ZKRWRRNWKHUHLQVIURP'DYLG
0REEVRQ̷'HFHPEHUKDVDOVRVKXIIOHG
WKHFKDULW\ȷVH[HFXWLYHERDUGDVKHELGVWR
VWUHQJWKHQWKHGHOLYHU\RIWKHRUJDQLVDWLRQȷV
LQWHJUDWHGKHDOWKFDUHVWUDWHJ\
+HVDLGWKDWWKHFKDULW\LWVHOIPXVWEH
IXOO\LQWHJUDWHGLILWLVWRGHOLYHURQLWVYLVLRQ
RIRIIHULQJPRUHDFFHVVLEOHLQQRYDWLYHZD\V
IRUSHRSOHWRJHWDQGVWD\KHDOWK\
Ⱥ&UHDWLQJRQH1XIILHOG+HDOWKVHWVXVXS
IRUVXFFHVVSODFLQJRXUPHPEHUVSDWLHQWV
DQGFXVWRPHUVDWWKHFHQWUHRIDOOZH
GRȻVDLG*UD\Ⱥ7KHQHZH[HFXWLYHERDUG
KDVDJUHDWFRPELQDWLRQRIKHDOWKFDUH
DQGEXVLQHVVNQRZOHGJHLWȷVDPL[RI
WKHH[LVWLQJH[HFXWLYHERDUGLQWHUQDO
SURPRWLRQVQHZIDFHVDQGKDVHYHU\WKLQJ
LWQHHGVWREHDKLJKSHUIRUPLQJWHDPȻ
'HWDLOVKWWSOHLVU"D '̻N̽4B+

Fitness First has sold its Queen’s Park
health club in Bournemouth – the site on
ZKLFKWKHJ\PFKDLQȷV̶̹̼FOXEVWURQJJOREDO
empire was founded.
The Queen’s Park Fitness First site –
ODXQFKHGLQ̷̹̿̿E\0LNH%DOIRXUȲKDV
been bought by leisure trust BH Live for
an undisclosed amount. BH Live will now
operate the centre independently under the
new name BH Live Active, Queen’s Park.
The disposal of the founding site is a
significant landmark in the transformation
of Fitness First, at a time when the chain’s
UK arm has been put up for sale by its

RZQHU2DNWUHH&DSLWDO0DQDJHPHQW7KH
latest development deals another blow to
the legacy of the health club sector’s ailing
PLGPDUNHWZKLFKODVW\HDUVDZIRUPHU
heavyweight LA fitness taken over by
budget giant Pure Gym.
A Fitness First spokesperson declined
to comment on the financial aspects of
the Queen’s Park deal, but confirmed the
site was one of several regional clubs being
offered to operators as part of Fitness First’s
strategic shift upmarket towards premium
clubs in metropolitan centres.
'HWDLOVKWWSOHLVU"D 6̿-̸QB+

£25m Wycombe Leisure
Centre open for business

The club will now be run under the new name BH Live Active, Queen’s Park

The facility has a large fitness offering
A brand new leisure centre has opened
in Wycombe, making physical activity a
FHQWUDOSDUWRIWKHGLVWULFWȷVQHZe̷̶̻P
+DQG\;+XEPL[HGXVHGHYHORSPHQW
Operated by Places for People Leisure
(PfPL) on behalf of Wycombe District
&RXQFLOWKHe̸̻P:\FRPEH/HLVXUH
Centre was designed by AFL Architects
and replaces the former Wycombe Sports
&HQWUHZKLFKKDVFORVHGDIWHU̶̺\HDUV
&HQWUDOWRWKHRIIHULQJLVD̷̶̻VWDWLRQ
gym which features products from a
KRVWRIVXSSOLHUVLQFOXGLQJ3UHFRU0DWUL[
Fitness, Escape Fitness, Octane Fitness,
4XHHQD[*UDYLW\DQG/HV0LOOV7KHUH
are also indoor cycling and dance studios
hosting a range of fitness classes, as well as
DVDXQDDQGVWHDPURRPIRUSRVWZRUNRXW
relaxation. Continuing the activity offering,
WKHUHLVDPXOWLXVH̷̸FRXUWVSRUWVKDOO
DQGD̷̶P ̹̹IW KLJKFOLPELQJZDOO
'HWDLOVKWWSOHLVU"D $̹.̺0B+
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DLL seals £350m property sale
David Lloyd Leisure (DLL)
KDVDJUHHGDe̶̹̻PGHDOZLWK
0 *,QYHVWPHQWVIRUWKH
VDOHDQGOHDVHEDFNRI
̺̺8.KHDOWKFOXEV
'HVFULEHGE\DQ0 *
VSRNHVSHUVRQDVDȺURXWLQH
SURSHUW\WUDQVDFWLRQȻIRU
WKHILUPWKHVLWHVDFTXLUHG
ZLOOEHOHDVHGWR'//IRU̷̸̻
\HDUVRQDIXOOUHSDLULQJDQG
LQVXULQJEDVLVZLWKFRQWUDFWHG
DQQXDOUHYLHZVOLQNHGWR
LQIODWLRQ7KHSRUWIROLR
FRPSULVHV̸̻IUHHKROGDQG̷̿ The deal covers 44 of DLL’s 80+ sites in the UK
ORQJOHDVHKROGSURSHUWLHV
$FFRUGLQJWR.ULV0F3KDLOLQYHVWPHQW
GHDOJLYHV'//DVLJQLILFDQWDPRXQWRIFDSLWDO
GLUHFWRURI0 *5HDO(VWDWH ZKLFKVRXUFHG
ZKLFKFRXOGEHXVHGWRERRVWWKHEXVLQHVV,WLV
WKHGHDO VDOHDQGOHDVHEDFNWUDQVDFWLRQVLQ
KRZHYHUXQFOHDUKRZWKHIXQGVZLOOEHXVHGDV
DOWHUQDWLYHSURSHUW\VHFWRUVVXFKDVOHLVXUHKDYH '//KDVGHFOLQHGWRFRPPHQWRQWKHGHDO
EHHQSDUWLFXODUO\SRSXODULQUHFHQW\HDUV7KH
'HWDLOVKWWSOHLVU"D T̸W̼*B+
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Pure Gym ponders £500m IPO

John Lewis dismisses
reports of gym concept

John Lewis was linked to a gym push

(L-R) Pure Gym founder Peter Roberts and chief executive Humphrey Cobbold
Pure Gym is preparing for a change of
ownership, with a stock market float worth
e̶̶̻PRUPRUHWKHPRVWOLNHO\RXWFRPH
Health Club Management can confirm.
+DYLQJWDNHQFRQWURORI3XUH*\PWKUHH
\HDUVDJR86SULYDWHHTXLW\ILUP&&03
&DSLWDO$GYLVRUVKDVKLUHGWKHLQYHVWPHQW
EDQN5RWKVFKLOGWRUHYLHZRSWLRQVIRU
FDVKLQJRXWRQLWVLQYHVWPHQW
:LWKDURXQG̷̶̺VLWHV3XUH*\PLVWKH
8.ȷVODUJHVWJ\PFKDLQDQGLVFXUUHQWO\LQWKH
SURFHVVRIFRQYHUWLQJWKHPDMRULW\RIWKH̸̺
FOXEVLWERXJKWIURP/$ILWQHVVODVW\HDUIRU
DQHVWLPDWHGe̶̽P3XUH*\PZDVUHFHQWO\
QDPHGWKH̿WKIDVWHVWJURZLQJSULYDWH

FRPSDQ\LQWKH8.DQGLVH[SHFWHGWRRSHQ
DIXUWKHU̶̹̻̺VLWHV LQFOXGLQJWKHUHPDLQLQJ
/$ILWQHVVVLWHV GXULQJ̸̶̷̼
7KLVUDSLGH[SDQVLRQKDVVHHQ3XUH*\P
JURZWRGRXEOHWKHVL]HRIQHDUHVWEXGJHW
ULYDO7KH*\P*URXSZKLFKLWQHDUO\PHUJHG
ZLWK̷̾PRQWKVDJR7KH*\P*URXSȷVYDOXH
KDVLQFUHDVHGWRDURXQGe̸̶̼PVLQFHLWVRZQ
,32LQ1RYHPEHUDQGWKHPDUNHWDSSHWLWH
IRUDGLUHFWO\FRPSDUDEOHEXVLQHVVZRXOG
VXJJHVW3XUH*\PFRXOGUHFHLYHDYDOXDWLRQLQ
H[FHVVRIe̶̶̻PLILWZHUHWRIROORZVXLW
,WȷVXQGHUVWRRGDFKDQJHRIRZQHUVKLSZLOO
OLNHO\KDSSHQLQWKHQH[WVL[WR̷̾PRQWKV
'HWDLOVKWWSOHLVU"D &̾0̺FB+

Retail giant John Lewis has poured cold
water on speculation that it is planning a
push into the gym market.
Local media reports suggested the
company was looking at a tilt into
the gym sector, with a club to sit in
WKHEDVHPHQWRIDIRUWKFRPLQJe̶̹P
department store in Cheltenham.
However a company spokesperson
told Health Club Management that the
company has “absolutely no plans to
expand into the gym market.”
'HWDLOVKWWSOHLVU"D 9̹$̺MB+

énergie partners Rocky
to fight new year flab

Serco decides to scrap sale of its leisure arm
Serco has ditched plans
to offload its leisure
business, with the services
giant reluctant to dispose
of another profitable
arm amid profit warnings
and the recent sale of its
lucrative business processing
outsourcing (BPO) division.
Serco Leisure – which
PDQDJHVDURXQG̶̼8.
locations including Bisham
Abbey and Lilleshall National
Sports Centres, plus the
National Water Sports Centre Serco CEO Rupert Soames has had second thoughts
– had been expected to be
VROGWKLVVXPPHUZLWKWZR8.EX\HUVLQLWLDOO\
Soames has decided against selling off both
understood to have been in contention.
Serco’s environmental services and leisure
However, Health Club Management
businesses, both of which are strong and
recently revealed that the sale had stalled
profitable arms of the wider business.
'HWDLOVKWWSOHLVU"D X̻M̹3B+
and it now appears that CEO Rupert

Rocky is a fitness inspiration to many
The énergie GroupKDVDQQRXQFHGD
QHZWLHXSZLWK:DUQHU%URVIRUWKHODWHVW
LQVWDOPHQWRIWKH5RFN\ILOPIUDQFKLVH&UHHG
ZKLFKODXQFKHGLQWKH8.RQ̷̻-DQXDU\
+DYLQJSUHYLRXVO\SDUWQHUHGILOPVVWDUULQJ
ILWQHVVKHURHV$UQROG6FKZDU]HQHJJHUDQG
7KH5RFNWKHJ\PFKDLQLVZRUNLQJZLWKWKH
ODWHVWRXWLQJIRU6\OYHVWHU6WDOORQHȷVLFRQLF
FKDUDFWHURQVHYHUDODFWLYLWLHV«QHUJLHȷV
̶̿SOXV8.FOXEVLVUXQQLQJSURPRWLRQVZLWK
WKHILOPGXULQJWKHEXV\QHZ\HDUSHULRG
LQFOXGLQJPHPEHULQFHQWLYHVWRZLQDUDQJH
RIILOPUHODWHGJRRGLHVDQGPHUFKDQGLVH
'HWDLOVKWWSOHLVU"D :̺F̺0B+
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UK news
London Marathon to aid
expansion of GoodGym

Bannatyne’s heading upmarket

The organiser of the/RQGRQ0DUDWKRQ
LVWRIXQGWKHH[SDQVLRQRIUXQQLQJ
FRPPXQLW\*RRG*\PDFURVVWKUHHQHZ
ORFDWLRQVLQ/RQGRQWRKHOSVSUHDG
SK\VLFDODFWLYLW\DQGVRFLDOJRRG
*RRG*\PȲDQLQLWLDWLYHZKLFKVHHNV
WRPDNHWKHWKHDFWRIUXQQLQJPRUH
SXUSRVHIXODQGVRFLDOO\XVHIXOȲZLOOEH
DEOHWRH[SDQGRSHUDWLRQVDFURVV/RQGRQ
DQGVXSSRUWXSWR̶̶̶̻UXQQHUVWRGR
JRRGZLWKWKHLUWUDLQLQJRYHUWKHQH[W\HDU
WKDQNVWRDJUDQWWRWDOOLQJe̶̶̶̶̻IURP
/RQGRQ0DUDWKRQ(YHQWV
)RXQGHGE\ILWQHVVHQWKXVLDVW,YR
*RUPOH\*RRG*\PZRUNVZLWKWKH1+6
FKDULWLHVDQGORFDOFRPPXQLW\FHQWUHVWR
PDWFKUXQQHUVWRDKRXVHERXQGHOGHUO\
SHUVRQZKRZRXOGOLNHDUHJXODUYLVLWRU
7KH*RRG*\PFRQFHSWKDVVLQFHEHHQ
H[SDQGHGWRLQFOXGHSURMHFWVWKDWDVVLVW
KRPHOHVVVKHOWHUVFRPPXQLW\JDUGHQV
DQGPDQ\PRUHZRUWK\FDXVHV
'HWDLOVKWWSOHLVU"D X̻N̼NB+

The Bannatyne Group is working
to reposition itself as an upmarket
RSHUDWRULQ̸̶̷̼FHQWUHGDURXQGD
PDMRULQYHVWPHQWSURJUDPPHDQGD
FKDQJHLQSKLORVRSK\
$IWHUDWULFN\̸̶̷̻ZKLFKVDZ
WKHMDLOLQJRIIRUPHUILQDQFHGLUHFWRU
&KULVWRSKHU:DWVRQIRUGHIUDXGLQJ
WKHFRPSDQ\RXWRIQHDUO\e̾P
WKHEXVLQHVVIRXQGHGE\'XQFDQ
%DQQDW\QHSODQVWREXLOGRQUHFHQW
JURZWKPRPHQWXPWRRIIHUDQ
MD Justin Musgrove is leading the transformation
ȺXSPDUNHWVHUYLFHZLWKEXGJHWFOXE
HIILFLHQF\Ȼ7KHFRPSDQ\KDVDQHZWRSWHDP IRFXVLQJRQSHRSOHDQGWKHFXVWRPHUMRXUQH\Ȼ
ȲKHOPHGE\0'-XVWLQ0XVJURYHȲZKLFK
0XVJURYHWROGHealth Club Management.
DLPVWROHDGWKHEXVLQHVVLQWRDQHZHUD
Ⱥ:HȷUHXSJUDGLQJRXUIDFLOLWLHVEULQJLQJLQ
&HQWUDOWRWKLVQHZVWUDWHJ\LVDFXOWXUHVKLIW
QHZWHFKQRORJ\DQGGUDZLQJRQWKHV\QHUJLHV
ZKLFKVHHVWKHFXVWRPHUMRXUQH\SODFHGDWWKH
EHWZHHQRXUKHDOWKFOXEVSDDQGKRWHODUPVWR
KHDUWRIWKHEXVLQHVVȺ,QWKHSDVWZHȷYHSHUKDSV RIIHUDPRUHXSPDUNHWH[SHULHQFHȻ
EHHQWRRIRFXVHGRQVDOHVZKHUHDVQRZZHȷUH
'HWDLOVKWWSOHLVU"D X̸V̽9B+

Club Company plans
facelift for latest site

Algar: Define what you stand for

Wharton Park: Plans for a health club

Mid-market gyms are in need of a radical
overhaul of their traditional models to avoid
being squeezed into submission.
That is the urgent warning from fitness
analyst Ray Algar, whose new report issues
a call-to-arms to mid-market operators,
imploring them to stand-up and clearly
define what they stand for. He says failure to
innovate and attract new members will see
mid-market clubs lose out to rivals offering
cheaper, more premium, or more specialised
services. The Health Club Industry Mid-market
Report builds on Algar’s previous work

Country club and golf operator
The Club Company has snapped up
Wharton Park Golf and Country Club
in Worcestershire, with plans to add a
sizeable health and fitness facility as part
of the undisclosed investment.
Having been named Health Club
2SHUDWRURIWKH<HDUDWWKH̸̶̷̻)ODPH
Awards, Club Company told Health Club
Management it’s planning to replicate the
winning formula at Wharton Park, with
further details of the proposition to be
released “in due course.”
In addition to the latest purchase,
WKHRSHUDWRUUHFHQWO\NLFNHGRIIDe̸P
redevelopment of the Castle Royle in
%HUNVKLUHDVZHOODVDe̻PSURMHFWDW
The Warwickshire, where the company is
building a four-star hotel and is working to
make significant improvements to
the gym and studio facilities.
'HWDLOVKWWSOHLVU"D K̹3̼8B+

The report says mid-market operators must redefine their market to survive
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outlining how traditional mid-range clubs are
having their business ‘salami-sliced’ away by
VSHFLDOLVHGFRPSHWLWRUV7KH̷̾SDJHUHSRUW
explores the plight of mid-range health clubs
in three of the most mature fitness markets
– the UK, Germany and the US – together
with interviews and case studies of brands
such as Anytime Fitness, Fitness First and
Gymbox. There is also a more in-depth
study of successes and pitfalls for the
US-founded international Curves network.
To view the report, follow the link below.
'HWDLOVKWWSOHLVU"D K̿J̺VB+

SIBEC 16

SIBEC 16

UK

Europe

25-26 May 2016
The Belfry, Wishaw,
West Midlands, UK
www.sibecuk.com

16-19 November 2016
Ritz Carlton, Abama,
Tenerife, Spain
www.sibeceu.com

What do you get at SIBEC?
= Guaranteed pre-qualiﬁed
audience of key decision makers
= Pre-set appointments with buyers
of your choice
= Limited competition
= 3 full days of exceptional networking

The planning, detail and work put in by the
team at SIBEC to ensure a highly organised,
efﬁcient and effective event with a top range of
suppliers (and buyers) makes this an invaluable event
to attend; whereby I can be certain of quality meetings
and networking opportunities with key people in our
industry. An event you cannot afford to miss.
Stephen Waterman, Commercial Director, 1Life

20
20

= Unparalleled value for money
= High Quality Seminar Program

Celebrating 20
years of SIBEC

For more information about
SIBEC please contact:

David Zarb Jenkins
Email: david@questex.com
Tel: +356 9944 8862

www.sibec.com

www.hoteceu.com

www.spateceu.com

Independent news
truGym team leaps into
trampoline sector

Five-site expansion for Oxygen

Jump Arena has debuted in Leeds
The family team behind independent
health club chain truGym are expanding
the business into the fast-growing
trampoline park sector.
The new leisure venture, called Jump
Arena, recently launched its first indoor
trampoline park in Leeds city centre. The
̸̶̶̶̶VTIWSDUNIHDWXUHVDODUJHRSHQ
trampoline area, foam pits, dodgeball,
basketball, “Ninja Warrior” style obstacle
course and other foam pit activities too.
“The launch of the new business has
been very successful and the feedback
from the customers has been great,” said
MD Parm Singh. “We have plans to roll
out the brand and have already secured
D̶̶̶̹̽VTIW ̹̺̹̽VTP SURSHUW\LQ
Luton city centre, scheduled to open in
February.” Singh added that the team is
also close to securing a further five sites.
'HWDLOVKWWSOHLVU"D ;̼%̺:B+

The second Oxygen Freejumping location opened in Southampton last month
Oxygen Freejumping has announced a new
ILYHVLWHGHDOZLWK̻DVLGHIRRWEDOORSHUDWRU
/XFR]DGH3RZHUOHDJXHZKLFKLWVD\VZLOOPDNH
LWWKH8.ȷVODUJHVWWUDPSROLQHSDUNRSHUDWRU
7KHEXVLQHVVȲVHWXSE\H[XNDFWLYH&(2
'DYLG6WDONHUDQG/$ILWQHVVIRXQGHU)UHG
7XURNȲODXQFKHGLWVGHEXWVLWHLQ/RQGRQ
LQ-XO\ZLWKDVHFRQGORFDWLRQRSHQHGLQ
6RXWKDPSWRQODVWPRQWK7KHQHZGHDO
ȲZKLFKZLOOVHHWUDPSROLQHSDUNVRSHQ
DORQJVLGH/XFR]DGH3RZHUOHDJXHRIIHULQJVLQ
'HUE\:LJDQ%ODFNEXUQ1RUWK6KLHOGVDQG
7UDIIRUG3DUNE\WKHHQGRIVXPPHU̸̶̷̼Ȳ
ZLOOWDNH2[\JHQ)UHHMXPSLQJȷVSRUWIROLRWR
VHYHQVLWHVDVLWELGVWREHFRPHWKHGRPLQDQW
SOD\HULQWKH8.ȷVIOHGJOLQJWUDPSROLQHPDUNHW
Ⱥ7KHVHFWRULVH[WUHPHO\FRPSHWLWLYHDV
WUDPSROLQLQJJURZVLQSRSXODULW\ȻVDLG5RE

+RZDUWKRI-//ZKRDFWHGIRU2[\JHQRQ
WKHQHZGHDOȺ&RPSHWLWLRQIRUVLWHVLVVLPLODU
WRWKHHDUO\JURZWKRIWKHEXGJHWKHDOWKDQG
ILWQHVVPDUNHWFLUFDILYH\HDUVDJR%XWMXVWDV
ZHVDZEDFNWKHQRQHRUWZRRSHUDWRUVDUH
HPHUJLQJVWUHDNVDKHDGRIWKHSDFNDQGZLOO
JDLQWKHELJJHVWVKDUHRIWKHPDUNHWȻ
7KHILYHQHZVLWHVUDQJHIURP̶̶̶̶̹
̶̶̶̹̻VTIWDQGDUHUHFHLYLQJDFRPELQHG
FDSLWDOLQYHVWPHQWRIe̻̽P0RVWRIWKHXQLWV
KDYHEHHQDFTXLUHGDVDVXEOHWIURP':
6SRUWVRQD̷̻\HDUOHDVHDQGWKHFRPELQHG
UHQWRQWKHILYHVLWHVUHSUHVHQWVDQDQQXDO
LQYHVWPHQWRIDURXQGe̷̸P
6WDONHUDGGHG2[\JHQ)UHHMXPSLQJLV
VHHNLQJIXUWKHUORFDWLRQVDQGFXUUHQWO\KDV
WZRPRUHVLWHVLQWKHKDQGVRIVROLFLWRUV
'HWDLOVKWWSOHLVU"D 9̹V̽NB+

i-motion adds property expert
Independent chain i-motion gym has
VHFXUHGWKHVHUYLFHVRIIRUPHU;HUFLVH̺/HVV
SURSHUW\GLUHFWRU1LNRODM'RFNUHHDVLWELGV
WRUDPSXSJURZWKLQ̸̶̷̼
'RFNUHHZKRWDNHVXSKLVQHZUROH
DVLPRWLRQJ\PFRPPHUFLDOGLUHFWRU
LQ)HEUXDU\DUULYHVDIWHUIRXU\HDUVDW
;HUFLVH̺/HVVZKHUHKHRYHUVDZWKH
GHYHORSPHQWRIPRUHWKDQRQHPLOOLRQVTIW
RIJ\PVSDFHDFURVVWKH8.
+DYLQJUHFHQWO\RSHQHGWKHVHFRQG
LPRWLRQVLWHLQ6WDIIRUGWKHFRPSDQ\QRZ
H[SHFWV'RFNUHHWRKHOSGULYHDVLJQLILFDQW
H[SDQVLRQZLWKSODQVWRUHDFK̸̶VLWHVLQWKH
QH[WWZRWRWKUHH\HDUV
Ⱥ7KHRSSRUWXQLW\WRMRLQLPRWLRQJ\P
ZDVEDVHGRQWKHTXDOLW\WKH\DUHGHOLYHULQJȻ
VDLG'RFNUHHȺ7KHPDUNHWOHDGLQJGHVLJQDQG
22

WHFKQRORJ\VXFKDV79ZDOOVDQGPXOWLSOH
YLUWXDOVWXGLRVPDNHVWKLVRQHRIWKHEHVW
EXGJHWJ\PEUDQGVRQWKHPDUNHWȻ
)RUPHUUXJE\SOD\HUDQGLPRWLRQJ\P
IRXQGHUDQG0'*DUHWK(YDQVWROGHealth
Club ManagementLQ1RYHPEHUWKDWKHSODQV
WRVHOIILQDQFHWKHQH[WWKUHHWRIRXUVLWHV
ZLWKIXQGLQJSRWHQWLDOO\FRPLQJIURPEDQNV
DQGSULYDWHHTXLW\KRXVHVWRIXHOJURZWK
EH\RQGWKDW+HVDLGWKHDSSRLQWPHQWRI
'RFNUHHSODFHVWKHFRPSDQ\LQDVWURQJ
SRVLWLRQDVLWHPEDUNVRQLWVQH[WFKDSWHU
Ⱥ:HDOUHDG\KDYHVHYHUDOQHZVLWHVLQWKH
SLSHOLQHIRU̸̶̷̼ȻVDLG(YDQV
Ⱥ1LNȷVZHDOWKRIFRPPHUFLDODQGLQ
SDUWLFXODUDFTXLVLWLRQH[SHULHQFHZLOOEHD
KXJHDVVHWWRRXUJURZLQJEUDQGȻ
'HWDLOVKWWSOHLVU"D ̻6̾J̹B+
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Nikolaj Dockree has joined i-motion

Technology news
Fitbit facing lawsuit over accuracy

3+2726+877(5672&.

Smartwatches set to
dominate fitness tech

The Apple Watch launched last year
Three-quarters of onlineFRQVXPHUV
DUHOLNHO\WRSXUFKDVHKHDOWKDQGILWQHVV
WHFKQRORJ\LQWKHQH[W̷̸PRQWKVZLWK
DWKLUGRIWKHVHH[SHFWHGWREX\D
VPDUWZDWFKDFFRUGLQJWRQHZUHVHDUFK
IURPWKHRUJDQLVHUVRIWUDGHVKRZ&(6
7KH&RQVXPHU7HFKQRORJ\$VVRFLDWLRQȷV
&7$ ODWHVWVWXG\&RQVXPHUVȷ-RXUQH\WR
3XUFKDVH+HDOWKDQG)LWQHVVIRXQGWKDW
VPDUWZDWFKHVDUHEHFRPLQJWKHZHDUDEOH
WHFKRIFKRLFHIRUFRQVXPHUVIROORZHGE\
ILWQHVVWUDFNHUVVPDUWDSSDUHODQGVOHHS
WUDFNHUV7KHEXUJHRQLQJZHDUDEOHWHFK
PDUNHWLVH[SHFWHGWRWULSOHLQYDOXHRYHU
WKHQH[W̷̶\HDUVDFFRUGLQJWRDUHVHDUFK
IRUHFDVWE\,'7HFK([ZLWKWKHDUULYDORI
WKH$SSOH:DWFKFUHGLWHGDVKHOSLQJWR
GULYHWKHVPDUWZDWFKȷVJURZLQJSRSXODULW\
2YHUDOOWKHUHSRUWQRWHVZHDUDEOHVDUH
EHFRPLQJKLJKO\HIIHFWLYHZRUNRXWDLGV
'HWDLOVKWWSOHLVU"D ;̿X̻;B+

The Fitbit Charge HR is one of the devices mentioned in the lawsuit
Fitbit, the world’s biggest seller of
wearable technology, is being sued in the US
over claims that its heart rate monitors are
inaccurate and place exercisers at risk.
The proposed nationwide class action
lawsuit was filed last month by three
plaintiffs who say their Fitbit wrist-worn
devices – the ‘Surge’ and ‘Charge HR’ –
do not accurately measure heart rate as
advertised. The lawsuit claims the devices
– which use Fitbit’s ‘PurePulse Tracker’
technology whereby LED lights reflect on
the skin to detect changes in capillary blood
volume – dangerously underestimate heart
rates during workouts meaning users
risk overexerting themselves.
One of the plaintiffs in the lawsuit, Teresa
Black, claims that in one instance, her

personal trainer recorded her heart rate at
̷̶̼ESPZKLOHKHU)LWELWUHDG̸̾ESP
The lawsuit states: “Plaintiff Black was
approaching the maximum recommended
heart rate for her age, and if she had
continued to rely on her inaccurate
PurePulse Tracker, she may well have
exceeded it, thereby jeopardising her health.”
Fitbit has indicated that it will “vigorously
defend the lawsuit” and said that it’s devices
are intended to provide data to help users
reach their fitness goals, rather than serve
as scientific or medical devices. Accuracy
of fitness trackers is a contentious issue
and there have been numerous pieces of
research into trackers since the
technology first came to prominence.
'HWDLOVKWWSOHLVU"D ̼;̼E̻B+

Wearables star at CES 2016
Having been named the biggest fitness
WUHQGRI̸̶̷̼E\WKH$&60UHFHQWO\ZHDUDEOH
WHFKGRPLQDWHGSURFHHGLQJVDWWKHUHFHQW
&(6WHFKQRORJ\VKRZLQ/DV9HJDV
)LWELWPDGHKHDGOLQHVZLWK)LW%LW%OD]HD
QHZVPDUWILWQHVVZDWFKGHVLJQHGWREDODQFH
ILWQHVVDQGVW\OHȲYLHZHGE\PDQ\REHUYHUV
DVWKHFRPSDQ\ȷVDWWHPSWWRVWDYHRII
FRPSHWLWLRQIURPWKH$SSOH:DWFK
7KHUHZDVDOVRDKLJKSURILOHODXQFK
IURP&DVLRZKLFKGHEXWHGLWVVPDUWZDWFK
SRZHUHGE\$QGURLG:HDUȲWKHILUVWZDWFK
ZLWKDEXLOWLQPLFURSKRQHWKDWLVZDWHU
UHVLVWDQWXSWR̶̻P ̷̼̺IW DQGIHDWXUHVDGXDO
OD\HUGLVSOD\VWUXFWXUHWKDWKDVEHHQGHVLJQHG
WRPHHW86PLOLWDU\VWDQGDUGV
(OVHZKHUH7HFKQRJ\PVKRZFDVHGZKDW
LWKDVGHVFULEHGDVȺWKHZRUOGȷVILUVWPXVLF

LQWHUDFWLYHWUHDGPLOOȻ%\FRQQHFWLQJHLWKHU
WR7HFKQRJ\PȷV0\ZHOOQHVVFORXGDSSRU
WKURXJKWKH7HFKQRJ\P81,7<FRQVROH
IRXQGRQLWVFDUGLRWUDLQLQJHTXLSPHQWXVHUV
DUHDEOHWRDFFHVVWKHLUPXVLFDQGUHFHLYH
SHUVRQDOLVHGVRXQGWUDFNVZKLFKPDWFKWKH
UK\WKPRIWKHLUZRUNRXW
0HDQZKLOH0<=21(&(2'DYH:ULJKW
WRRNSDUWLQDSDQHOGLVFXVVLRQRQVSRUWV
ZHDUDEOHGDWDFUHGLELOLW\DWWKH)LW7HFK
FRQIHUHQFHRQWKHRSHQLQJGD\RI&(6
Ⱥ.HHSLQJSHRSOHPRWLYDWHGDQGGDWD
LQWXLWLYHDQGHDV\WRGLJHVWLVNH\Ȼ:ULJKWVDLG
RQDGD\ZKHQKHDOVRZHOFRPHGEDVNHWEDOO
OHJHQG6KDTXLOOH2ȷ1HDOWRWKH0<=21(
VWDQGZKHUHWKHFRPSDQ\ZDVVKRZFDVLQJLWV
QHZ0=̹KHDUWUDWHWUDFNHUDQGVSRUWVEUD
'HWDLOVKWWSOHLVU"D ]̼7̼]B+

Wright and Shaq at the MYZONE stand
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Supplier & training news
Nautilus snaps up
Octane Fitness for £78m

(L-R) Porth and Lee: Octane founders
Nautilus has acquired Octane Fitness
from private equity firm North Castle
3DUWQHUVLQD86̷̷̻PGHDO
1DXWLOXVȲZKLFKKDVDILWQHVVEUDQG
portfolio comprising Nautilus, Bowflex,
7UHDG&OLPEHU6FKZLQQ6FKZLQQ)LWQHVV
DQG8QLYHUVDOȲKDVEHHQVHHNLQJD
VWUDWHJLFDFTXLVLWLRQIRUPRUHWKDQ̷̾
PRQWKV1DXWLOXVEHOLHYHVWKHWDNHRYHU
RI2FWDQHȲNQRZQIRULWV=HUR5XQQHU
DQG;72QHFURVVWUDLQHUȲZLOOKHOS
it accelerate growth by being able to
H[WHQGLQWRKLJKHUSULFHSRLQWSURGXFWV
SHQHWUDWHQHZGLVWULEXWLRQFKDQQHOVDQG
H[SDQGLQWRQHZLQWHUQDWLRQDOPDUNHWV
Ⱥ7KLVWUDQVDFWLRQDGGVDOHDGLQJILWQHVV
EUDQGXQLTXHSURGXFWVDQGWHFKQRORJLHV
EURDGHQVGLVWULEXWLRQDQGGHHSHQVRXUWDOHQW
SRROȻVDLG1DXWLOXV&22%LOO0F0DKRQ
'HWDLOVKWWSOHLVU"D <̺5̽5B+

Government backs CIMSPA
The Chartered Institute for the
Management of Sport and Physical Activity
&,063$ KDVZRQDULQJLQJHQGRUVHPHQW
from the government to lead the way in
professionalising the sport and physical
activity sector and raising standards.
The recent publication of the
government’s new sports strategy, the first
in a decade, featured a strong focus on
workforce development and highlighted
the pressing need to improve professional
standards in order to increase physical
activity participation nationwide. It offers
HQFRXUDJLQJVLJQVIRUWKHZRUNRI&,063$
and also casts doubt on the future
relationship between Sport England and
SkillsActive – the sector skills council for
Active Leisure and Wellbeing.
3URGXFHGE\WKH'HSDUWPHQWRI&XOWXUH
0HGLDDQG6SRUW '&06 WKH Sporting Future
– A New Strategy for an Active Nation report
VDLGȺ6SRUW(QJODQGZLOOVXSSRUW&,063$LQ
developing and implementing a single, clear
and rigorous set of standards for all sport
and exercise professionals, with a similar
clear and rigorous system for assessment,
and awarding and validating qualifications,
VWDUWLQJLQ-DQXDU\̸̶̷̼Ȼ
The government backing is a major
FRXSIRU&,063$ZKLFKKDVEHHQ
working with employers, ukactive and

other bodies to galvanise the sector
behind an employer-led chartered
institute. The organisation hopes the
sports strategy will signal a new chapter
in the professional progress of the sector.
'HWDLOVKWWSOHLVU"D $̺Z̹KB+

CIMSPA chief executive Tara Dillon

Fitness suppliers and distributors are failing
to make the most of the internet, with many
“losing ground rather than gaining” despite
notable growth in the wider fitness market.
That’s according to new research from
business intelligence firm Inside Online, whose
Fitness Equipment Digital Insights Report looked
DWWKHWRS̶̻ZHEVLWHVZLWKLQWKH8.ILWQHVV
equipment online market. The report found
WKDW̶̼SHUFHQWRIWKHVHVLWHVEHFDPHOHVV
visible in search rankings over the past year,
ZLWKVRPHVOLSSLQJE\PRUHWKDQ̶̻SHUFHQW
7KHVHFWRUȷVWRS̶̻VXSSOLHUZHEVLWHVZHUH
analysed in depth against metrics such as
6HDVRQDO7UHQGV.H\ZRUG&RPSHWLWLYHQHVV
and Visibility vs Authority, to name a few.
The report notes that the outlook for
fitness clubs and equipment overall is positive,
ZLWKWKH8.ȷVILWQHVVHTXLSPHQWPDUNHW
IRUHFDVWWREHZRUWKPRUHWKDQe̶̶̺PE\
̸̶̷̾,WDGGHGKRZHYHUWKDWEUDQGVPXVW
look more closely at how they integrate SEO,
paid media, content, social and PR campaigns
to cement their positions within the search
engines and capitalise on increased demand.
24

60 per cent of the top 50 fitness equipment websites have slipped in search rankings
“It’s been a tough year for companies within
the fitness equipment sector when it comes to
their digital performance,” Inside Online client
services director Richard Waters told HCM.
“More brands are losing ground rather than
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gaining, reflecting the changing nature of digital
marketing. Brands need to evolve as their
customers do, think less about themselves and
more about their customer needs.”
'HWDLOVKWWSOHLVU"D M̺<̺9B+

3+2726+877(5672&.

Fitness suppliers are ‘losing ground’ online

CREATING

BESPOKE
RECEPTIONS

“Ridgeway were heavily involved in the refurbishment of over twenty Fitness
First reception areas. They helped develop our key signature pieces by
building prototypes and supplying samples. Their knowledge of materials,
joinery and manufacturing allied to a rich understanding of the customer
experience proved a crucial asset, and contributed to the prompt roll out
of fully optimised reception areas across the estate. We’re thrilled with the
ﬁnal product, and are delighted to recognise Ridgeway with the Fitness First
supplier award for ‘delivering most outstanding service’.”

Harry Kay – Property Director at Fitness First

tel 0870 420 7818 sales@ridgewayfm.com
Reception desks

O

iPad units

O

Wall panelling

O

Retail displays

People news
Tom Withers named
new MD for Gladstone
Gladstone Health and Leisure has
announced that it has promoted Tom
Withers to the role of managing director.
Previously Gladstone sales and marketing
director, Withers has worked for the
VRIWZDUHSURYLGHUIRU̷̽\HDUV
“I look forward to working with all our
customers as we continue to develop and
deliver market leading software that will
help support and grow our customers’
business,” said Withers.
“We have exciting plans to release a new
product this year, which will be a game
changer for the leisure industry and will be
the dawn of a new era for Gladstone.”
The shift comes as Arthur Morris,
Gladstone’s MD for the past four years,
is also promoted. Morris moves up with
the Jonas Group (the operating group
in which Gladstone sits under ultimate
parent company Constellation Software) to
become a business unit manager.
'HWDLOVKWWSOHLVU"D 0̿Y̺<B+

Matrix promotes Bonnett
to strategic director role

Gemma Bonnett joined Matrix in 2013
Matrix Fitness has announced it has
promoted UK head of marketing Gemma
Bonnett to the new position of director of
strategic marketing for UK and EMEA.
Following a strong period of sales in
the UK, Matrix is eager to enhance its
position in the EMEA region, with brand
consistency and added value offerings
a key part of this. The promotion sees
Bonnett tasked with directing this
development and replicating the brand’s
UK success across the wider market.
“It is a challenge that the company is
now ready for and one that will further
strengthen our positioning in the EMEA
region,” commented Bonnett.
“Having been in the fitness industry for
PRUHWKDQ̷̻\HDUV,DPYHU\SURXGWR
be offered this opportunity to continue
making significant steps to developing
the Matrix Fitness brand.”
'HWDLOVKWWSOHLVU"D K̺$̾TB+
26

New Life Fitness role for Worthy
Life Fitness has promoted
UK managing director Jason
Worthy to the newly-created
role of managing director,
Direct Business, Europe,
Middle East & Africa (EMEA).
According to Life Fitness,
Worthy’s “excellent track
record in delivering growth
in both saturated and new
markets” have led to his
quick progression within the
company’s leadership ranks.
The new role sees Worthy
return to the patch he first
Jason Worthy joined Life Fitness in April 2012
covered when he joined Life
)LWQHVVLQ$SULO̸̶̷̸DVWKHJHQHUDOPDQDJHUIRU Business Unit (ISBU). Worthy, who has been
distributor business in EMEA. He is now tasked UK MD of Life Fitness for the last two years,
with leading all Life Fitness direct business
will stay based in the UK and will report to
within Europe and will help support company
Frank van de Ven, VP – ISBU, Life Fitness.
growth plans within the International Sales
'HWDLOVKWWSOHLVU"D 4̸F̻JB+

Love Build appoints Adie Meyer
Construction firm Love Build has
appointed Adie Meyer in a newly created
role of UK business development manager,
with a brief to expand the company’s
presence in the leisure sector.
Meyer joins from fitness equipment
manufacturer Matrix Fitness, where he was
head of sales for the north of the UK.
Love Build is a family-owned design
and construction business that specialises
in the commercial, leisure and domestic
sectors. Within the leisure sector, it is
the main contractor for easyGym and
has also completed projects for a range

of higher education, local authority and
private sector clients.
Ⱥ,ȷPORRNLQJIRUZDUGWREULQJLQJP\̸̶\HDUV
of operational and sales experience to this new
role,” said Meyer. “I’ve collaborated with Love
Build on a number of projects over recent
years and have been incredibly impressed with
their professionalism, standard of work and
commitment to delivery. I’m excited about
the opportunity to introduce them to a wider
audience within the leisure industry.”
Meyer has previously worked for Precor,
Bannatyne’s, JJB Sports and Dragons.
'HWDLOVKWWSOHLVU"D Z̽5̺GB+

Adie Meyer (left) with Love Build contract manager Hazel Martin and MD Brian Munro
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Events calendar
F E B RUA RY
18–20 | Forum ClubForum Piscine Gallery
Fiera di Bologna, Italy
ForumClub has a new formula this year:
ForumClub-Forum Piscine Gallery will
RʞHUDQH[KLELWLRQRISURGXFWVDQGDOLYHO\
JDOOHU\RIVROXWLRQVDQGDSSOLFDWLRQVLQWKH
ʛHOGVRISRRODQGVSDʛWQHVVDQGZHOOQHVV
www.forumclub.it

25–28 | IDEA Personal Trainer
Institute East Coast
Alexandria, Virginia, US
$PXVWDWWHQGHYHQWIRUSHUVRQDOWUDLQHUV
ʛWQHVVSURIHVVLRQDOVRZQHUVDQGPDQDJHUV
DLPLQJWRUDPSXSWKHVXFFHVVRIWKHLU
ʛWQHVVEXVLQHVV$:HVW&RDVWLQVWLWXWH
WDNHVSODFHLQ6HDWWOH:DVKLQJWRQRQ
Ȳ$SULO
www.ideafit.com/ptrainer

28–29 | Professional Beauty
and Professional Spa

C H A R I T Y

E V E N T

14–18 MARCH
MS Trust’s Monster Ski
:K\QRWFRPELQH\RXUZLQWHU
EUHDNWKLV\HDUZLWKDʛWQHVV
FKDOOHQJHDQGUDLVHIXQGVIRUWKH
0XOWLSOH6FOHURVLV7UXVW"7KHWKUHH
GD\0RQVWHU6NLVNLDQGVQRZERDUG
FKDOOHQJHLQ&KDPRQL[)UDQFHZLOO
VHHSDUWLFLSDQWVFRYHULQJ
YHUWLFDOIHHW WKHKHLJKWRI0RXQW
(YHUHVW HDFKGD\)RUWKHʛUVW
WLPHWKHHYHQWZLOOWDNHSODFHLQ
WZRFRXQWULHVZLWKRQHGD\LQ
&RXUPD\HXURQWKH,WDOLDQVLGHRI
0RQW%ODQF5HJLVWHUIRUe
Details: www.mstrust.org.uk

ExCeL, London, UK

18–20 | The 2016 International
Fitness Showcase

22–23 | BASES
Student Conference

Winter Gardens, Blackpool, UK

Bangor University, Bangor, UK

'DQFHDHURELFVVWHSFRPEDWPLQG
ERG\OHFWXUHVDQGZRUNVKRSVIRUʛWQHVV
LQVWUXFWRUVDQGHQWKXVLDVWV
www.chrysalispromotions.com

7KLVFRQIHUHQFHZLOOFHOHEUDWHKRZ
UHVHDUFKLQVSRUWDQGH[HUFLVHVFLHQFHVKDV
HYROYHGDQGH[FHOOHGVLQFH/RQGRQ
www.bases.org.uk/student-conference

1 | Innovate 2016

21–24 | IHRSA 2016

Loughborough University, UK

Orlando, Florida, US

29 March–1 April | ACSM
Health & Fitness Summit & Expo

$RQHGD\HYHQWIRURUJDQLVDWLRQVORRNLQJ
IRULQQRYDWLYHDFWLYLWLHVWRHQKDQFHERWK
SDUWLFLSDWLRQDQGLQFRPHVWUHDPV
www.leisure-net.org

7KHWK$QQXDO&RQYHQWLRQ 7UDGH
6KRZZLOORʞHUVHPLQDUVNH\QRWHVDQG
HGXFDWLRQDOVHVVLRQVSOXVDWUDGHVKRZ
www.ihrsa.org/convention

6KRZFDVLQJOHDGLQJJOREDOFRPSDQLHVLQVNLQ
FDUHVSDQDLOEHDXW\HTXLSPHQWPHGLFDO
EHDXW\DQGWDQQLQJ3URIHVVLRQDO%HDXW\LV
WKHELJJHVWHYHQWRILWVNLQGLQWKH8.7KH
3URIHVVLRQDO6SDHYHQWUXQVDORQJVLGH
www.professionalbeauty.co.uk

MARCH

Orlando, Florida, US
2ʞHUVWKHIXOOVSHFWUXPRISURJUDPPLQJ
IURPVFLHQFHWRSUDFWLFDODSSOLFDWLRQIRU
VWXGHQWVHQWKXVLDVWV37VDQGSURIHVVLRQDOV
www.acsmsummit.org

APRIL
C H A R I T Y

E V E N T

6 | EHFF
Cologne, Germany

21–26 SEPTEMBER
Venice to Rome
Cycle Challenge
7KLVEUDQGQHZFKDOOHQJHE\
0DFPLOODQWKHFDQFHUVXSSRUW
FKDULW\LVDNPF\FOHIURP
WKHFDQDOVRI9HQLFHWKURXJKWKH
UROOLQJKLOOVRI7XVFDQ\,WʛQLVKHVLQ
5RPHWKHKLVWRULF,WDOLDQFDSLWDO
5HJLVWUDWLRQFRVWVe
www.macmillan.org.uk

5XQE\(XURSH$FWLYHDQG),%2WKHWKLUG
DQQXDO(XURSHDQ+HDOWK )LWQHVV)RUXP
(+)) LVWKHRSHQLQJHYHQWRI),%2
www.europeactive.eu

7–10 | FIBO
Cologne, Germany
7KHZRUOGȷVOHDGLQJWUDGHVKRZIRUKHDOWK
ʛWQHVVDQGZHOOQHVVZLWKEUDQGQHZKDOOV
DGGHGIRUDKDQGVRQH[SORUDWLRQRIWKH
IXWXUHRIWKHVHFWRU
www.fibo.de
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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Gym Group CEO
John Treharne and
his top team on
the day of the IPO

FITNESS IPOs
7KH*\P*URXSUHFHQWO\FRPSOHWHGDVXFFHVVIXO,32DQG3XUH*\PLVDOVRFRQVLGHULQJDʜRWDWLRQ
:KDWȷVWKHOLNHO\LPSDFWRQDJURZLQJʛWQHVVVHFWRU"Niamh Madigan asks the experts

O

ne of the big headlines
from 2015 was the
KLJKSURʛOHʜRWDWLRQ
of UK-based low-cost
operator The Gym
Group, now the only
listed health club operator in the UK, with
a current market value of around £260m.
The deal was all the more notable given
WKHORQJDEVHQFHRIDQ\KHDOWKDQGʛWQHVV
club operators from the London Stock
Exchange; although Virgin Active has
been regularly linked to potential IPOs
– both on the London and Johannesburg
stock exchanges – any such plans were
shelved, at least for now, when the
28

chain was acquired by South African
LQYHVWPHQWʛUP%UDLWODVW\HDU
So what are the implications of The
*\P*URXS,32IRUWKHUHVWRIWKHʛWQHVV
sector? Can we expect other operators
WRʜRDWȲDQGLIVRZKRȷVOLNHO\WREHQH[W"
7KHUHȷVEUHDNLQJQHZVRQWKDWIURQW
just last month it emerged that the
8.ȷVODUJHVWRSHUDWRU3XUH*\PLVDOVR
FRQVLGHULQJDʜRWDWLRQEDVHGRQWKH
current size of the business, its valuation
could exceed £500m. Any deal is months
Rʞ\HWEXWLWȷVDVLJQRIJURZLQJLQYHVWRU
LQWHUHVWLQWKHKHDOWKDQGʛWQHVVVHFWRU
:HȷYHDOVRDOUHDG\ZLWQHVVHGD
KDQGIXORI,32VLQWKH8QLWHG6WDWHV
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3ODQHW)LWQHVVʜRDWHGRQWKH866WRFN
Exchange last summer, and SoulCycle is
still said to be steering towards an IPO.
So what are the pros and cons of
an IPO, and what should operators
consider before embarking on this
MRXUQH\":KDWW\SHVRIʛWQHVVRSHUDWRU
might be best suited to an IPO, and are
investors more likely to look favourably
RQRWKHUʛWQHVVVHFWRUVWRFNPDUNHW
ʜRWDWLRQVRʞWKHEDFNRIWKH*\P
*URXSȷVVXFFHVV":KDWKDYHEHHQ
WKHIDFWRUVEHKLQG7KH*\P*URXSȷV
successful IPO, how replicable is this by
other operators? We ask our panel of
experts for their thoughts.

John Treharne
CEO,
The Gym Group

W

hen we started The Gym
Group in 2008, the UK
health club market was very
expensive and our model was disruptive:
DYDOXHEDVHGQRIULOOVRʞHULQJ
RSHQLQJDQGWHFKQRORJ\VLWWLQJULJKWDW
the core of the business. That all made it
YHU\GLʞHUHQWIURPWKHWUDGLWLRQDOKHDOWK
FOXEPRGHODQGRXUPHPEHUVKLSUHʜHFWV
this: one-third of our members have never
EHHQLQDJ\PEHIRUHVRZHȷUHJURZLQJ
the market. As a result, the City is very
LQWHUHVWHGLQZKDWZHȷUHGRLQJ
Fundamentally the IPO was the best
route for The Gym Group and for the

David Burns
Managing
partner, Phoenix
Equity Group

An IPO is a
complex process,
but The Gym
Group is a good
case study of what
it looks like when
you get it right

You need a credible
business that’s
SURʛWDEOHDQG
that has growth
potential, and you
need an attractive
story to tell

Tom Williams
SHRSOHZKRZRUNZLWKLQLW7KHDGYDQWDJH
RIDQ,32LVWKDWLWJLYHVWKHEXVLQHVVORQJ
WHUPIXQGLQJZHKDYHDQXPEHURIEOXH
FKLSLQYHVWRUVZKRDUHORQJWHUPLQYHVWRUV
:HUDLVHGePZLWKDERXWePEHLQJ
used to reduce the debt in the business and
UHVWUXFWXUHLWʛQDQFLDOO\7KHEDODQFHLVWR
KHOSXVZLWKRXUJURZWKSODQV
The share price has done as expected:
ZHʜRDWHGDWeRQ1RYHPEHU
and by 25 January 2016 the price had
reached £2.35 – 21 per cent up on launch.
,VZKDWZHȷYHGRQHUHSOLFDEOH"<RX
KDYHWRKDYHDFUHGLEOHEXVLQHVVWKDWȷV
SURʛWDEOHDQGWKDWKDVJURZWKSRWHQWLDO
<RXKDYHWRKDYHDQDWWUDFWLYHVWRU\WR
WHOORWKHUZLVHSHRSOHZRQȷWEHLQWHUHVWHG
LQLQYHVWLQJLQLW,WKLQNRYHUWKHFRPLQJ
years our business will reach over 250
VXFFHVVIXOJ\PV:HFXUUHQWO\KDYHVR

it will take us time, but our whole team is
UHDOO\IRFXVHGRQJHWWLQJWKHUH
,WȷVDOVRDQH[SHQVLYHSURFHVVDQG
LQYROYHVUHWDLQLQJKLJKTXDOLW\ODZ\HUV
accountants and advisers.

JI[]IEVWFEGO4LSIRM\WXEVXIH
XSPSSOEXXLIMQTEGXXLIPS[GSWX
QSHIP[EWLEZMRKSRWIGXSVWWYGL
EWEMVPMRIWLSXIPWERHVIXEMP
%XXLIXMQI8LI+]Q+VSYT[EWSRI
SJXLIJI[LIEPXLGPYFSTIVEXSVW[MXLE
PS[GSWXQSHIPXLEX[EWGLERKMRKXLIJEGI
SJXLIPSGEPQEVOIXMX[EWSTIVEXMRKMR;I
WE[EWYTIVSTTSVXYRMX]XSVETMHP]I\TERH
XLIFYWMRIWWERHJIPX8LI+]Q+VSYTLEHE
KVIEXQSHIPPIHF]WSQISRI[ILEHKSXXS
ORS[ZIV][IPPWSMR[IMRZIWXIH
7GEPIMWFIGSQMRKMRGVIEWMRKP]MQTSVXERX
MRXLIPS[GSWXK]QWIGXSVERHXLIWI
FYWMRIWWIWVIP]SRWSTLMWXMGEXIHXIGLRSPSK]

and property capabilities. That isn’t easy for
QER]½VQWXSVITPMGEXI[LMGLMW[L]MX[MPP
FIEWQEPPRYQFIVSJ½VQWXLEXKIXXLVSYKL
the hoop to be listed on the public market.
Quite a lot of stars have to come into
EPMKRQIRX]SYLEZIXSLEZIEKSSHWXSV]XS
XIPPEKSSHLMWXSVMGEPTIVJSVQERGIEXIEQ
XLEX´WGVIHMFPIERHFIEFPIXSGSRZMRGI
MRZIWXSVWXLEX]SYLEZIEKSSHSTTSVXYRMX]
ahead of you. It’s a complex and very timeGSRWYQMRKTVSGIWWERHFYWMRIWWIWRIIH
the in-house capabilities to be able to cope
[MXLWYGLEHIQERHMRKTVSGIWW8LI+]Q
+VSYTMWEKSSHGEWIWXYH]SJ[LEXMXPSSOW
PMOI[LIR]SYKIXMXVMKLX

A

John Treharne

Phoenix invested
in The Gym Group
back in 2013

David Burns
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Nicholas
Batram
Travel & leisure
analyst, Peel Hunt

7

KH,32RI7KH*\P*URXSLVDQ
important milestone for the health
DQGʛWQHVVLQGXVWU\JRLQJIRUZDUG
*RLQJEDFNRU\HDUVKHDOWKDQG
ʛWQHVVFOXEVZHUHDYLEUDQWSDUWRIWKH
stock market, with north of a dozen listed
FRPSDQLHV,QWKHHDUO\VFRPSDQLHV
left the market – either through takeovers or fails – so the stock market
KDVEHHQZLWKRXWDKHDOWKDQGʛWQHVV
operator for close to a decade.
7KH*\P*URXSWHDPLVYHU\
experienced and has been very disciplined
LQWKHUROORXWRIWKHEUDQG7KDWZDVWKH
Achilles heel of a number of operators
looking back: they became ill-disciplined as
far as the property side was concerned.
7KH*\P*URXSWLFNVWKHER[HVRI
being a disruptive business model within
a sector of the market that’s showing
good structural growth, and where
management has a lot of experience
DQGLVWUXVWHG7KHORZFRVWPRGHOLV
GHʛQLWHO\IXHOOLQJJURZWKDQGEULQJLQJQHZ
FRQVXPHUVWRWKHLQGXVWU\,I\RXORRNDW
WKHOHYHORISRWHQWLDOJURZWKLQ7KH*\P
*URXSLWȷVYHU\H[FLWLQJ

Gareth Jones
Head of leisure,
Mazars

W

e believe the successful
ʜRWDWLRQRI7KH*\P
*URXSLVOLNHO\WRJDOYDQLVH
competitors within the low-cost gym
sector into possible similar action. As the
LQGXVWU\LVUDSLGO\H[SDQGLQJVLJQLʛFDQW
inward investment is required to retain
previous levels of market dominance.
7KH*\P*URXSWKURXJKWKHUDLVLQJRI
ePQRZKDVVXʡFLHQWUHVRXUFHVWR
continue with a policy of expansion.
7KHVXFFHVVRIWKLV,32ZHEHOLHYHLV
UHSOLFDEOHE\FRPSDUDEOHRʞHULQJV$V
seen in this case, the expansion of the
30

The Gym Group has been very disciplined in the roll-out of its brand
Our clients who are looking to invest
are looking for decent growth stories,
decent management, decent returns and
a real belief that they’re in an area of the
market where they can see real delivery

company in recent years, combined with
optimistic projections for sector growth,
have allowed for a company valuation
ERWKEHQHʛFLDOWRFXUUHQWDQGIXWXUH
LQYHVWRUVȲKHQFHWKHVXFFHVVRIWKH,32
And for any mid-market health clubs
that don’t have a low-cost or high-end
RʞHULQJEXWWKDWZRXOGOLNHWRFRQVLGHUDQ
,32"$Q\RSHUDWLRQZLWKDVWURQJSURGXFW
stands a good chance of being successful
within the capital markets; product
RʞHULQJLVSDUDPRXQW
7ZRPDLQDGYDQWDJHVRIDQ,32DUHWKH
raising of capital and the introduction of
more shareholder liquidity. A disadvantage
is the increase in compliance costs to meet
UHJXODWRU\UHTXLUHPHQWV7KHVHDVSHFWV
inter alia, should be taken into account
EHIRUHDQ,32LVHPEDUNHGXSRQ O

healthclubmanagement.co.uk February 2016 ©Cybertrek 2016

coming through over the medium term.
You have to be 100 per cent committed
to being a publicly listed company, and the
most important thing is that it’s not the
end of the journey – it’s the beginning.

Any operation with
a strong product
stands a good
chance of being
successful within
the capital markets
Gareth Jones

UNLIMITED FITNESS, ONE SMART KIOSK
Businesses around the world are choosing Fitness On Demand™ to deliver premium group fitness classes to their
users. Our products are the perfect addition to fitness facilities, schools, hotels, and more. You can turn the
most limited space into a vibrant room with a dynamic workout experience. It’s easy to manage—you can
pre-schedule classes to play at designated times and allow guests on-demand access. Contact us today to get started!

OPTIMIZE SPACE

STREAMLINE OPERATIONS

UNPARALLELED VARIETY

Increase room usage with
vast schedule flexibility.

Utilize labor, management,
and program resources.

More formats, class times,
and popular titles.

£
www.fitnessondemand247.c o.uk | 020.3769.5747
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INTERVIEW

Jonathan
Fisher

The group CEO of Holmes Place talks to Kate Cracknell about its new Evo
gym-only concept, the importance of brand identity, and a possible return to the UK

B

outique can’t just
be to do with size,
design or price,”
says Jonathan
Fisher, group CEO of Holmes Place. “A
JUHDWERXWLTXHʛWQHVVRʞHULQJKDVWR
stand on an idea, an approach to exercise,
WKDWUHDOO\HQJDJHVSHRSOH,WQHHGVbD
very distinct story and philosophy.
“That’s been done with group exercise,
but I’m not aware of it having been done
ZLWKDJ\PRʞHULQJEHIRUHVRWKDWȷVZKDW
we’ve set out to do.”

SHARING EXPERTISE

The spark of the boutique gym idea came
a couple of years ago, after Holmes Place
FKLHIPDUNHWLQJRʡFHU6HDQ7XUQHUZHQW
to Norway to see the founders of Evo
Fitness (see HCM Oct 13, p30).
Ⱥ:KDW6HDQVDZLQ(YR)LWQHVVZDVD
very strong model, but also the potential
to build on it and take it even further,”
VD\V)LVKHUȺ6SHFLʛFDOO\ZHIHOWWKHUH
was an opportunity to overlay an idea, a
EUDQGSKLORVRSK\bDQGWKLVʛWWHGSHUIHFWO\
with the vision I already had: for a gym
where people learnt to move skillfully.”
Holmes Place therefore entered into
a licensing agreement with Evo Fitness
to roll out the brand across Europe – an
agreement that allowed Holmes Place to
build on the existing Evo model with its
own vision and philosophy (see p35).
But why, with such a clear vision – not
to mention expertise in building health
32

clubs – did Holmes Place even need
to partner with Evo? “We did look at
starting from scratch ourselves, but Evo’s
was a very robust commercial concept
ȲbXQGHUSLQQHGE\YHU\JRRGSHUVRQDO
training and IT structures – and was
something we were keen to buy into,”
says Fisher. “In fact, the work Evo had
done was the catalyst for me thinking
about this boutique convenience segment.
“We wanted to use so much of Evo’s
model that we decided, if they were
happy for us to take the brand where we
felt it needed to go, then we should do it.
And then, if they wanted to share in that
journey and take learnings back from us,
we’d be happy with that.
‘To their credit, that was the main
reason why they did it. They’ve been very
interested in what we’re doing and we’re
now seeing some of our philosophy – the
notion of skillful human movement –
being worked into their existing clubs.”

EVO EXPANSION

The obvious question, given Holmes
Place’s long track record in high-end,
full-service health clubs is: why venture
into this new gym-only arena?
“It’s always nice to start something
from fresh. It gives you huge scope
to be innovative, creative, bold,” says
Fisher. “When you have 35 years
of culture and 80 clubs, as we do
with Holmes Place, that’s quite a big
organisation to bring change to.
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“The other reason is that Holmes
Place is a big model – each new club
requires a lot of investment, planning and
preparation. We’re growing organically,
but no more than one or two clubs a year.
“In the meantime, we’re seeing areas
of the industry that are growing very
rapidly. That’s exciting from a commercial
perspective and we wanted to be part of it.
“But we’re not interested in a quick
win. We’ll only go into businesses
where we feel we can bring something
JHQXLQHO\GLʞHUHQWȲbZKHUHRXUPRGHO
will be sustainable and with a unique
competitive advantage for the mid- and
long term. All of which takes us back to
the importance of creating an identity –
not just from a brand perspective but
also from a content perspective. I believe
Evo absolutely delivers on that.”
7KHQHZ(YRRʞHULQJLVQȷWEHLQJ
positioned as a Holmes Place sub-brand,
but rather as a standalone business.
“I think we’ve been guilty of trying to
stretch the Holmes Place brand too much,
taking it in directions it didn’t really belong,”
acknowledges Fisher. “We didn’t take it too
IDUEXWIRUH[DPSOHZHKDGSXUHO\ʛWQHVV
focused clubs and a few smaller footprint
locations where we couldn’t deliver the full
Holmes Place wellbeing experience.
“About two or three years ago we
recognised this and decided to take a step
back. You can’t stand for everything – you
have to stand for something – and we’ve
taken time out to distil the essence of

If we’d positioned Evo as a
Holmes Place sub-brand, it
would have limited what Evo
could become and confused
what Holmes Place stands for
Jonathan Fisher
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INTERVIEW JONATHAN FISHER

what Holmes Place is about and make
sure we don’t dilute that in any way.
Holmes Place is about relaxation and
lifestyle and urban sanctuary. It’s for a
more mature market and it’s about being
FRPIRUWDEOHȲbEHLQJZHOOEXWHQMR\LQJ
yourself in the process.
Ⱥ0HDQZKLOH(YRLVYHU\GLʞHUHQWZLWK
tremendous personality and its own sense
of purpose. It’s a performance brand
for committed exercisers who want to
develop skills for the outside world. If we’d
SRVLWLRQHGLWDVD+ROPHV3ODFHVXEEUDQGLW
ZRXOGKDYHEHHQWKHZRUVWRIERWKZRUOGV
limiting what Evo could become and also
confusing what Holmes Place stands for.”
And the rationale seems to be paying
Rʞ6SHFLʛFʛJXUHVDUHRʞWKHUHFRUGEXW
the Geneva club broke even very quickly
and a strong roll-out is now planned: Evo
ZLOOH[SDQGDFURVV*HUPDQ\$XVWULDDQG
6ZLW]HUODQGE\4ZLWKDIRFXVRQ
FLWLHVOLNH%HUOLQ'XVVHOGRUI)UDQNIXUW
9LHQQDDQG=XULFKȺ,QIDFWZHȷUHDERXW
WRGRDMRLQWYHQWXUHZLWK$XFWXVȲDYHU\
VXFFHVVIXOSULYDWHHTXLW\ʛUPLQ*HUPDQ\
– to expand both Evo and Holmes Place in
WKDWPDUNHWȻVD\V)LVKHU
And other markets are on the table too:
“We’ve taken the Evo licence for the whole
RI(XURSHRWKHUWKDQ6FDQGLQDYLDDQG
5XVVLD6RPHPDUNHWVZHȷOOGRRQRXURZQ
RWKHUVZHȷGSRVVLEO\ORRNWRMRLQWYHQWXUH

The Holmes Place brand is about ‘relaxation and lifestyle and urban
sanctuary’, and is designed with a more mature market in mind
“We haven’t really made decisions around
WKDWIRUWKHPRPHQWEXWIRUH[DPSOHLQ
markets we’re not currently in – such as
)UDQFHDQG,WDO\ȲZHPLJKWORRNWRʛQGD
local partner. We’ve also agreed with the
1RUZHJLDQVWKDWIRUWKHELJPDUNHWVȲWKH
8.86-DSDQ&KLQD%UD]LO,QGLD$XVWUDOLD
ȲbZHȷOOMRLQWYHQWXUHZLWKWKHP

“I also think we’re coming up with
VRPHWKLQJWKDWZLOOEHVRZHOOGHʛQHGLW
will be a great franchise model. We’re
looking to franchise in the second half
RIWKLV\HDURQFHZHȷYHʛQHWXQHG
the concept and all of its training
PHWKRGVZLWKRQHRIWKHPDUNHWVZHȷUH
SDUWLFXODUO\LQWHUHVWHGLQEHLQJ-DSDQȻ

At its core, Evo is a
performance brand for
committed exercisers
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About Evo Geneva
HCM editor Kate Cracknell takes a look around the new Evo Europe club

W

KHQ\RXʛUVWJRLQWRWKH
(YR(XURSHFOXEȲbZKLFK
opened in Geneva,
Switzerland, in March
2015 – you’re immediately struck by
the similarities it has to its sister clubs
WKURXJKRXW6FDQGLQDYLD
At 600sq m, the club is the same size
DVWKHʜDJVKLSVLWHVLQ1RUZD\DQG
the RFID access is part of the same
hi-tech IT infrastructure developed by
the Evo founders for the Scandinavian
FOXEV,QGHHGWKLVZDVRQHRIWKHELJ
draws for the Holmes Place team,
ZKLFKUHFRJQLVHG,7ȷVYLWDOUROHLQWKH
FRPPHUFLDOVXFFHVVRIWKH(YRPRGHO
7KHVWDʞOLJKW37KHDY\PRGHORIWKH
RULJLQDOFOXEVLVDOVRHYLGHQWȲDVLVWKH
KLJKGHJUHHWRZKLFK37VIHHORZQHUVKLS
RIWKHFOXELQWHUDFWLQJZLWKPHPEHUV
DQGJHQHUDOO\NHHSLQJDQH\HRQWKLQJV
$V\RXFRPHWKURXJKWKHGRRUWKH
VDPHVKHOYLQJXQLWVDUHLQSODFHWRVWRUH
outdoor shoes, which aren’t allowed
LQWKHJ\P7KHVDPHURXQGVRIDV
add a sense of welcome to the entry
VSDFH&OXEUXOHVȲJ\PHWLTXHWWHDQG
FRQVLGHUDWLRQIRURWKHUPHPEHUVȲbDUH
QRWHGRQWKHZDOOVDQGWKHFKDQJLQJ
rooms are minimal, with plenty of
ORFNHUVRQWKHJ\PʜRRU1HLWKHU
DUHWKHUHDQ\JURXSH[HUFLVHFODVVHV
DOWKRXJKWKHUHLVVRPHVPDOOJURXS37
But what the Holmes Place team
has done is take the already successful

&KDQJLQJURRPVDUHPLQLPDOZLWKPDQ\ORFNHUVRQWKHJ\PʜRRU
Evo model and add another conceptual
layer that helps it stand out from the
FURZGȲDOD\HUWKDWȷVDOORZLQJWKH
6ZLVVRSHUDWLRQWRFKDUJHDSUHPLXP
FRPSDUHGWRWKH1RUZHJLDQFOXEV
7KDWOD\HULVWKHʛWQHVVFOXEȷV
SKLORVRSK\DQGUDLVRQGȷHWUHPDVWHULQJ
movement that’s skillful, purposeful
and playful – movement that’s both fun
and that will support people in their
HYHU\GD\OLYHVDQGDFWLYLWLHV
Fitness director Kesh Patel is the
PDQEHKLQGWKHGHWDLOȺ,ZURWHD
book on this – The Complete Guide to
Bodyweight Training,ȻKHH[SODLQVȺ,WDNH
WKHDSSURDFKRIZRUNLQJZLWKSHRSOHDV
if they were four years old, when they
QDWXUDOO\PRYHGLQWKLVZD\

The fourth room at Evo Geneva is dedicated to bodyweight training

Ⱥ,WȷVDOODERXWIXQGDPHQWDOPRYHPHQW
patterns and we build up from the
JURXQGȲbIURPWKHLUIHHW3HRSOHWUDLQ
HYHU\SDUWRIWKHLUERG\EXWWKH\IRUJHW
WKHLUIHHW7KDWȷVWKHRQHSDUWWKDWȷVLQ
FRQVWDQWFRQWDFWZLWKWKHJURXQGVR
\RXUVWUHQJWKKDVWRFRPHIURPWKHUH
Ⱥ:HȷUHQRZIRUPDOLVLQJRXUSKLORVRSK\
into an approach called EvoMove,
which all our PTs will be trained in via
DZHHNORQJ(YR$FDGHP\IRXQGDWLRQ
FRXUVH:HZDQWWRHQVXUHRXU37VDUH
SUHPLHUVKLSTXDOLW\Ȼ
Split into four separate rooms, the
OD\RXWDQGRʞHULQJUHLQIRUFHVWKH
FRQFHSW7KHʛUVWURRPLVGHOLEHUDWHO\
more familiar: a cardio area supplied by
3UHFRU&RQFHSWDQG7RPDKDZN,&
3DWHODFNQRZOHGJHVWKDWVRPHPHPEHUV
PD\QRWHYHQYHQWXUHEH\RQGWKLVDUHD
Those who do will move to a
UHVLVWDQFHDUHDNLWWHGRXWH[FOXVLYHO\
ZLWK7HFKQRJ\P.LQHVLVDQG.LQHVLV
VWDWLRQVWKHUHDUHQRʛ[HGUHVLVWDQFH
PDFKLQHVLQWKHFOXE(YHU\RQHKDVDQ
induction on the kit, and instructional
YLGHRVDUHDOVREHLQJGHYHORSHG
The third room is a performance area
RʞHULQJIUHHZHLJKWVDQGEHQFKHVȲEXW
QRWKLQJRYHUO\KHDY\DVLWȷVDOODERXW
correct technique – as well as a sprint
WUDFNDQGDUXQQLQJODELQFOXGLQJD
SODQWDUSODWHIRUIRRWDQDO\VLV
7KHʛQDOURRPLVZKDW3DWHOFDOOV
ȶWKHSOD\JURXQGȷ1RIUHHZHLJKWVȲbLWȷV
ERG\ZHLJKWRQO\ȲZLWKDVWULSSHGGRZQ
2FWDJRQULJ75;J\PQDVWLFULQJVZDOO
EDUVDQGDWUDYHUVHZDOO
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INTERVIEW JONATHAN FISHER

,KDYHDQRYHUZKHOPLQJVHQVHRI
FRQFHUQWKDWORZFRVWLVJRLQJWR
WXUQLQWRDUHDOO\UHGRFHDQDQG,
UHDOO\ZRXOGQȷWZDQWWREHWKHUH

ICON is an image-focused brand for Millennials, run by Millennials

A RETURN TO THE UK?
7KH8.LVDOVRRQKLVKLWOLVWȲbZKLFKLV
LQWHUHVWLQJJLYHQWKDW+ROPHV3ODFHVROG
its UK estate in 2006. “The UK is very
appealing,” says Fisher. “I think it’s almost
WLPHIRUXVWRUHWXUQWRWKDWPDUNHWȲbQRW
MXVWZLWK(YREXWZLWK+ROPHV3ODFHWRR
Ⱥ,GRQȷWZDQWWRWU\DQGZUHVWOHPDUNHW
VKDUHDZD\IURPRWKHURSHUDWRUVE\
IRUFHȲbDV,VDLGEHIRUHZHRQO\JR
LQWRPDUNHWVLIZHIHHOZHȷUHDEOHWR
EULQJVRPHWKLQJVXVWDLQDEO\GLʞHUHQW
WRWKHWDEOHȲEXW,IHHOWKDWWKHUHȷVDQ
RSSRUWXQLW\IRUERWKEUDQGVLQWKH8.Ȼ
)LVKHUFRQFOXGHVȺ,QWHUPVRI(YR
WKRXJKȲbQRWMXVWLQWKH8.EXWDURXQG
WKHZRUOGȲ,FDQȷWHYHQFRQFHSWXDOLVH
KRZELJLWFRXOGEH,VHHLWDVDQHZ
FDWHJRU\ȲbRQHWKDWȷVUHOHYDQWIRUDQ\
PDWXUHPDUNHW,WFRXOGEHKXJH,WȷVDOVR
HDV\WRH[SDQGDVDEXVLQHVVPRGHO7KH
ʛQDQFLHUVOLNHLW7KHPHPEHUVOLNHLW
Ⱥ,WKDVVFLHQFHȲLQLWV,7SODWIRUPDQG
LQDVPXFKDVWKHVXPVDGGXSȲDQGLW
KDVVRXOLQLWVWUDLQLQJSKLORVRSK\,FDQ
HDVLO\VHHLWDGGLQJȲSHUFHQWWRRXU
WXUQRYHURYHUWKHQH[WʛYH\HDUVȻO
36

&UHDWLQJDQLFRQ

A

s if the roll-out of Evo weren’t
enough to keep Fisher and his
team busy, Holmes Place has
also created another brand: Icon.
Launched in Poland, the premium
ORZFRVWRʞHULQJKDVEHHQGHVLJQHG
VSHFLʛFDOO\ZLWK0LOOHQQLDOVLQPLQG
“It’s amazing how many businesses
start without thinking about who their
target market is,” says Holmes Place
group CEO Jonathan Fisher. “We
VWDUWHGZLWK0LOOHQQLDOVDVRXUIRFXV
DQGEXLOWDEUDQGDQGRʞHULQJWKDW
UHʜHFWVWKHLUYDOXHVDQGDVSLUDWLRQV
It’s centred around group exercise,
around looking good. It has great
music and high energy and at its heart
LWȷVDERXWEHLQJFRQQHFWHGȲbDERXW
belonging and about meeting people.
“It’s also aspirational. In the lowcost sector, you’re always going to be
very vulnerable to anyone who’s able

healthclubmanagement.co.uk February 2016 ©Cybertrek 2016

to charge that little bit less. I have an
overwhelming sense of concern that
low-cost is going to turn into a really
red ocean, and I really wouldn’t want
to be there. We decided, if we were
going to do lower-cost, we’d do it in
a way that would be sustainable. This
means we’re able to charge around 20
per cent more than the true low-cost
operators in the market.”
From the one club currently open,
another eight will open in Poland in
2016 – and although originally intended
for that market only, Fisher is now
looking at other options: “The brand
is so cool and so good that it probably
should go elsewhere. It could work in
Barcelona, for example, or Berlin.”
Does he worry that what’s cool with
0LOOHQQLDOVWRGD\ZLOOEHXQFRROQH[W
week? “No, because I’m not running it!
:HKDYH0LOOHQQLDOVOHDGLQJWKLVEUDQGȻ

The Star Trac Studio series indoor cycles combine user-focused features, best-inclass biomechanics and popular features for riders of all shapes, sizes and abilities.
From the indoor cycling leader in bike design, manufacturing and rider satisfaction.
For more information visit startrac.com/studiocycles

At Core Health & Fitness, when we brought together ﬁtness brands to build our company,
we settled for nothing but the best. Four iconic brands that pioneered entire categories and
whose machines are still the ones members ask for by name. Today, we’re committed to
continuing the tradition that started decades ago - and that’s greatness you can feel good
about building your business on.

©2015 Core Health & Fitness LLC. All rights reserved. Star Trac, the Star Trac logo and StairMaster
are registered
of Core Health & Fitness, LLC.
Schwinn
©Cybertrek
2016trademarks
healthclubmanagement.co.uk
January
2016
and Nautilus are registered trademarks of Nautilus Inc. used under license to Core Health & Fitness LLC.
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Fitness Foresight™ 2016
The Health Club ManagementWHDPORRNVDWHPHUJLQJWUHQGVDQGLQʜXHQFHV
DQGLGHQWLʛHVRSSRUWXQLWLHVIRULQGXVWU\JURZWKDQGGLYHUVLʛFDWLRQ

THE NEW WEARABLES
INVISIBLES
$VZHDUDEOHWHFKQRORJ\LQQRYDWRUVDQGDFWLYLW\DSSGHYHORSHUVVXFKDV8QGHU
$UPRXU-DZERQH)LWELWDQG6WUDYDEDWWOHIRUPDUNHWVKDUHWKHQH[WSKDVHRI
DFWLYLW\DQGZHOOQHVVPRQLWRULQJLVDOUHDG\EHLQJSURWRW\SHGEHKLQGFORVHGGRRUV
:HZLOOPRYHIURPDWLPHRIZHDUDEOHVWRDQHZHYROXWLRQLQERG\FRPSXWLQJ
WKHDJHRILQYLVLEOHVZKHQVHQVRUVDUHLQWHJUDWHGLQWRWKHERG\WRJLYHD
FRQWLQXRXVGDWDVWUHDPDQGHVWDEOLVKDFRPSOHWHSLFWXUHRIZKDWȷVJRLQJRQZLWK
RXUKHDOWKUDWKHUWKDQVLPSO\PHDVXULQJDQGUHSRUWLQJRQRQHDVSHFWRILW
,QYLVLEOHVZLOOHQDEOHXVWRPRUHDFFXUDWHO\XQGHUVWDQGDQGGLDJQRVHGLVHDVH
DQGLQWXUQWRHVWDEOLVKEHWWHUPHWKRGVRISUHYHQWLRQDQGDGKHUHQFHWRZHOOEHLQJ
SURJUDPPHVWKURXJKOLIHVW\OHFKDQJH7KH\ȷOODOVRUHWXUQXVWRDPRUHQDWXUDO
VWDWHE\UHPRYLQJWKHQHHGWRFDUU\DURXQGLQWUXVLYHGHYLFHV

The next generation
of trackers won’t be
wearable; they’ll be
inside the body

1,*+72:/6

PERSONAL TOUCH

AROUND THE CLOCK FITNESS

DNA TESTING

0DQ\ORZFRVWFOXEVDOUHDG\RSHQȲEXWZLWKRSHUDWRUVLQFUHDVLQJO\SUHVVXUHG
WRMXVWLI\WKHRYHUKHDGVRIWKHLUIDFLOLWLHVZHȷUHOLNHO\WRVHHPRUHKHDOWKFOXEV
ORRNLQJDWZD\VRIRSHQLQJWKHLUGRRUVWKURXJKRXWWKHQLJKW
:KHWKHUWKDWȷVE\UHWURʛWWLQJDFFHVVDQGVHFXULW\WHFKQRORJ\IRURYHUQLJKW
RSHUDWLRQRUHPSOR\LQJRQHRUWZRPHPEHUVRIVWDʞIRUDQLJKWVKLIWH[SHFWWRVHH
HYHQWKHODUJHUPLGPDUNHWFOXEVFRQVLGHULQJWKLVRSWLRQȲHVSHFLDOO\ZLWKYLUWXDO
FODVVHVQRZJRLQJPDLQVWUHDPDQGDOORZLQJIRUDGLYHUVHH[HUFLVHRʞHULQJWREHPDGH
DYDLODEOHWRFXVWRPHUVDURXQGWKHFORFN

The public now expects personalisation:
this is a generation of consumers who
DUHQȷWVDWLVʛHGLIWKH\ȷUHQRWUHFRJQLVHG
WUDFNHGSHUVRQDOO\FDWHUHGIRU
)RUJ\PVWKDWGRHVQȷWRQO\PHDQ
SHUVRQDOLVHGPDUNHWLQJ VHHEHDFRQ
WHFKQRORJ\S ,WDOVRPHDQV
SHUVRQDOLVHGZRUNRXWVZKLFKZLOOEH
WDNHQWRWKHQH[WOHYHOE\'1$WHVWLQJ
ȲSURJUDPPHVWDLORUHGWRWKHJHQHWLF
PDNHXSRISHRSOHȷVERGLHV
7KLVWHFKQRORJ\LVDOUHDG\EHFRPLQJ
PDLQVWUHDPȲWKHDQG0HVHUYLFHLV
available from UK high street chemist
6XSHUGUXJȲVRZHDUHQȷWIDUIURPD
time when all workouts will be bespoke
WRLQGLYLGXDOVȷVWUHQJWKVZHDNQHVVHV
QXWULWLRQDODQGUHFRYHU\QHHGV

More and more gym
operators will start to
look at opening 24/7
38
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Personalised workouts
based on DNA will boost
results for members

THE SHARING ECONOMY
CREATING EXPERIENCES
)RUWKH0LOOHQQLDOJHQHUDWLRQZKDWPDWWHUVLVQȷW
RZQLQJVWXʞȲLWȷVH[SHULHQFLQJWKLQJV
Ⱥ6KDUHDEOHH[SHULHQFHVDUHWKHQHZVRFLDO
FXUUHQF\ȻVD\VFRQVXPHUEHKDYLRXUDOLVW.HQ+XJKHV
&(2RI,UHODQGȷV*ODFLHU&RQVXOWLQJȺ,WȷVDOODERXW
FUHDWLQJWKLQJVIRU\RXUFXVWRPHUVWRGRWKDWWKH\
FDQWKHQWDONDERXWRQVRFLDOPHGLDȻ
)LWQHVVOHQGVLWVHOIZHOOWRWKLVPLQGVHWHYHQWVOLNH
&RORU5XQDQG7RXJK0XGGHUDUHJRRGH[DPSOHV%XW
WKHUHȷVVSDFHIRUTXLUNLQHVVWRR2XWVLGHRIWKHʛWQHVV
VHFWRU-Dʢ
HFKXWHVȲDEXVLQHVVEDVHGLQ0HOERXUQH
$XVWUDOLDȲPLJKWSURYHQRWWREHDQHQGXULQJEXVLQHVV
PRGHOEXWLWȷVFDXJKWWKHDWWHQWLRQIRUQRZRUGHU
\RXU-Dʢ
H WRDVWHGVDQGZLFK WXUQXSDWDP\VWHU\
ORFDWLRQDQGVWDQGRQWKH;DQG\RXU-Dʢ
HZLOOʜRDW
GRZQRXWRIWKHVN\RQLWVRZQOLWWOHSDUDFKXWH
)RUZDUGWKLQNLQJʛWQHVVEXVLQHVVHVZLOOVWDUWFUHDWLQJ
VKDUHDEOHH[SHULHQFHVIRUWKHDOOLPSRUWDQW0LOOHQQLDO
PDUNHWȲDQGNHHSFRPLQJXSZLWKQHZH[SHULHQFHVWR
NHHSWKHVRFLDOPHGLDVWUHDPIUHVK

Experiences such as
the Color Run, which
can be talked about on
social media, are what
engages Millennials

SOFTWARE IS KING
CONTINUOUS UPGRADES
We believe 2016 could be the year
ZKHQʛWQHVVHTXLSPHQW5 'EHJLQVWR
IRFXVDVPXFKRQVRIWZDUHDVRQWKH
SK\VLFDOHTXLSPHQWLWVHOI
0XFKDVWKHEXONRIWKHL3KRQHȷV
IXQFWLRQDOLW\FRPHVIURPLWVDSSVVR
J\PHTXLSPHQWZLOOODUJHO\EHGULYHQ
E\WKHVRIWZDUHWKDWVXSSRUWVLW
5HJXODUUHPRWHXSGDWHVZLOOHQVXUH
HTXLSPHQWNHHSVSDFHZLWKWKHODWHVW
GLJLWDODGYDQFHVȲDQGDOOLQDYHU\FRVW
HʞHFWLYHPDQQHUIRUWKHRSHUDWRU
3KLOOLSS5RHVFK6FKODQGHUHUIRXQGHU
DQG&(2RIH*\PVD\VȺ:LWKWKH
FRQVWDQWDGYDQFHPHQWRIWHFKQRORJ\ZH
VHHWKDWKDUGZDUHLVODUJHO\EHFRPLQJ
WKHFRQGXLWIRUHYHUXSGDWHGVRIWZDUHȻ
2QHRIWKHELJJHVWEHQHʛWVKHDGGV
LVWKDWGDWDGULYHQJ\PNLWZLOOSURYLGH
XQSUHFHGHQWHGLQVLJKWVLQWRPHPEHUVȷ
EHKDYLRXUSDWWHUQV

In gyms, hardware
will become the
conduit for everupdated software

©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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PERSONALISATION
BEACON TECHNOLOGY
As beacon technology moves towards
the mainstream, clubs can prepare for a
new era of personalised communication
with customers and prospects.
Beacons precisely know, within
inches, where a consumer is – and this
information combines with prior search
histories and other user information
to provide targeted recommendations,
LQIRUPDWLRQDQGRʞHUV
:HȷUHOLNHO\WRVHHVRPHSXVKEDFN
from customers who feel their personal
space is being invaded. However,
Millennials in particular are open to
being tracked geographically, provided
immediate, personalised services are
the result; Mintel research shows that
SHUFHQWRI8.WR\HDUROGV
would be willing to give brands they like
DFFHVVWRWKHLUȶUHDOWLPHȷORFDWLRQWR
UHFHLYHPRUHUHOHYDQWRʞHUV
If operators can educate people about
WKHEHQHʛWVRIEHDFRQWHFKQRORJ\
DQGGHPRQVWUDWHWKHVSHFLDOEHQHʛWV
they would get from their use, the
opportunity to improve customer
relationships through higher levels of
SHUVRQDOLVDWLRQLVVLJQLʛFDQW

Beacons know within
inches where users are,
so you can precisely
target your marketing

ON A HIGH

OPEN RELATIONSHIPS

THE GROWTH OF TRAMPOLINING

AN END TO CONTRACTS?

Fitness should be fun. That’s a statement most would agree with in principle,
but thus far little has been done to really deliver on it. Now that’s changing
ZLWKWKHDUULYDORIWKHWUDPSROLQLQJPHJDSDUNV
7UDPSROLQLQJFHUWDLQO\GHOLYHUVʛWQHVV1$6$UHVHDUFKVKRZVWKDWPLQXWHV
of bouncing is a better cardiovascular workout than 33 minutes of running. It’s also
XQGHQLDEO\IXQZKHWKHU\RXJRIRUWKHIXOOVL]HWUDPSROLQHVDUHERXQGLQJFODVVRUD
GRGJHEDOOJDPH$QGDVIUHHUXQQLQJIRXQGHU6«EDVWLHQ)RXFDQH[SODLQVLWȷVQRWMXVW
about kids but adults too: “People want freedom. They want escapism. They want
an activity that’s fun and social and that isn’t going to feel like a chore after work.”
([SHFWWRVHHDKXJHERRPLQWKLVVHFWRULQ

Research by UK trade association
ukactive recently found that gyms and
KHDOWKFOXEVVROHO\RʞHULQJʛ[HGWHUP
contracts saw an average membership
length of 11.2 months, while gyms
RʞHULQJPRUHʜH[LEOHRSWLRQVDORQJVLGH
ʛ[HGFRQWUDFWVVDZDPRQWK
average. Far from being an impediment
WRPHPEHUUHWHQWLRQLWVHHPVʜH[LELOLW\
is fast becoming a driver of loyalty.
The younger generations in particular
no longer want to belong to just one
gym. As The Futures Company points
out: “To win with those aged under
30, gym owners must embrace –
even encourage – a certain degree of
promiscuity of membership.”
It’s important to understand that in
the new consumer mindset, customers
aren’t being disloyal if they don’t only
use your gym; operators need to play to
their strengths to ensure they stay in the
H[HUFLVHPL[EXWDWWKHVDPHWLPHDFFHSW
WKDWȶPL[LQJDQGPDWFKLQJȷLVWKHQRUP
The boutique studios have recognised
WKLVZLWKWKHLUFRPPLWPHQWIUHHȶSD\SHU
FODVVȷVHWXSDQGQRZRWKHUKHDOWKFOXE
operators must follow suit.

Trampolining gives a great
CV workout – but just as
importantly, it’s great fun

40
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LEARNING
FROM NATURE

The nonLin/Lin Pavilion
in France has been
designed to emulate the
morphology of coral

BIOMIMICRY
Increasingly architects and designers are
turning to nature for inspiration – not just for
the way buildings look, but also the way they
function. Biomimicry – the act of applying
biological principles to design – hasn’t made
its way into mainstream health clubs… yet.
But we see it as the next step for a sector
that’s already embracing sustainable and
wellness-focused properties, and that’s
already taking steps in the right direction.
CLADmag – a sister magazine to Health
Club Management – outlined a number of
striking examples of biomimicry in the leisure
industry, including thermo-metal cladding
that ‘breathes’ like skin to heat or cool a
EXLOGLQJDQGVXSHUHʡ
FLHQWVRODUSDQHOV
PRGHOOHGRQEXWWHUʜ\ZLQJV
In France, the nonLin/Lin Pavilion –
consisting of perforated aluminium sheets
WKDWFDQEHUHSOLFDWHGLQʛQLWHO\ȲHPXODWHV
the morphology of coral. Meanwhile, Rome’s
Jubilee Church uses self-cleaning cement
that’s inspired by photosynthesis.
In New York, David Benjamin’s Hy-Fi art
installation is built from fungus, hemp and
corn stalk bricks, which grew naturally into
shape. To read more about this topic, see
CLADmag: http://lei.sr?a=W1T2p

82 per cent of
regular gym
exercisers work
out at home too

THE ‘ALWAYS ON’ CONSUMER
AT-HOME FITNESS
As technology continues to create more and more opportunities
to work out away from the gym, expect to see a shift in health
club operators’ mindset – away from ‘our business is our club’ and
towards ‘our business is getting people active’.
The ‘always on’ consumer wants to work out when and where
they choose; clubs must recognise this or lose out to apps and
online gyms. And with recent Nielsen/Les Mills International
research showing that 82 per cent of regular gym exercisers also
work out at home, it’s clear that operators can expand their
RʞHULQJZLWKRXWFDQQLEDOLVLQJWKHLURZQEXVLQHVV
Virtual at-home classes are one great way of reaching into the
homes of members and non-members alike. The technology is
already out there – Les Mills On Demand and Wexer Streaming, for
example – and now individual operators are getting in on the act.
In Asia, the Pure Group has developed mypureyoga.com – free
virtual classes for members and non-members – while in Finland,
EasyFit has created virtual at-home classes for seniors: chair-based
sessions for those not inclined or not able to attend a gym. In the
UK, celebrity PT Matt Roberts has launched Body.Network, which
KDVEHHQGXEEHGȶ7KH1HWʜL[RI)LWQHVVȷ
At present, libraries of pre-recorded classes are the norm. But
live streaming could be the next step, letting members remotely
join their favourite class when they can’t make it in person.
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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FRIEND OR FOE?

PHOTO: SHUTTERSTOCK.COM

Businesses like ClassPass – which sell memberships that
allow people to cherry pick classes across any participating
studios – hit the headlines in 2015.
For consumers, these businesses tick all the boxes: their
delivery against the consumer promise of convenience,
ʜH[LELOLW\DQGYDOXHLVXQTXHVWLRQDEOH
+RZHYHURSHUDWRUVDUHVWDUWLQJWRTXHU\KRZJRRG
these aggregator services are for their businesses. Pitched
DVDOHDGJHQHUDWLRQWRROPDQ\VWXGLRVDUHʛQGLQJWKDWWKH
middlemen’s customers never upgrade to full membership –
too tempting are the discounted rates and choice.
Expect to see a backlash from operators in 2016, with at
the very least the terms of engagement being renegotiated
ȲIHZHUFODVVHVRʞHUHGWRPLGGOHPHQFXVWRPHUVDWORZHU
levels of discount, and a club’s premium services made
available only to their regular members.

RESPECTING YOUR ELDERS

ON A MISSION

AGE-FRIENDLY DESIGN

BUSINESS WITH A PURPOSE

Accounting for around 450 million people, baby boomers are one of the most
LQʜXHQWLDOJHQHUDWLRQVLQWKHZRUOG
,QUHFRJQLWLRQRIWKLVWKH6LOYHU*URXSLQ$VLDRʞHUVDQ$)$XGLWWRROWKDWKHOSV
companies understand the needs of older consumers. CEO Kim Walker says: “A lot of
hotel wellness facilities aren’t age-friendly because they just haven’t given thought to it.”
,WȷVDERXWVXEWOHFKDQJHVDVZHOODVREYLRXVRQHVKHDGGV,IDQRQVOLSʜRRUORRNV
wet, for example, people still change the way they walk and are just as likely to fall.
“Also, when you enter a gym, you’re bombarded with instructions that most people
would struggle to remember, let alone older adults with cognitive issues. How can
you make everything simpler to understand?
UK-based LiveWire will open a facility in Q3 2016 that’s not only age-friendly but
DOVRGHPHQWLDIULHQGO\$ORQJVLGHDSSURSULDWHGHVLJQHOHPHQWVVWDʞDQGPHPEHUVRI
the community will be trained to understand the condition. It’s developing a number
of programmes too: walking classes and tai chi for early onset dementia groups, for
example. Expect more of this as the world’s population continues to age.

The right product, price – and even
good service – is no longer enough to
win customers’ loyalty. Expectations
have raced onwards and upwards, with
consumers looking for brands they feel
proud to be associated with. Indeed,
in GFK’s 2015 global survey of 28,000
consumers, 63 per cent said they only
buy products and services that appeal to
their beliefs, values or ideals.
Operators that are able to tap into
this – setting out a mission and social
purpose that members can identify
with – will create a strong sense of
community in their clubs, and with it
drive improved loyalty and retention.
:HKRSHZLOOVHHPRUHʛWQHVV
businesses follow the example of those
curated by the Gymtopia project, an
online library of companies whose
DOWUXLVWLFHʞRUWVKDYHHPEHGGHG
them at – and in – the hearts of their
communities (see www.gymtopia.org).

Is your facility agefriendly – maybe even
dementia-friendly – in its
design and programming?
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Will studios begin to limit the
number of classes being made
available to ClassPass users?
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Clubs like My Sportlady aren’t just a
gym, but a community hub too

PHOTO: SHUTTERSTOCK.COM

THE MIDDLEMAN BACKLASH

SOCIAL SCENE
FITNESS NIGHTS OUT
Working out is fast becoming the
new, healthy way of going out,
with clubs no longer just places to
H[HUFLVHȲLWȷVEHFRPLQJFRROWREHʛW
and well, and to be associated with
WKHULJKWʛWQHVVEUDQGV
7KLVWUHQGZDVNLFNHGRʞE\
classes like Zumba: ideally suited
to venues like nightclubs, these saw
groups of friends joining together
IRUIXQDVPXFKDVʛWQHVV
1RZWKHERXWLTXHVWXGLRVKDYH
taken it to a new level, with juice bars
to hang out in and retail zones selling
EUDQGHGDSSDUHOH[HUFLVHUVFDQTXLWH
literally wear their allegiance to their
workout tribe on their sleeve.
“It’s a badge of honour,” says
Barry’s Bootcamp chief executive Joey
Gonzalez. “People who do Barry’s are
so proud of it that they want to wear
a branded top, whether in class or
at Starbucks, to say to others ‘this is
who I am, this is how I work out, I’m a
part of this community’.”
But this is a challenge too, as it puts
gyms head to head with other leisure
options, from cinemas to pubs. The
ʛWQHVVVHFWRUKDVWROHDUQWRFRPSHWH
at a whole new level.

Working out is becoming
the new, healthy way of
going out with friends

EVERY DROP MATTERS
WATER SCARCITY
Global drought will make water an increasingly precious,
and indeed politically charged, commodity in 2016; while not
DOOFRXQWULHVZLOOEHGLUHFWO\DʞHFWHGE\ZDWHUVKRUWDJHV
consumer awareness of this issue will demand innovation and
new thinking in all markets.
We’ve already seen websites publicly naming and shaming
Hollywood stars with overly green lawns. Meanwhile praise
has gone to those doing their bit for the environment – actress
Charlize Theron, for example, who has emptied her swimming
pool and re-designed her garden with desert plants.
Health clubs may not need to empty their pools with
LPPHGLDWHHʞHFWȲEXWWKHUHDUHVRPHTXLFNZLQVIRU
RSHUDWRUV6HOOKLJKTXDOLW\PHWDOGULQNERWWOHVWRUHʛOODW
the water fountain, ensure showers are on timers, capture
UDLQZDWHURʞHUHFRIULHQGO\VKDPSRRDQGVKRZHUJHODQG
install water-saving devices in toilet cisterns. Then ensure your
members are aware of these actions.
As consumers respond favourably to brands that help
them be good global citizens, innovations in water sourcing,
recycling and conservation will be key.

Consumers will
demand innovations
in water conservation
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TRENDS REPORT

WILD AT HEART
ANIMAL MOVEMENT

Animal Flow classes – based
on bodyweight exercises – are
available at US gym chain Equinox

THE BIG GET BIGGER

,521/(9(/6

SECTOR CONSOLIDATION

HAEMOGLOBIN TESTING
:HȷUHOHGWREHOLHYHWKDWLURQULFKIRRGLVJRRGIRU\RX+RZHYHUUHVHDUFK
shows that too much iron in the system can be toxic and oxidising, and can
OHDGWRWKHGHYHORSPHQWRIDUDQJHRIGLVHDVHV
Post-menopausal women are especially vulnerable to high iron levels: as
PHQVWUXDWLRQHQGVLURQFRXQWVFDQFOLPEWROHYHOVWKDWDUHGHWULPHQWDOWRKHDOWK
With an ageing population, this presents opportunities for health clubs
WRRʞHUKDHPRJORELQWHVWLQJDQGDGYLFHRQWKLVLPSRUWDQWKHDOWKLVVXH7KH
VROXWLRQLVTXLWHVLPSOHWRRJLYHEORRG
Too much iron can be
toxic, but the solution
is simple: give blood

0HUJHUV DFTXLVLWLRQVZLOOFRQWLQXH
to be the name of the game in 2016 as
players across all sectors of the market
MRVWOHIRUSRVLWLRQDQGDOUHDG\
saw rising numbers of deals across
Europe – the acquisition of mid-market
/$ʛWQHVVE\8.ORZFRVWRSHUDWRU3XUH
Gym being of particular note in the latter
SDUWRIDQGZLWKDVDOHRI)LWQHVV
)LUVWOLNHO\LQWKHʛUVWKDOIRI
%XWLWLVQȷWMXVWDERXWWKHSULYDWH
VHFWRURSHUDWRUV7KHELJJHVWFKDQJHV
are likely to come in the UK trust sector,
as more small local trusts are swallowed
up into the mega-trusts like GLL and
3ODFHVIRU3HRSOH/HLVXUH:HFDQH[SHFW
more consolidation among the suppliers
WRRZHȷYHVHHQ3UHFRUDFTXLUH4XHHQD[
Pulse take on Trixter, and Life Fitness
GHYHORSDIDPLO\RIEUDQGV(YHQZKHUH
ZHȷUHQRWVHHLQJIXOODFTXLVLWLRQODUJHU
players are taking on distribution of
VPDOOHUEUDQGV0DWUL[)LWQHVVDQGH*\P
IRUH[DPSOH([SHFWWKHFOLPDWHWRJHW
HYHQWRXJKHUIRUVPDOOHUQLFKHVXSSOLHUV

ABOUT THE AUTHORS
Kate Cracknell is editor of Health Club Management magazine and the
Health Club Management Handbook. She previously worked
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Liz Terry has been writing about and analysing the global leisure
LQGXVWULHVVLQFH6KHȷV&(2RI/HLVXUH0HGLDZKLFK

as global account director for advertising agency J Walter

includes Health Club Management in its portfolio of
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Crawling on all fours, swinging from
EDUVOHDSLQJEHWZHHQREVWDFOHVZHȷUH
witnessing a growing trend towards
bodyweight movement classes inspired
E\WKHDQLPDONLQJGRP
Early arrivals include Australian
ZRUNRXW=88ȲRQRʞHUDW9LUJLQ
Active clubs – and Animal Flow classes
DW86J\PFKDLQ(TXLQR[2WKHU
FRQFHSWVLQFOXGH0RY1DWȲZKLFK
KDVDQXPEHURIDʡOLDWHGJ\PV
predominantly in the US but also in the
UK, Canada, Australia, New Zealand
and various European markets – and
3ULPDO0RYHZLWKQXPHURXVWUDLQHG
LQVWUXFWRUVDURXQGWKHZRUOG
All of the classes deliver a full-body
IXQFWLRQDOZRUNRXW&UXFLDOO\WKH\ȷUH
also great fun, helping participants to
UHGLVFRYHUWKHMR\RIPRYHPHQW
7KHUHȷVDORWPRUHLQQRYDWLRQWRFRPH
IURPWKLVFDWHJRU\

REVITALISE YOUR
GROUP TRAINING

Our groundbreaking SYNRGY360™ system has
revolutionised small group training, energised HIIT
spaces and inspired independent programmes.
Now it can incorporate multi-jungles to create even
more workout possibilities.
Life@LifeFitness.com
LifeFitness.co.uk/synrgy360 | 01353 666017
©2016 Life Fitness, a division of Brunswick Corporation. All rights reserved.
Life Fitness is a registered trademark of Brunswick Corporation.
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Active IQ Qualiﬁcation
Discover the opportunities available
to your students when you become
an Active IQ approved centre. We
will ensure you are fully prepared to
offer students everything they need
to start their careers in the active
leisure sector.

Connect with us
#activequaliﬁcations

Visit www.activeiq.co.uk/join
to become approved and get your ﬁrst 5 registrations free - quote ‘5REG15’
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breaking the

cycle
,WȷVWLPHWRJHWFUHDWLYHWRPDNH\RXUF\FOLQJRʞHULQJVWDQGRXW
Kate CracknellWDNHVDORRNDURXQGWKHZRUOGIRULQVSLUDWLRQ

TAKE YOUR TIME
Circadian Trust, UK
Circadian Trust has launched two
new long-format cycling classes.
7KHʛUVWLVDIRXUKRXUF\FOLQJ
rave, which will take place annually
ȲbRYHUSDUWLFLSDQWVSDLGe
each to take part in the inaugural
UDYHLQ1RYHPEHUZLWKPDQ\
also raising money for the British
+HDUW)RXQGDWLRQ0HDQZKLOH
hour sessions that replicate being
outside for a long ride – complete
with a screen showing footage of
the great outdoors – will form part
of the ongoing class timetable at
selected centres.

The four-hour
cycling rave will
take place annually

IN HOT PURSUIT

The Pursuit mixes solo and team tasks
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Equinox, US
7KH3XUVXLWE\(TXLQR[LVDQLPPHUVLYHH[SHULHQFHWKDWXVHVLQVWXGLR
JDPLQJDQGGDWDYLVXDOLVDWLRQWRGULYHFRPSHWLWLRQLQWKHFODVV(DFK
6FKZLQQELNHLVOLQNHGWRDOHDGHUERDUGZLWKWKHGDWDXVHGDVWKHEDVLV
IRUJDPHVDQGFKDOOHQJHV7KHUHDUHVRORDQGWHDPWDVNVSDUWLFLSDQWV
ZRUNWRJHWKHULQVRPHFDVHVDQGWU\WREHDWHDFKRWKHULQRWKHUV

S

W

O
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INDOOR CYCLING

MAKING A SPLASH
Aqua, New York City, US
$TXDRʞHUVXQGHUZDWHUF\FOLQJFODVVHV7KH
+\GURULGHUELNHVDUHLPPHUVHGLQDSRRODQG\RX
SHGDODJDLQVWWKHZDWHUUHVLVWDQFHZLWKZDWHUXSWR
WKHZDLVW0DLQO\WDUJHWLQJZRPHQZLWKVHVVLRQV
LQFOXGLQJFDQGOHOLWFODVVHVWKHUHDUHDOVR
VORWVRQWKHWLPHWDEOHIRUPHQRQO\

Hydrorider bikes
harness the power
of water resistance

TRI IT OUT
Barry’s Bootcamp /
Lululemon / BOOM Cycle
/DXQFKHGODVWPRQWK/RQGRQ
EDVHG8UEDQ75,LVDFRRSHUDWLYH
YHQWXUHEHWZHHQ/XOXOHPRQ
%DUU\ȷV%RRWFDPSDQG%220
&\FOH3DUWLFLSDQWVEHJLQDW
/XOXOHPRQRQWKH.LQJV5RDGIRU
DPLQXWHYLQ\DVDʜRZ\RJD
VHVVLRQEHIRUHWDNLQJWRWKHVWUHHWV
RI/RQGRQIRUDNWRXUOHGE\
%DUU\ȷV%RRWFDPS7KHODVWVWRS
LV%220&\FOHIRUDPLQXWH
SDUW\RQWKHELNHIROORZHGE\
KHDOWK\HDWVDQGWUHDWVb

UrbanTRi combines
yoga, a 10k run and
cycling in one event
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HIT YOUR RHYTHM
Studio RYT, California, US
Studio RYT Exhale is run by a husband and wife team
Ȳb7UDF\DQG6\OYL0DUWLQVȲZKHUHE\7UDF\UXQVWKH
F\FOLQJRʞHULQJ 5<7 DQG6\OYLWKHKROLVWLF([KDOHVLGHRI
the business. To add a bit of spice to his sessions, Tracy
– a former professional drummer – incorporates live
drumming into his Ride X classes. The RealRyder bikes
allow exercisers to pivot and lean as they would on real
bikes, so they can really move with the beat.
Ride X classes
feature live
drumming
7KLV\HDUȷV,)6ʛQDOH
will have a carnivalthemed Spin class

DRESSING UP
International Fitness Showcase, Blackpool, UK
The IFS in Blackpool regularly features a number of
WKHPHGFODVVHVȲbLQFOXGLQJIDQF\GUHVV6SLQQLQJFODVVHV
Previous fancy dress themes have included Hunger Games
and Harry Potter, with Star Wars soon to come. But
as 2016 is Rio Olympics year, this year’s IFS will have
DFDUQLYDOWKHPHGPLQXWH6SLQQLQJFODVVDVDʛQDOH
Instructors will learn how to create a storyline alongside
the music for higher levels of engagement.

Peloton gives
access to ondemand classes

FLYING HIGH
OTE Sports, Leeds, UK
For those who really want to push themselves and boost
FDUGLRYDVFXODUʛWQHVVWKH27(b3HUIRUPDQFH&HQWUHDQG
$OWLWXGH&KDPEHUIHDWXUHV:DWWELNHVbLQDFRPPHUFLDO
hypoxic altitude chamber – so you can do a cycling class at
a simulated altitude of 3,000m in the heart of Leeds.

HOME FROM HOME
Peloton, New York, US
Peloton brings the energy of a group class direct to your
home. Users must buy a Peloton bike (US$1,995) and pay
a monthly subscription of US$39. This then gives them ondemand access to a raft of classes that are streamed live
from Peloton’s New York studio.
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OTE has taken exercise to a new level by
running classes in a high altitude chamber

ON A TRIP
Pure Fitness, Asia
3XUH)LWQHVVLQ$VLDZDVRQHRIWKHʛUVW
RSHUDWRUVWRDGRSW/HV0LOOVȷ7KH7ULSȲDQ
immersive cycling experience that uses a
three-walled room onto which video content
LVVWUHDPHGWKURXJKRXWWKHFODVV,WȷVOLNH
being inside a computer game – a complete
virtual reality that changes with each song,
from climbing a vast mountain to being an
avatar in the Tron computer game.

The Trip is like
being inside a
computer game

MIX IT UP
Wattcycle studios, north of England, UK
With a background in CrossFit, the team at Wattcycle
incorporate power and strength exercises into
their workouts. The timetable consists of Just
Cycle, CrossCycle, Performance Cycle and Seasonal
&\FOHb&URVV&\FOHJHWVPHPEHUVRQDQGRʞWKH
Wattbike to execute functional movements taken from
a CrossFit workout, while still keeping the bike as an
integral part of the workout.

WorldRide uses real, unedited cycling footage

HOLLYWOOD STYLE

CrossCycle blends
the Wattbike
with CrossFit moves

Kings College London, UK
7KHQHZ:RUOG5LGHV\VWHPȲbZKLFKKDVDOUHDG\EHHQ
installed at a number of sites including Kings College
London – has pushed the boundaries of its virtual classes
by working with a Hollywood grip company to develop a
way of putting a high-end camera amid a peloton group
RIF\FOLVWV7KHULGHVDUHFKRUHRJUDSKHGEHIRUHʛOPLQJ
DQGWKHVLQJOHWDNHȲbWKHIRRWDJHLVQȷWHGLWHGȲbPHDQVWKH
experience is very real and immersive.
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INDOOR CYCLING

SMASH YOUR GOALS
David Lloyd Leisure, UK
DLL is an early adopter of the latest
cycling programme from Les Mills
,QWHUQDWLRQDOb6SULQWD+,,7EDVHGZRUNRXW
RQDELNH'HOLYHUHGLQMXVWPLQXWHVWKH
FODVVSXVKHV\RXWKURXJKEXUVWVRIKLJK
LQWHQVLW\ZKHUH\RXZRUNDVKDUGDVSRVVLEOH
LQWHUVSHUVHGZLWKVKRUWUHVWSHULRGV

Sprint is a HIITbased workout
on an indoor bike
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FITNESS FUSION

MUMS’ ME TIME

Flow Athletic, Sydney, Australia
2ZQHGE\%HQ/XFDV)ORZ$WKOHWLFRʞHUVFXVWRPHUV
a number of hybrid classes. Bike Asana comprises 30
minutes on the bike, followed by 30 minutes’ yoga, while
Strike is 30 minutes’ cycling followed by 30 minutes’
strength. The two halves of the workout take place in
GLʞHUHQWVWXGLRVEXWDUHIXOO\LQWHJUDWHG

Places for People Leisure, UK
Places for People’s Fleming Park Leisure Centre launched
Mum and Baby Cycling classes in January 2015, in a bid
to help new mothers get into, or return to, exercise. The
initiative was launched with the help of Sportivate funding
from Sport Hampshire & Isle of Wight, and has now won
a Sportivate award. The music, lights and room layout are
PRGLʛHGVRPXPVFDQEULQJWKHLUEDELHVDORQJLQEXJJLHV
RUFDUVHDWVPHDQLQJQRQHHGWRʛQGFKLOGFDUH,QLWLDOO\
targeting young mums aged 16–25, due to the high rate
of teenage pregnancy in the local area, the project now
delivers three classes a week.

The Bike Asana class consists of 30 minutes on
a bike, followed by 30 minutes of yoga

0XVLFOLJKWVDQGURRPOD\RXWVDUHDOOPRGLʛHG
so mums can bring their babies to the class
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A 1LIFE PROMOTION

SOCIAL STROLLERS

Lightening the load on health services
With health and wellbeing at the top of the agenda for local authorities, we hear about a
community walking scheme, run by 1Life in North Kesteven, which is getting great results

W

ith 1Life’s involvement and
support, North Kesteven Social
Strollers – a healthy walking
group operating in the East Midlands, UK –
has grown into a great success story.
The group was established as part of
a nationwide ‘Choosing Health’ initiative
encouraging older people to be more active.
Social Strollers’ programme of walks has
grown to the point where it now attracts
a very broad range of local people, with an
LQFUHDVLQJO\GLYHUVHUDQJHRIRʞHULQJV
For example, sensory elements have
been introduced into some walks to help
GHPHQWLDVXʞHUHUVIROORZLQJDFROODERUDWLRQ
between the Social Strollers, the Alzheimer’s
Society and Macmillan Cancer Support.
A GROWING SUCCESS STORY
This year alone, North Kesteven Social
Strollers has logged 5,700 attendances by
members, and welcomed 155 new walkers.
In the main, they’re local people wanting
WREXLOGFRQʛGHQFHRUORVHZHLJKWRUZKR
need help to get through depression.
Whatever their reasons for getting
involved, the free, safe, volunteer-led walks
bring about powerful social interaction
among members of the local community.
Walk leader Ian Kendrick says: “That’s what

Social Strollers has partnered with Macmillan and the Alzheimer’s Society

North Kesteven Social Strollers is a highly
successful project delivered by 1Life. It
now extends across the county and continues
WRIXOʛOWKHFRXQFLOȷVFRPPLWPHQWWRWKH
health and wellbeing of its residents.
Mike Lock, leisure and cultural services manager, North Kesteven District Council
the Social Strollers walks are all about –
listening to people, getting them out of the
house, getting them exercising, boosting
their morale and making them smile.”
THE POWER OF 1LIFE
The initiative is a great example of how
1Life collaborates with its local partners to
promote physical activity and wellbeing in

1Life: Uniting the community
52
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the community; Health Walks have now
been launched in other contracts managed
by 1Life using this model.
As a leisure provider able to deliver a
ZLGHFRQVXPHURʞHULQJDQGDSSHDOWR
new sections of the local market, 1Life is
lightening the load for local authorities and
VXSSRUWLQJWKHPWRIXOʛOWKHLUFRPPLWPHQW
to health and wellbeing for their residents. O

TEL:
+44 (0)1480 484250
EMAIL:
EXVLQHVVGHYHORSPHQW#OLIHFRXN
WEB:
ZZZ/LIHPDQDJHPHQWVROXWLRQVFRXN

“Working together for a brighter future”
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www.1lifemanagementsolutions.co.uk
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GOING
LOCAL
*\PVDQGKHDOWKFOXEVDUHSRSSLQJXSLQLQFUHDVLQJO\GLYHUVHORFDWLRQV
:KDWQHZRSSRUWXQLWLHVGRHVWKLVSUHVHQWDQGKRZGR\RXGHFLGHLID
VLWHLVULJKWIRU\RX"Tim Baker reports

hese are positive times for
WKH8.ʛWQHVVLQGXVWU\
DOPRVWRQHLQVHYHQDGXOWVLV
QRZDPHPEHURIDJ\PDQG
ZHȷUHVHHLQJJURZWKLQQXPEHURIFOXEV
WRRDFFRUGLQJWR7/'&ȷV2015 State of the
UK Fitness IndustryUHSRUWWKHUHDUHQRZ
ʛWQHVVIDFLOLWLHVDFURVVWKHFRXQWU\
0HPEHUVDUHDOVRVSHQGLQJPRUHPRQH\
$FFRUGLQJWR&DUGO\WLFVȲZKLFKDQDO\VHV
FRQVXPHUVSHQGLQJYLDGHELWFDUGVFUHGLW
FDUGVDQGGLUHFWGHELWVȲVSHQGLQJDWKHDOWK
FOXEVYLDWKHFDUGVLWPRQLWRUVJUHZE\
SHUFHQWLQWKHPRQWKVWR$XJXVW
$QGWKHHQWLUHLQGXVWU\LVEHQHʛWLQJIURP
WKLVJURZWKWKHVDPH&DUGO\WLFVUHSRUW
WHOOVXVWKDWDOWKRXJKJURZWKLVVWURQJHUDW
WKHEXGJHWHQG ZLWKDSHUFHQWULVH 
LWDOVRUHPDLQVVWURQJDWPLGDQGWRSWLHU
J\PVZKLFKKDYHVHHQSHUFHQWDQG
SHUFHQWJURZWKLQVSHQGUHVSHFWLYHO\
7KHUHȷVFOHDUO\URRPIRUDOOW\SHVDQG
VW\OHVRIJ\PZLWKLQWKHPDUNHWȲZKDW

T

Landlords see
gyms as good
covenants, and
a ‘neighbourly’
enhancement to
any development
54

LQGXVWU\ZRXOGWXUQLWVQRVHXSDWD
SHUFHQWJURZWKUDWHLQWKHVHWLPHV"
7KHWULFNLVPDWFKLQJ\RXURʞHUWRWKH
RSSRUWXQLW\DURXQG\RX2UWRSXWLW
DQRWKHUZD\ZRUNLQJRXWZKDW\RXURʞHU
LVDQGWKHQʛQGLQJWKHSODFHVZKHUHLWʛWV
EHVW'RHVWKHVLWH\RXȷUHORRNLQJDWʛW
\RXRUFDQ\RXʛWWKHVLWH"
7KHVHGHFLVLRQVZLOOEHFRPHOHVV
VWUDLJKWIRUZDUGDVPRUHRSSRUWXQLWLHV
HPHUJHIRUJ\PVRIDOOVKDSHVDQGVL]HV
ȲbEXWWKDWPDNHVLWPRUHH[FLWLQJWRR

PERSONALISED LIVES
2QHNH\UHDVRQIRUWKHJURZWKLQWKH
QXPEHURIJ\PVDQGʛWQHVVIDFLOLWLHV
LVWKDWWKHUHDUHPRUHDQGPRUH
SODFHVWRSXWWKHPZHȷUHVHHLQJJ\PV
SRSSLQJXSLQUHVLGHQWLDOEORFNVLQ
VXSHUPDUNHWVLQVSRUWVVWRUHVDQGLQ
VXEXUEDQQHLJKERXUKRRGV/DQGORUGVDQG
GHYHORSHUVVHHJ\PVDVJRRGFRYHQDQWV
ȲDQGDȶQHLJKERXUO\ȷHQKDQFHPHQWWR
DQ\GHYHORSPHQWȲVRZHȷOOFRQWLQXHWR
VHHJ\PVRIGLʞHUHQWVKDSHVDQGVL]HV
DSSHDULQJLQLQFUHDVLQJO\GLYHUVHSODFHV
ZKHWKHUDVSDUWRIQHZEXLOGSURMHFWVRU
UHIXUELVKPHQWVRIH[LVWLQJORFDWLRQV
7KLVGLYHUVLʛFDWLRQLVV\PSWRPDWLFRI
DELJJHUWUHQGDJURZLQJFXVWRPLVDWLRQ
RIRXUOLYHV7KLVWUHQGLVQȷWRQO\DʞHFWLQJ
KHDOWKDQGʛWQHVVDQGLWȷVWKHUHIRUH
LPSRUWDQWWRORRNDWFKDQJHVLQRWKHU
VHFWRUVȲVXFKDVUHWDLOȲWRGUDZSDUDOOHOV
DQGJDLQDQLQVLJKWLQWRKRZWKHʛWQHVV
LQGXVWU\PLJKWGHYHORS
3HRSOHDUHWDNLQJFRQWURORIWKHLUOLYHV
LQHYHUPRUHSHUVRQDOLVHGZD\V2Q
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GHPDQG79RQOLQHJURFHU\VKRSSLQJ
GHOLYHUHGDW\RXUFRQYHQLHQFHPRUH
SHRSOHZRUNLQJIURPKRPHWKHJURZWK
RIʛWQHVVDSSVDQGZHDUDEOHGHYLFHVDOO
WKHVHDUHH[DPSOHVRIKRZWHFKQRORJ\
DQGVRFLDOFKDQJHDUHHQDEOLQJSHRSOHWR
VKDSHWKHLUOLYHVDVWKH\ZDQWWKHP
:HPXVWQȷWORVHVLJKWRIWKHPRUH
WUDGLWLRQDOFRUHSHUFHQWRIRXU
79YLHZLQJLVVWLOOGRQHDWWKHWLPHRI
EURDGFDVWDQGDVLPLODUSURSRUWLRQ
SHUFHQW RIRXUVKRSSLQJLVVWLOO
GRQHYLDWUDGLWLRQDOEULFNVDQGPRUWDU
VKRSV1HYHUWKHOHVVDVPDOOUHGXFWLRQ
LQUHWDLOYROXPHFDQGHVWUR\DEXVLQHVV
ZKHUHPDUJLQVDUHWLJKWWKHSHUFHQW
RIVKRSSLQJWKDWȷVEHLQJGRQHRQOLQH
LVFOHDUO\SRZHUIXOHQRXJKWRVXSSRUW
PDQ\ODUJHDQGIDVWJURZLQJFRPSDQLHVȲ
$PD]RQWRQDPHMXVWRQH
7KLVLVDQLPSRUWDQWOHVVRQIRUKHDOWK
FOXERSHUDWRUVPRVWRIZKRPFRQWLQXHWR
IRFXVKHDYLO\RQEULFNVDQGPRUWDUIDFLOLWLHV
7KHXSWDNHRIQHZRʞHULQJVOLNHDSSVDQG
YLUWXDODWKRPHʛWQHVVPLJKWFXUUHQWO\
EHVPDOOLQDEVROXWHWHUPVEXWWKHLU
HPHUJHQFHȲDQGLPSDFWRQFXVWRPHUVȷ
HYROYLQJH[SHFWDWLRQVȲZLOOEHVLJQLʛFDQW

LOCAL FOCUS
$FORVHUORRNDWWKHZD\VWKHWUDGLWLRQDO
SHUFHQWRIVKRSSLQJLVGRQHDOVRUHYHDOV
VKLIWVLQSDWWHUQV6LQFHWKHUHKDV
EHHQDKXJHVKLIWZLWKPDQ\SHRSOHPDNLQJ
PRUHIUHTXHQWVPDOOHUYDOXHWULSVWRPRUH
ORFDOVKRSV3HRSOHDUHW\SLFDOO\VSHQGLQJ
PRUHRYHUDOOEXWWKLVLVPDVNHGE\WKH
VPDOOHUYDOXHRIHDFKLQGLYLGXDOEDVNHW

Every time a
person’s distance
from a location
doubles, their
likelihood of
visiting that
location halves
It is this shift, more than any migration
online, that explains why the larger
retailers are mothballing some of their
VXSHUVWRUHVVHOOLQJRʞODQGERXJKWIRU
QHZEXLOGVWRUHVDQGEX\LQJDSSURSULDWH
VLWHVDQGEXLOGLQJVLQVXEXUEDQDQG
town centre locations for conversion to
QHLJKERXUKRRGFRQYHQLHQFHVWRUHV7KHVH
VPDOOHUVWRUHVKDYHIDUIHZHUSURGXFWVDQG
service local communities with ranges that
DUHGHYHORSHGWRVXLWWKHLUHQYLURQPHQWV
7KLVVKLIWLQEHKDYLRXUȲFRXSOHGZLWK
FKDQJLQJDWWLWXGHVWRZDUGVKHDOWKȲRSHQV
up opportunities for venues such as gyms
WRFRORFDWHZLWKVKRSSLQJFHQWUHV
But other potential gym sites can also be
LGHQWLʛHGE\XQGHUVWDQGLQJWKHVHVKLIWV:H
NQRZSHRSOHDUHDFWLQJPRUHORFDOO\ʛQGLQJ
WKLQJVWRGRFORVHUWRKRPH$QDSSURSULDWH
J\PFORVHWRZKHUHSHRSOHWHQGWR
FRQJUHJDWHLVDQDWWUDFWLYHSURSRVLWLRQ

People are increasingly
looking to ‘go local’ –
whether that’s shopping
or going to the gym
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FLQHPDVWKHPHSDUNVDQGPXVHXPVȲbLQ
IDFWDQ\ORFDWLRQ\RXFDQWKLQNRI,WZRUNV
IRUJ\PVDQGKHDOWKFOXEVWRR

KNOW YOUR AREA
,WȷVDOVRFULWLFDOWRDVVHVVWKHVXUURXQGLQJ
area not just for competition – in the form
RIRWKHUJ\PVKHDOWKFOXEVDQGOHLVXUH
centres – but also for businesses and
VHUYLFHVWKDWPLJKWFRPSOHPHQWDQGZRUN
DORQJVLGH\RXUFOXELQVRPHZD\
:KDWFDI«VDQGVKRSVDUHLQWKHDUHD
IRUH[DPSOHDQGZKDWGRWKH\VHOO"0LJKW
this have an impact on your in-club retail
RʞHULQJ"&RXOG\RXFUHDWHDSDUWQHUVKLS
UDWKHUWKDQGXSOLFDWHHʞRUWV"
:KDWDERXWGRFWRUVȷVXUJHULHVKRVSLWDOV
VSRUWVFOXEVWKDWFRXOGEHQHʛWIURPD
FORVHO\ORFDWHGGHGLFDWHGJ\P"+RZFDQ
\RXIRUJHOLQNVZLWKWKHP"
$QGZKDWDERXWRWKHUOHLVXUHRʞHULQJV
LQWKHDUHD"0LJKWWKHVHFRPSHWHZLWK

Supermarkets have
sophisticated models and
systems to determine which
ranges are appropriate for
which locations

\RXUJ\PRʞHULQJDOWHUQDWLYHZD\VIRU
SHRSOHWREHDFWLYHRUPLJKWWKH\EH
FRPSOHPHQWDU\ȲRʞHULQJVRPHWKLQJIRU
kids to do while mum comes to your club
for a workout, for example?
And, of course, how well does this
RSSRUWXQLW\ʛWZLWK\RXUEXVLQHVVSODQ"
,WȷVHDV\WREHGLVWUDFWHGE\DWHPSWLQJ
RSSRUWXQLW\WKDWVHHPVWRRʞHUTXLFN
ZLQVKLJKUHWXUQGLYHUVLʛFDWLRQWKH
chance to take out a competitor or to
LQFUHDVH\RXUSUHVHQFHLQDSDUWLFXODUDUHD
The fact that, while one operator can’t
make a location work for them, another
can come in, take it over and turn it into
a successful business is testament to the
GLYHUVLW\RIRʞHUVEXVLQHVVPRGHOVDQG
LQGLYLGXDOQHHGVRXWWKHUH
%XWWKHRSSRVLWHLVDOVRWUXHD
successful operation in one pair of hands
FDQTXLFNO\IDLOLQRWKHUVWKDWKDYHD
GLʞHUHQWRULHQWDWLRQ6RZKLOHOLIHLV
VWDUWLQJWRORRNJRRGIRUWKHVHFWRUVWLOO
DSSURDFKZLWKFDUH'RWKHEDVLFVEHIRUH
\RXGLYHLQȲEXWLIWKHVLWHʛWVDSSO\ZLWK
the usual passion and enjoy the ride! O

ABOUT THE
AUTHOR
Tim Baker is chair of
Touchstone Partners, a leading
research consultancy in the leisure,
FRQVXPHUDQGVKRSSHUVHFWRUVb
Touchstone’s core expertise is in
market exploration (to identify
opportunities), pricing, brand equity
DQGSURSRVLWLRQGHYHORSPHQWb
tim@touchstonepartners.co.uk
+44 1865 261442
+44 7710 633211
www.touchstonepartners.co.uk
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BEING SITE-SPECIFIC

But what’s appropriate? Clearly this must
HPEUDFHDOOHOHPHQWVRIWKHRʞHUWKH
size, the appearance, the facilities and
VHUYLFHVRʞHUHGRSHQLQJKRXUVWKH
SDFNDJHVRʞHUHGDQGVRRQ
6XSHUPDUNHWVKDYHKLJKO\VRSKLVWLFDWHG
models and systems that help them
GHWHUPLQHH[DFWO\ZKDWSURGXFWUDQJHV
DUHDSSURSULDWHIRUDQ\JLYHQORFDWLRQ
– but even if your business doesn’t have
DFFHVVWRVXFKV\VWHPVWKHVDPHULJRURXV
DQDO\VLVPXVWDSSO\:KDWH[DFWO\LVWKH
make-up of the local population, and
ZKDWNLQGRIJ\PRUʛWQHVVIDFLOLWLHVDUH
they most likely to use?
:KHQDVVHVVLQJSRWHQWLDOQHZVLWHV
LWȷVDOVRZRUWKUHPHPEHULQJWKHGRXEOH
GLVWDQFHUXOHHYHU\WLPHDSHUVRQȷV
distance from a location doubles, their
OLNHOLKRRGRIYLVLWLQJWKDWORFDWLRQKDOYHV
7KLVUXOHZRUNVIRUVKRSSLQJFHQWUHV

Deliver
invaluable training
with our range of professional gym equipment
For more information visit jordanﬁtness.com or call 01533 763285
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GROUP EXERCISE

The dance ﬁtness

revolution
'DQFHEDVHGʛWQHVVFODVVHVDUHERRPLQJHayley PriceORRNVDWKRZKHDOWKFOXEVDQG
OHLVXUHRSHUDWRUVDUHUHVSRQGLQJWRWKHJURZLQJYDULHW\RIRʞHULQJVRQWKHPDUNHW

E

YHUVLQFHWKHGDQFHʛWQHVV
brand Zumba exploded onto
the market in 2010 – its
‘exercise in disguise’ format
meaning even non-gym-goers
got involved – there’s been a shake-up of
FODVVHVDFURVVWKHʛWQHVVVHFWRU
Consumer expectations have changed:
ʛWQHVVVKRXOGEHIXQʛWQHVVVKRXOGEH
VRFLDOʛWQHVVVKRXOGEHPRUHWKDQMXVW

GRLQJSUHVVXSVIRUSUHVVXSVȷVDNH$QG
DV=XPEDKDVFOHDUO\GHPRQVWUDWHG
GDQFHʛWVWKLVEULHISHUIHFWO\
1RUHDOVXUSULVHWKHQWKDWLQWKHODVW
WZR\HDUVDUDQJHRITXLUN\KRPHJURZQ
GDQFHʛWQHVVFODVVHVKDYHDUULYHGRQWKH
8.VFHQHȲbIURP&OXEEHUFLVHZKLFK
engages audiences with dimmed lighting
DQGJORZVWLFNVWR%XUOH[HUFLVHZKLFKVHHV
instructors hand participants weighted

feather boas for resistance training; to
former Royal Ballet star Darcey Bussell’s
''0,;ZKLFKRʞHUVDPL[RIGDQFHVW\OHV
LQRQHDHURELFZRUNRXW VHHS 
Innovative classes are also moving in
from overseas – barre being the most
UHFHQWZKLFKKDVEURXJKWWKHKLS/$
ʛWQHVVVFHQHWRWKH8.0HDQZKLOH
sessions such as Morning Gloryville – an
immersive pre-work dance experience

Dance party workouts
like Sh’bam have made
ʛWQHVVIXQDJDLQ
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Gymbox in London
auditions regularly to
ʛQGJUHDWLQVWUXFWRUV

EMDP’s research found that 38 per cent of respondents were
previously inactive before starting dance ﬁtness
which started life in London, UK, and
which takes place in venues from churches
to clubs, connecting communities and
lifting moods – are thriving worldwide
(see HCM March 15, p8).
And the result? New research by
YouGov and the Exercise, Movement &
Dance Partnership (EMDP) – the UK’s
National Governing Body (NGB) for

3+2723,1($33/(

6WUHHWGDQFHFODVVHVFDQDSSHDO
WR\RXQJQRQH[HUFLVHUV

GDQFHʛWQHVVZKLFKZDVIRXQGHGLQ
2006 – found that 1.45 million women
in the UK are now taking part in dance
ʛWQHVVHDFKPRQWK1RWRQO\WKDWEXW
per cent of respondents were previously
LQDFWLYHEHIRUHVWDUWLQJGDQFHʛWQHVV
and 92 per cent of females said they
VDZGDQFHʛWQHVVDVDQHQMR\DEO\QRQ
competitive way to work out.

DANCE FITNESS EVOLUTION
7KHPDNHXSRIWKH(0'3DWWHVWVWR
WKHERRPLQGDQFHʛWQHVV2ULJLQDOO\
ODXQFKHGDVbDFROODERUDWLYHHʞRUWEHWZHHQ
Sport England, Fitness League, Keep Fit
Association (KFA) and Medau, 10 years later
it’s still working with those same founding
brands as well as a host of new ones.
(PPD)RUZDUG&22RIWKH(0'3VD\V
“The classes within our community cover a
broad spectrum, suiting a range of ages and
abilities. It really is a very exciting time for
WKHLQGXVWU\ȲbZHȷUHIXOO\LPPHUVHGLQWKH
JURZLQJZRUOGRIGDQFHʛWQHVVȻ
Even specialist dance operators are
ODWFKLQJRQWRWKHJURZWKLQGDQFHʛWQHVV
Luke Long, studio manager at Pineapple
Dance Studios, says hybrid classes are
HQWHULQJWKHGDQFHLQGXVWU\DWDSDFH
Ⱥ$VGDQFHUVDUHQHYHUIDUIURPLQMXU\
they take a special interest in all areas of
ʛWQHVVDQGUHFRYHU\7KLVPHDQVWKH\DUH
XVXDOO\WKHʛUVWWRWU\FRPELQDWLRQVȲIRU
H[DPSOH\RJDDQGEDOOHWȻ
But health clubs and leisure operators
have been quick to respond to the rise in
demand too. Hannah Curtis Nunn, head of
VWXGLRRSHUDWLRQVDW/RQGRQEDVHGRSHUDWRU
Gymbox, sheds some light on how the
RSHUDWRULVGHDOLQJZLWKWKHIDVWPRYLQJ
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GROUP EXERCISE

The market will see
more hybrid dance
classes in the future
classes like Nae Nae – a dance craze
invented by Atlanta quintet WeAre Toonz
– which was a great hit with our members.”
Tanya Camilleri, group programme
manager at Reebok Sports Club London,
VD\VȺ:HRʞHUDYDULHW\RIGDQFH
classes including Zumba, Belly Dance
Fit, Street Dance, our exclusive Body Fit
Burlesque and Latin Fit. The upbeat classes
HQFRXUDJHSHRSOHWRVZLWFKRʞIURPWKHLU
day and focus on learning choreography
North East-based
Dance City brings the
community together
through dance

and having fun. We want to keep up with
the boutique studios operating in this
market, so we listen to our members and
expand our timetable and programmes to
keep up with the trends out there.”
Meanwhile Phillip Mills, CEO at Les Mills
,QWHUQDWLRQDOȲbZKLFKRʞHUVGDQFHʛWQHVV
classes Sh’bam and BodyJam among its
portfolio of group exercise programmes
– comments: “We know there’s huge
potential with the large Millennial market.
These savvy young people demand fast,
HʞHFWLYHDQGVRFLDOZRUNRXWV7KH\ZDQW
exercise experiences that are ahead of
the game, and we’re committed to making
them. We’re also working closely with
clubs to help them better capitalise on
the growing boutique market, supporting
them to create boutique studios and
workout spaces within their clubs.”
COMMUNITY ENGAGEMENT
But if dance is bringing new people into
gyms, it’s also taking operators beyond
their four walls and into the community.
Charity-run gym The Armoury,
managed by Jubilee Hall Trust,
understands the importance of keeping
DEUHDVWRIWKHGDQFHʛWQHVVPDUNHW
Stuart Flude, club manager, explains: “We
recognise that dance is a fun way to keep
ʛWDQGLWDWWUDFWVDZLGHUDQJHRISHRSOH
who might not normally visit a gym.”
To engage new audiences and promote
dance even more widely, The Armoury
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dance industry: “A successful dance class has
to make you sweat, but must always have
really good choreography to master at the
VDPHWLPH:HDXGLWLRQUHJXODUO\WRʛQG
new and interesting concepts and instructors
– we deliver exercise to music training to
professional dancers to ensure the quality of
our instructors.
“New classes are introduced each
quarter, meaning we keep on top of any
trending styles. We’ve previously launched

The hugely popular
Zumba has stood
the test of time

A successful dance class has to make you sweat, but must always
have really good choreography to master at the same time
Belly dance classes are
popular at Reebok’s
club in London

moves outside of the gym space. Flude
explains: “In July this year, we’re planning
to support the biennial Big Dance initiative
by paying for the Big Dance Bus to visit
the Covent Garden Piazza, where our
club is located. The bus – with its own
SRUWDEOHGDQFHʜRRUVRXQGV\VWHP
and resident dance company – aims to
promote grassroots participation.”
Meanwhile Anthony Baker, artistic
director and joint CEO of Dance City
(North East), comments: “We engage
widely with our local community,
bringing dance opportunities to all –
whether in schools, community centres
or care homes. We always try and
attract new audiences; we previously
held a taster day for people aged 55
and over, allowing those who attended
WRWU\RXWGLʞHUHQWVW\OHVRIFODVVIURP
EDOOURRPWRʜDPHQFRȻ
LOOKING TO THE FUTURE
So what’s next for the phenomenon
WKDWLVGDQFHʛWQHVV")RUZDUGH[SODLQV
“We’ve seen a number of home-grown
brands enter the market over the last two
years, and more new classes are coming.
Chico Slimani’s Block Fit for example –
comprising four workouts in one, including
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GROUP EXERCISE

EMDP’s Dance the
Distance class will
see participants
complete the
equivalent of a
5k run – but in
dance form
dance – is another UK launch coming this
year. Meanwhile innovative trends from
the US will continue to land on UK soil,
such as PoundFit – a full-body cardio jam
session, combining light resistance with
constant simulated drumming – which is
already available across the UK.”
Forward continues: “The emergence of
new hybrid classes looks set to continue
too, as disciplines such as Voga – which
LVDIXVLRQRI\RJDDQGYRJXHLQJʛWQHVV
and fashion, inspired by the drag ballroom
era of 1980s New York – appear on the
JOREDOGDQFHʛWQHVVVFHQHȻ
EMDP also plans to launch its own
Dance the Distance class in studios later
this year. With the strapline ‘More fun
than a run’, participants will complete the
equivalent of a 5k run in dance form.
One thing’s for sure: if you haven’t yet
WDSSHGLQWRWKHGDQFHʛWQHVVWUHQG
will be the year to do it. O

Darcey Bussell’s
''0,;RʞHUVDIXOO
body workout

PUT ON YOUR DANCING SHOES
“The great thing about Sh’bam is that you don’t need co-ordination or experience.
It’s the dance class for everyone and anyone. Sh’bam is fun and relaxed, but
it’s still cardio – you’re sweating and you’re burning calories, but you don’t even
know you’re doing it.”b
Rachel Newsham, Les Mills Sh’bam instructor

'DQFHFODVVHVDUHDOVRLGHDOIRU
engaging very young children

PHOTO: CAMILLA GREENWELL

Ⱥ,WȷVKDUGWRʛQGDZRUNRXWWKDWȷVERWKH[WUHPHO\IXQDQGHʞHFWLYH=XPED
provides the perfect balance. In an hour-long class you can burn up to
1,000 calories, but you won’t even realise you’re working out. It’s ‘exercise in
disguise’ and that’s why it’s caught on all over the world.”
*LQD*UDQW=XPEDbHGXFDWLRQVSHFLDOLVW
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“I really enjoy working out when I’m fully distracted by the fun and entertainment
of the routine, great music and the camaraderie of a group class. This is a core
philosophy behind DDMIX. It’s ideal for the very young – which is why you’ll
ʛQGLWLQVFKRROVȲWKURXJKWRDGXOWVZKRZDQWWRH[HUFLVHLQDIXQUHOD[HGDQG
entertaining way.”
Darcey Bussell, Strictly Come DancingVWDUDQGIRUPHUEDOOHWGDQFHU
)RUPRUHLQIRUPDWLRQRQGDQFHʛWQHVVWUHQGVYLVLWZZZH[HUFLVHPRYHGDQFHRUJ
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MEMBERSHIP SALES

Building rapport is a key part of a
tour, and it helps to demonstrate
a rapport with existing members

CAN YOUR STAFF SELL?
Mhairi Fitzpatrick and David HopkinsRI3URLQVLJKWRXWOLQHWKHʛQGLQJVRIQHZ
UHVHDUFKLQWRVDOHVSHUIRUPDQFHDFURVVWKHKHDOWKDQGʛWQHVVVHFWRU

O

nly 60 per cent of
prospects who take the
time to visit a health club
and chat to a sales person
are asked for their contact
details. This is one of the most surprising
ʛQGLQJVRIUHVHDUFKFDUULHGRXWWKURXJKRXW
2015 by Proinsight Research.

Meanwhile, despite it being the raison
d’être of the sales person, a prospect
was directly asked if they would like to
join the club or leisure centre only 56
per cent of the time. In terms of followup, just 35 per cent made contact in the
WLPHIUDPHVSHFLʛHGE\WKHRSHUDWRUȲ
generally 48 hours.

RESEARCH METHODOLOGY
Throughout 2015, Proinsight carried out
a research and benchmarking exercise to
investigate how effectively health clubs
sell memberships and how different
sectors in the leisure industry compare.
Three enquiry types were measured:
the face-to-face sales interaction, the
response to a membership web enquiry,
and the service impression made when
a prospect telephones the club.
Over 20,000 metrics from more
than 500 UK health club locations were
measured using mystery visits, mystery
calls and mystery web enquiries as the
method of collecting data.

64

To measure face-to-face
performance, secret shoppers were
sent into the clubs to look at key
elements, including data capture,
QHHGVDQDO\VLVWKHWRXUHʞHFWLYHSULFH
presentation, closing and follow-up.
For the phone-based enquiries,
speed of response, positivity, data
collection and appointment setting
qualities were measured.
Assessment of clubs’ performance
for web enquiries examined
response time, personalisation and
HʞHFWLYHQHVVDWGHDOLQJZLWKWKH
VSHFLʛFVRIDQHQTXLU\
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When it came to phone enquiries, the
FOXEVWDʞSURYLGHGDSRVLWLYHJUHHWLQJ
per cent of the time. Data capture was
again weak though, with fewer than half
of callers being asked for contact details.
Slightly more encouraging was the fact that
60 per cent of all phone enquiries were
RʞHUHGDQDSSRLQWPHQWWRYLVLWWKHFOXE
Via the web, the response time was
DFFHSWDEOHȲZLWKLQKRXUVȲ
per cent of the time. Responses were
personalised 80 per cent of the time, and
enquiries were dealt with to the enquirer’s
satisfaction 67 per cent of the time.
When comparing the overall
HʞHFWLYHQHVVDFURVVVHFWRUVWKHSULYDWH
sector scored best at 68 per cent. The
council sector scored lowest at 58 per cent,
while leisure centre operator groups and
the educational sector scored 65.7 per cent
and 62 per cent respectively. (See Figure 1)
“These results highlight some
uncomfortable facts,” says Jeremy Taylor of
The Health Club Collection. “Only half of
all prospects who come into our clubs are
being asked if they want to join. Making sales
is a tough job, but it’s also well paid when
FRPSDUHGWRIURQWRIKRXVHRUJ\PʜRRU
VWDʞ6KRXOGQȷWZHEHGHPDQGLQJPRUH"Ȼ

Ensure club tours are tailored to
the individual prospect – are they
interested in classes, for example?

Figure 2 (see p66) shows the proportion
of our mystery shopper enquiries in which
these three points were adhered to.
Examining the performance of each
sector highlights further where gaps exist.
)LJXUHVKRZVWKHGLʞHUHQFHVEHWZHHQ
sectors: the council sector scored very low
in the key element of data capture, with
just 12 per cent of all prospect details being
recorded. The educational sector is doing a
good job and scored 94 per cent.

The council sector also scored
lowest (28 per cent) in terms of asking
SURVSHFWVWRMRLQEXWVDOHVVWDʞLQDOO
sectors appear to have a reluctance ask
this most important question.
Meanwhile the follow-up statistics are
damagingly weak across all sectors.
EMOTIONAL CONNECTION
Getting the emotional element of selling
right – a good needs analysis, a tour that
responds to the customer’s needs, building
rapport, body language and emotionally

Despite it being the raison d’être of the sales
person, a prospect was directly asked if they
would like to join only 56 per cent of the time

FIGURE 1
Sales effectiveness (overall
performance on metrics
assessed) by sector
68.0%

65.7%

62.0%

54.8%

COUNCIL

 Following up: These are hot prospects,
and should be the easiest calls for a sales
person to make at the start of each day.

 Messages sent back to web
enquiries were personalised 80 per
cent of the time
 Web enquiries were handled to the
enquirer’s satisfaction 67 per cent
of the time
 One-third of prospects felt their
needs were not being considered
during the tour
 Over 40 per cent of prospects felt
key questions during the tour weren’t
being asked in meaningful ways
 One-quarter of prospects felt
rapport was not established

EDUCATIONAL

 Always asking the prospect to join:
If the question isn’t asked, there’s little
chance of a ‘yes’.

 Only 60 per cent of face-to-face
enquiries are asked for their contact
details
 Face-to-face prospects are directly
asked if they would like to join only
56 per cent of the time
 Just 35 per cent of people making
face-to-face enquiries were
followed up within 48 hours
 Fewer than half of phone enquirers
were asked for contact details
 60 per cent of all telephone
enquiries were offered an
appointment to visit the club

LEISURE CENTRE
OPERATOR

 Capturing data: When someone
comes in to enquire, it’s essential to
record a contact phone number or email
address. If not, there’s nothing to follow
up and the time spent with the prospect
has been entirely wasted.

KEY FINDINGS

PRIVATE

TECHNICAL PERFORMANCE
The Proinsight study broke sales down into
technical and emotional aspects. At its
most basic level, technical selling can be
simplified into three elements:
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Only 60 per cent of phoneEDVHGHQTXLULHVZHUHRʞHUHGDQ
appointment to visit the club
LQWHOOLJHQWVHOOLQJȲbLVPRUHGLIILFXOW
8QVXUSULVLQJO\WKHQWKHUHȷVKXJHVFRSHIRU
LPSURYHPHQW,QRXUVWXG\RQHWKLUGRI
SURVSHFWVIHOWWKHLUQHHGVZHUHQȷW
FRQVLGHUHGGXULQJWKHWRXURYHUSHUFHQW
IHOWNH\TXHVWLRQVLQWKHWRXUZHUHQȷWDVNHG
LQPHDQLQJIXOZD\VDQGRQHTXDUWHUIHOW
UDSSRUWZDVQȷWHVWDEOLVKHG VHH)LJXUH 
THE QUICKEST FIX
7KHWHFKQLFDODVSHFWRIVHOOLQJLVWKHHDVLHVW
HOHPHQWWRIL[TXLFNO\7KHPHVVDJHWR
VDOHVVWDIILVFOHDUDOZD\VDVNWKHSURVSHFW
WRMRLQDOZD\VFDSWXUHGDWDDQGDOZD\V
IROORZXS7KHVHVKRXOGEHVHWDV
QRQQHJRWLDEOHMREFULWHULD
Ⱥ:HVSHQGDORWRQPDUNHWLQJDQG
HYLGHQFHVXJJHVWVWKDWTXLWHDELWRIWKLV
LVZDVWHGPRQH\EHFDXVHZHȷUHQRW
SURFHVVLQJHQTXLULHVDVHʞHFWLYHO\DVZH
VKRXOGȻFRQFOXGHV7D\ORUȺ$OORFDWLQJSDUW
RI\RXUPDUNHWLQJEXGJHWWRFKHFNLQJ
V\VWHPVDQGSURFHVVLVZHOOZRUWKZKLOH
,GHQWLI\LQJWUDLQLQJJDSVDQGʛ[LQJWKHPIDVW
ZLOOOHDGWRDQLPSURYHGERWWRPOLQHȻO

FIGURE 2 - Technical performance

TECHNICAL

Data Capture

Asked to Join

Follow-Up

FIGURE 3 - Technical performance by sector
PRIVATE
LEISURE CENTRE OPERATOR

94%
73%

EDUCATIONAL

62%

51%

59%

COUNCIL

50%
28%

12%

DATA CAPTURE

21%

ASKED TO JOIN?

38%
11%

5%

FOLLOW-UP

FIGURE 4 - Emotional connection

EMOTIONAL

ABOUT THE AUTHORS
Mhairi Fitzpatrick and David
Hopkins are executive director
and managing director of UK-based
Proinsight, which specialises in mystery
shopping and consumer research.
The full sales performance report can
be obtained from Proinsight Research –
www.proinsight.org/#contact
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Tour

Rapport Building
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TRANSFORM YOUR
OUTDOOR SPACES

SYNRGY BlueSky™ turns any outdoor
area into an exhilarating alternative
workout space for exercisers of all ages
and fitness levels.
Its scalable bodyweight stations allow
you to create the perfect outdoor training
system suitable for students, sports teams
and the local community.
01353 665507 | Life@LifeFitness.com
LifeFitness.co.uk/BlueSky
©2016 Life Fitness, a division of Brunswick Corporation. All rights reserved. Life Fitness is a registered trademark of Brunswick Corporation.

A LIFE FITNESS PROMOTION

75$,1,1*
75$16)250('
collaboration between
the UK’s University of
Nottingham and Life
Fitness has seen the
creation of a new outdoor
training space, featuring
nine SYNRGY BlueSky training stations across
five sites on the University Park campus. The
̷̽PLOHRXWGRRU$FWLYH7UDLOUHSUHVHQWVWKH
university’s continuing investment in sport and
outdoor functional training and has proved
hugely successful.
6DPDQWKD%HOO0LQRJXHDVVLVWDQWGLUHFWRURI
sport participation at the university, comments:
Ⱥ7KH$FWLYH7UDLOSURYLGHVVWXGHQWVDQGVWDII
access to free fitness equipment at a time
that’s convenient to them, as well as delivering
limitless options and creating an inspirational
exercise space. This has resulted in all of our
sports clubs and societies having access to an
additional training space for their squads, and
giving individual athletes another option to train
outside of their fixed sport specific sessions.
“Squads including rugby, lacrosse and
$PHULFDQIRRWEDOOKDYHXVHGWKHWUDLODVSDUW
of their strength and fitness sessions, and our
strength and conditioning coach has been using
it with elite scholar athletes. University staff from
various departments have also participated in
VFKHGXOHGZHHNO\$FWLYH7UDLOVHVVLRQV,ȷPVXUH
this activity will only increase as the days get
longer and lighter.”
Fitness trail users reference either placards
on the SYNRGY BlueSky stations that clearly
outline proper form, or use QR codes to
access exercise tutorial videos through the Life
Fitness LFconnect mobile app.
To find out more information on SYNRGY
BlueSky and what it can offer, please visit:
www.lifefitness.co.uk/bluesky

A

TEL: +44 (0)1353 665507
EMAIL: Life@LifeFitness.com
WEB:ZZZOLIH¼WQHVVFRXN%OXH6N\

/LIH)LWQHVVȷ6<15*<%OXH6N\LVWUDQVIRUPLQJWKHZD\VWDʞ
students and sport teams are training at Nottingham University

University sport teams are using BlueSky for group training sessions

The 1.7-mile Active Trail is part of the university’s investment in sport
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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Access
all
areas
$FFHVVFRQWUROV\VWHPVKDYHORQJSURYLGHGRSHUDWRUVZLWKDWWHQGDQFHGDWDȲEXWWKHODWHVW
SURGXFWVFDQWHOO\RXZKDWFXVWRPHUVGRRQFHWKH\ȷUHLQWKHEXLOGLQJ Rhianon Howells reports
ntil recently, the ability to capture reliable
data on exactly what customers do once
they go through the reception turnstiles has
been limited – especially for operators that
PDLQO\RʞHUDOOLQFOXVLYHPHPEHUVKLSV%XW
QRZDQXPEHURIVXSSOLHUVKDYHGHYHORSHGPXOWLVHFWRU
solutions that control access and collect customer data,
not just at reception but at entrances throughout the
IDFLOLW\IURPWKHJ\PDQGVWXGLRWRWKHSRRO
7KHUHDUHFOHDURSHUDWLRQDOEHQHʛWVWRWKLVNLQGRI
VROXWLRQIURPSUHYHQWLQJIUDXGXOHQWXVHRIIDFLOLWLHVRU
VHUYLFHVWKDWDUHQRWZLWKLQDFXVWRPHUȷVHQWLWOHPHQWWR
OLPLWLQJDFFHVVWRVHWWLPHVIRUVSHFLʛFJURXSVRUFOXEV
Just as crucially, being able to collect data on
VSHFLʛFIDFLOLW\XVDJHZLWKLQDFOXERUFHQWUHKDVKXJH
DGYDQWDJHVIRUERWKPDUNHWLQJDQGGHYHORSPHQW
decisions, as well as being popular with local authorities
DQGSULYDWHLQYHVWRUVZKRZDQWWRNQRZZKDWNLQGRI
EDQJWKH\ȷUHJHWWLQJIRUWKHLUEXFN
:HVSHDNWRWKUHHVXSSOLHUVWRXQGHUVWDQGZKDWWKH
ODWHVWSURGXFWLQQRYDWLRQVPHDQIRURSHUDWRUV

U

CASE STUDY 1: GOING SWIMMINGLY
Supplier: Gladstone
/DWHODVW\HDU2OGKDP&RXQFLOȲbEDVHGLQQRUWKZHVW
England – opened two new leisure centres in Oldham and
QHLJKERXULQJ5R\WRQZLWKWKHGXDODLPRISURYLGLQJVXSHULRU
leisure facilities to the local community and ensuring that the
OHJDF\RIWKH/RQGRQ2O\PSLFVOLYHVRQLQWKHUHJLRQ
$WePWKLVZDVQRVPDOOLQYHVWPHQWVRWKHFRXQFLO
ZDVXQGHUVWDQGDEO\NHHQWRNQRZKRZWKHFHQWUHVZRXOG
EHUHFHLYHGȲDQGQRWMXVWLQWHUPVRIRYHUDOODWWHQGDQFH
Ⱥ%HLQJDEOHWRVKRZKRZWKHFHQWUHVZHUHEHLQJXVHG
was a major condition of our new operating contract
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with the council,” says Peter Howson, head of customer
relations at Oldham Community Leisure (OCL), the trust
WKDWPDQDJHVWKHERURXJKȷVOHLVXUHIDFLOLWLHVRQEHKDOI
RI2OGKDP&RXQFLOȺ7KH\GRQȷWMXVWZDQWWRNQRZWKH
number of people coming through the door, but exactly
ZKDWWKH\ȷUHGRLQJDQGKRZRIWHQȻ
OCL turned to Gladstone Health and Leisure to
GHOLYHUDV\VWHPWKDWZRXOGHQDEOHLWWRFDSWXUHWKLV
DGGLWLRQDOGDWD:KLOHWKHRSHUDWRUZDVLQIDYRXURI
LQVWDOOLQJWXUQVWLOHVDFWLYDWHGE\5),'FDUGVRUEDQGVDW
reception and the gym, it did not want turnstiles at the
SRRODVLWIHOWWKHZHWHQYLURQPHQWZRXOGLQHYLWDEO\
FDXVHSUREOHPVZLWKWKHHOHFWURQLFHTXLSPHQW
+RZHYHUZLWKWKHSRROVFRQVWLWXWLQJDVLJQLʛFDQWSDUW
RIWKHLQYHVWPHQWJDWKHULQJGDWDRQWKHLUXVDJHZDVYLWDO
+RZVRQH[SODLQVȺ:HNQHZGDWDUHODWLQJWRFODVVDQG
DFWLYLW\ERRNLQJVZRXOGEHDXWRPDWLFDOO\FDSWXUHGZKHQ
members scanned in at the reception turnstiles, while
DGGLWLRQDOWXUQVWLOHVDWWKHJ\PZRXOGWUDFNJ\PXVDJH
6ZLPPLQJZDVWKHPLVVLQJSLHFHRIWKHMLJVDZȻ
7RRYHUFRPHWKLV*ODGVWRQHGHYHORSHGDV\VWHPWKDW
DOORZVGDWDRQVZLPPLQJSRROXVDJHWREHFROOHFWHGYLD
a mounted touchscreen located at the main reception
WXUQVWLOHV%HIRUHEHLQJJUDQWHGDFFHVVFXVWRPHUVPXVW

Our new solution provides an answer
where installing physical access
control in all areas is either not
practical or not affordable
Tom Withers, Gladstone

PHOTOS: SHUTTERSTOCK

The latest IT systems can track who’s doing
which classes – not just who’s in the club

simply answer yes or no to the on-screen question:
“Are you going to swim today?”
According to Howson, the system is already paying
dividends. “Until the introduction of the turnstiles, we
couldn’t track what our members were doing once they got
past reception. Now we can identify our popular products.”
As well as assisting with programming decisions – for
H[DPSOHKROGLQJFODVVHVRQWKHJ\PʜRRUZKHQWKHUHDUH
too many people using the equipment, or rescheduling
pool-based classes for times when the pool is less busy
– the data also provides a much clearer picture of where
further investment is needed, says Howson.
The system is also allowing OCL to introduce new
SURGXFWVZLWKRXWDGGLWLRQDOVWDʡQJFRVWVVXFKDVDQ
early-morning members-only swim session. Pay-as-you-go
customers will also be able to purchase RFID bands to
access sessions paid for online without having to queue.
Gladstone – which developed the software and
consulted with access experts ASP on the hardware design
– is now looking to roll out the solution to other operators.
“Providing enhanced data on how a member uses a club or
centre would normally involve unprecedented investment
in access control hardware covering the whole facility,” says
Gladstone MD Tom Withers. “Our new access solution
provides an answer where installing physical access control
LQDOODUHDVLVHLWKHUQRWSUDFWLFDORUQRWDʞRUGDEOHȻ
A new feature of the product is the System Monitoring
Tool. This solves the problem of data being lost as a
UHVXOWRIVWDʞPDQXDOO\UHOHDVLQJWKHWXUQVWLOHVWRDOORZ
customers through when the system denies them access.
,QVWHDGVWDʞFDQFOLFNDEXWWRQRQDZHESRUWDOWR
override the access denial and prevent the data being lost.
The solution also supports multi-ID options for individuals
– allowing one member to check in via RFID band, card or
mobile, for example – as well as a biometric option.

Once usage data is captured,
operators can market packages
to customers based on what their
behaviour already demonstrates
is their interest
Sean Maguire, Legend
CASE STUDY 2: DATA COMPLETENESS
Supplier: Legend
Another software company using access control for
enhanced data collection is Legend, which has installed
multi-sector solutions for a number of clients..
“The conventional idea of access control being about
membership cards and front desk check-in is outdated,”
says Legend MD Sean Maguire. “Today’s Access Control
Management (ACM) systems allow customers to check
themselves in via computer, smartphone and kiosk, and gain
access via multiple media including swipe cards, proximity
cards, biometrics, pin codes, tickets and vouchers.
“Increasingly, providers also need to consider multisector access systems that control access not only to the
PDLQIDFLOLW\EXWDOVRWRGLʞHUHQWDUHDVZLWKLQLWWRUHDS
WKHIXOORSHUDWLRQDODQGGDWDOHGEHQHʛWVȻ
In addition to protecting income by cutting down
IUDXGXOHQWDFFHVVPXOWLVHFWRUV\VWHPVRʞHUIDUJUHDWHU
data accuracy and completeness, says Maguire – insight
that can be used to feed back to councils and investors, as
well as driving upsell and programming opportunities.
©Cybertrek 2016 healthclubmanagement.co.uk February 2016
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Biometric systems can
ensure only registered
guardians can access pool
changing rooms during
kids’ swim sessions
Ⱥ2QFHVSHFLʛFXVDJHGDWDLVSURSHUO\FDSWXUHG/HJHQGȷV
GDWDDQDO\WLFVWRROFDQTXLFNO\VWHHURSHUDWRUVWRPDUNHW
DSSURSULDWHSDFNDJHVWRFXVWRPHUVȲEDVHGRQZKDWWKHLU
EHKDYLRXUDOUHDG\GHPRQVWUDWHVLVWKHLULQWHUHVWȲDQG
DOORZWKHPWRVZLIWO\DGDSWSURJUDPPHVDQGFDSDFLWLHV
WRRSWLPLVHWDNHXSDQGUHGXFHZDVWHGHʞRUWDQGFRVW
)RUH[DPSOHVWDʡQJOHYHOVFDQEHLQFUHDVHGDWEXV\
SHULRGVZKLOHFRQVLVWHQWO\TXLHWSHULRGVRUFODVVHVFDQEH
SURPRWHGWKURXJKPDUNHWLQJDFWLYLW\RURʞHUVȻ
$QRWKHUDGYDQWDJHRI/HJHQGȷVVROXWLRQLVLWVFDSDFLW\
WRVLOHQWO\DOHUWIURQWRIKRXVHVWDʞLQUHDOWLPHZKHQHYHU
FXVWRPHUVDUHGHQLHGDFFHVVWRDQ\SDUWRIWKHIDFLOLW\)RU
H[DPSOHLIDQHZPHPEHUWULHVWRDFFHVVWKHJ\PZLWKRXW
FRPSOHWLQJWKHLU3$54WKLVLVLPPHGLDWHO\ʜDJJHGRQWKH
V\VWHPHQDEOLQJVWDʞWRUHVROYHWKHSUREOHPGLVFUHHWO\
ZKLOHWKHFXVWRPHULVVWLOORQWKHSUHPLVHV
7KHV\VWHPFDQDOVRFRPELQHDYDULHW\RIVROXWLRQVWR
HQDEOHRSHUDWRUVWRRʞHUWLHUHGVHUYLFHVDGGV0DJXLUH)RU
H[DPSOHQRQPHPEHUVPLJKWEHJLYHQDFDUGȲWRSUHSD\
IRUVHVVLRQVRQOLQHDOORZLQJWKHPWRVNLSRQVLWHTXHXHVȲ
ZKLOHPHPEHUVPLJKWXVHDELRPHWULFV\VWHPWRJDLQDFFHVV
WRH[FOXVLYHFKDQJLQJURRPVRUDPHPEHUVRQO\VSD
CASE STUDY 3: FINGERPRINTING GOOD
Supplier: LHYR
$PRQJWKHPRVWDGYDQFHGPRGHVRIDFFHVVFRQWURO
FXUUHQWO\DYDLODEOHDUHELRPHWULFVROXWLRQVZKLFKXVH
ELRORJLFDOGDWDȲW\SLFDOO\FDSWXUHGYLDʛQJHUSULQW
UHDGHUVȲWRLGHQWLI\FXVWRPHUV
%HFDXVHELRPHWULFGDWDLVXQLTXHWRHDFKLQGLYLGXDOD
PDMRUEHQHʛWRIVXFKVROXWLRQVLVWKDWDFFHVVFDQRQO\
EHJDLQHGE\WKDWSHUVRQ7KLVVROYHVWKHSUREOHPRI
ȶEXGG\SXQFKLQJȷZKHUHE\PHPEHUVVKDUHFDUGVEDQGV
RUSLQQXPEHUVZLWKQRQPHPEHUVb,QDGGLWLRQWRWKH
VHFXULW\DQGFRVWEHQHʛWVWKLVHQVXUHVWKHGDWDJDWKHUHG
LVHQWLUHO\UHOLDEOHVD\V$VKOH\:HVWJDWHPDUNHWLQJ
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The data can tell you exactly who
attended at which times, without
having to allow for no-shows
Ashley Westgate, ievo
PDQDJHUDWLHYRZKLFKVXSSOLHVELRPHWULFʛQJHUSULQW
UHDGHUVWRIRXUQDWLRQDOʛWQHVVRSHUDWRUVȲDPRQJWKHP
/LIHVW\OH)LWQHVVȲLQSDUWQHUVKLSZLWK9LVWHF6\VWHPV
$FFRUGLQJWR:HVWJDWHLHYRȷVUHDGHUVFDQEHIXOO\
LQWHJUDWHGLQWRDQXPEHURIPHPEHUVKLSPDQDJHPHQW
V\VWHPV'HSHQGLQJRQWKHV\VWHPDQGVHWXSLIDVHULHVRI
UHDGHUVZHUHWKHQLQVWDOOHGDWNH\DFFHVVSRLQWVWKURXJKRXW
WKHIDFLOLW\ȲVXFKDVWKHJ\PSRRORUVDXQDȲWKLVFRXOG
DOORZIRUPXFKGHHSHUPRQLWRULQJRIVSHFLʛFIDFLOLW\XVDJH
Ⱥ%HLQJDEOHWRDQDO\VHGDWDUHJDUGLQJXVDJHDQGNH\WUHQGV
HLWKHUIRULQGLYLGXDOPHPEHUVRU\RXURYHUDOOPHPEHUVKLS
GDWDEDVHLVYLWDOWRSURYLGLQJDWDLORUHGVHUYLFHȻVD\V
:HVWJDWHȺ7KHGDWDFDQWHOO\RXZKLFKVHVVLRQVDUHPRVW
SRSXODUDVZHOODVH[DFWO\ZKRDWWHQGHGDWZKLFKWLPHV
ZLWKRXWKDYLQJWRDOORZIRUWKHQRVKRZVȻ
:KHQLQWHJUDWHGZLWKDPHPEHUVKLSPDQDJHPHQWV\VWHP
LYHRȷVELRPHWULFVROXWLRQVFDQDOVROLPLWQRWRQO\ZKRKDV
DFFHVVWRZKLFKIDFLOLWLHVEXWDWZKDWWLPHVȺ)RUH[DPSOH
WKHV\VWHPFDQEHFRQʛJXUHGVRRQO\FKLOGUHQDQGWKHLU
UHJLVWHUHGJXDUGLDQVKDYHDFFHVVWRWKHSRROFKDQJLQJURRPV
GXULQJFKLOGUHQȷVVZLPVHVVLRQVZKLFKFDQKHOSZLWKFKLOG
SURWHFWLRQLVVXHVȻVD\V:HVWJDWH
LHYRȷV8OWLPDWHʛQJHUSULQWUHDGHULVDOVRZHOOVXLWHG
WRGDPSHQYLURQPHQWVKHDGGVȺ0DQ\UHDGHUVVWXPEOH
ZKHQWU\LQJWRUHDGWKURXJKZDWHURUVZHDWRQDʛQJHU
EHFDXVHWKHPRLVWXUHʛOOVWKHJDSVEHWZHHQWKHULGJHV
WKDWPDNHXSWKHʛQJHUSULQW2XUVFDQPDNHDSRVLWLYH
LGHQWLʛFDWLRQHYHQZKHQDʛQJHULVZHWȻO

We’ve seen a significant increase in sales
and efficiency as a direct result of
Marrissa Mundy - The Bridge Hotel and Spa

Call today for a consultation and demonstration to see
how CORE by Premier can enhance the way you run
your business.
t: +44(0)1543 466580 e: sales@premiersoftware.co.uk

w: www.premier-core.com

FREE-TO-ATTEND SEMINAR STREAMS
Physical activity for health
& wellbeing
Supported by:

Sponsored by:

ᔢ

Physical activity as preventative care

ᔢ

Digital therapies - physical activity and selfmanagement of health and wellbeing

ᔢ

Inclusivity: Strategies to
increase performance

Exercise for healthy bones and joints

ᔢ

Integrating physical activity into the cancer pathway

ᔢ

Understanding the benefits of physical activity for
mental health and mental wellbeing

ᔢ

Understanding the role of physical activity for health
and wellbeing of children

Sponsored by:

Future
performance
Supported by:

Sponsored by:

Understanding inactivity and how to increase
participation

ᔢ

Athlete health and wellbeing - injury and illness
Training and preparation for optimal performance

ᔢ

ᔢ

Healthy partnerships - collaborative approaches to
delivering greater participation

ᔢ

Athletic recovery strategies and performance

ᔢ

Digital and wearable technology and behaviour
change - supporting people to become more active

ᔢ

How can advances in elite performance inform and

ᔢ

ᔢ

Data driven participation - the game changer?

ᔢ

Physical activity and workforce wellbeing

ᔢ

Designing in activity - strategies for creating healthy
spaces

ᔢ

Active ageing - using physical activity to optimise
health and wellbeing in older adults

ᔢ

Successful strategies for active travel

ᔢ

Physical activity and health in practice

ᔢ

Strategies for engaging children in greater activity

support public health?
ᔢ

Effectively detecting and developing talent

ᔢ

Performing when it matters

ᔢ

Tools, technology and techniques for performance
analysis

ᔢ

High performance brain function

Supporters:

EXHIBITION
Featuring over 100 exhibitors displaying a wide range of knowledge, ideas and products. The 2016 Elevate
exhibition is curated into two attractions and seven feature areas. See www.ELEVATEARENA.com for full details.

FREE TO ATTEND – REGISTER NOW
W W W. E L E VAT E A R E N A . C O M

@elevatearena

WWW.ELEVATEARENA.COM

UKACTIVE UPDATE

An active future
The DCMS has launched its new Sporting Future strategy. ukactive’s
Steven Ward picks out some of the key points on which our sector can build

PHOTO: SHUTTERSTOCK.COM/HOLBOX

D

ecember’s launch of the new
Department for Culture,
Media and Sport (DCMS)
strategy – Sporting Future: A
New Strategy for an Active Nation – was a
VLJQLʛFDQWMXQFWXUHLQ8.VSRUWLQJSROLF\
and a clear step in the right direction in
terms of getting the nation more active.
It followed the sports minister’s widely
publicised criticism of the previous
strategy, which was dubbed “severely
outdated”, as well as a thorough
public consultation on the remit and
expectations of sport in society.
Speaking with the DCMS team in the
lead-up to the launch, it was clear they
wanted a document that didn’t appear
woolly – one that had realistic ambitions
EDFNHGXSE\VSHFLʛFSURJUDPPHVZLWK
genuine targets and outcomes.
DELIVERING CHANGE
For the most part, this has been achieved.
Parts of the strategy are bold and
challenging and will bring real change to
how some of the sector’s biggest players
operate, and who they partner with.
For example, as called for in ukactive’s
Blueprint for an Active Britain, the strategy
states that all future funding will go to
any organisation that can achieve one or
more of the core aims of the strategy,

The new strategy picks up on the important topic of workforce development
Meanwhile, forward-thinking elements
VXFKDVWKHMRLQWZRUNZLWK3XEOLF+HDOWK
England and the NHS will help ensure
that physical activity is integrated into all
relevant care pathways.

The strategy is a step in the right direction, but
we must keep our foot on the gas to make sure
the momentum continues
which are focused on mental, physical
and economic wellbeing. For our sector, it
marks an end to ‘them and us’ and a new
era of ‘us and us, together’ when it comes
to delivering physical activity outcomes
for local communities.
There was also a clear endorsement
of the decision taken in July 2015 by the
ukactive Membership Council to task its
chartered institute – CIMSPA – with the
delivery of the physical activity sector’s
workforce development.

Finally, ukactive chair Baroness Tanni
Grey-Thompson will head up a Duty of
Care working group, which will oversee
the standards of delivery and conduct for
all forms of participation. This detail should
not be overlooked as it’s central to the
delivery of the document, and could lead
to some interesting opportunities.
EMBRACING OUR AGENDA
I would of course like to point out the
role that ukactive – in close partnership

with the sector – has played in bringing
this to fruition. We’ve always campaigned
for government to take strong steps to
LQFOXGHRXUVHFWRUZLWKLQLWVHʞRUWVWR
get the nation moving. Now this thought
leadership, together with the fostering
of strong relationships across Whitehall,
looks as though it may bear fruit.
This is certainly the case with Sporting
Future, which takes our issues of public
health, inactivity, professionalising the
workforce and the embracing of a
broader delivery team into the very
heart of government policy.
In my response to the strategy on the
launch day, I described it as a step in the
ULJKWGLUHFWLRQ%XWLWLVMXVWRQHVWHS:H
must keep our foot on the gas to make
sure the momentum continues. O

Public Affairs Media Partner
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INTERVIEW

NIR
EYAL
Nir Eyal is a business theorist
who specialises in the
intersection of psychology,
technology and business.
He will explain why some
SURGXFWVDQGVHUYLFHVʜ\
DQGRWKHUVʜRSȲDQGKRZWR
HQVXUH\RXURZQVXFFHVVȲ
during his keynote at IHRSA 16
Tell us about your career so far...
I’ve spent much of my career in advertising
and video gaming, being exposed to
all kinds of tactics designed to change
customer behaviour. But I realised many
people didn’t know why certain things
worked, or understand the psychological
SULQFLSOHVGULYLQJEHKDYLRXUȲWKH\MXVW
NQHZWKH\ZHUHHʞHFWLYH
Similarly, I’ve spent a lot of time banging
P\KHDGDJDLQVWWKHZDOOWU\LQJWRʛJXUH
out why people were, or weren’t, engaging
ZLWKFHUWDLQSURGXFWVȲZK\VRPH
SURGXFWVDQGVHUYLFHVʜ\DQGRWKHUVʜRS
I needed to understand user behaviour
EHWWHUDQGʛQGRXWZKDWPDGHVRPH
H[SHULHQFHVKDELWIRUPLQJȲKRZSURGXFWV
could create habits and change behaviour.
And you’ve come up with
a theory called the Hook
Model. What are hooks?
Hooks are experiences that connect a
user’s problems with a company’s product
frequently enough that customers form
associations. Over time, these associations
spark unprompted engagement with the
SURGXFWȲLQRWKHUZRUGVKDELWVDUHIRUPHG
The use of the product is generally
associated with one of three things: an
76

IHRSA 2016 keynote speaker Nir Eyal

Not every business requires
a user habit, but every
business that does need
one has to have a hook
emotional pain point, an existing routine,
or a particular situation. For example, what
do people turn to when they’re lonely and
seek connection? Facebook. What do we
do when we feel uncertain? We Google.
And what about when we’re bored? Many
people open YouTube, Pinterest, or check
sports scores or stock prices. Lots of
products address the pain of boredom.
So what is the Hook Model?
,WȷVDIRXUVWHSSURFHVVȲWULJJHUDFWLRQ
YDULDEOHUHZDUGDQGLQYHVWPHQWȲWKDW
products can use to encourage certain
desired customer behaviours.
Triggers are cues to action and come in
both internal and external forms. A pang
of hunger, for instance, prompts us to
snack; an email alert prompts us to open
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the message; a glance in the mirror may
prompt us to embark on a diet.
The action is the behaviour that we
engage in to obtain the desired reward:
we snack, we read, we diet.
The variable reward is the result that
provides physical, intellectual, psychological or
emotional satisfaction: a feeling of satiety, of
being well informed, of looking slimmer. The
variable part of this hook is important in that
people crave variety; they want their next
experience to be new, bigger, better. They’re
rewarded but are left wanting more.
Investment refers to things a user does
to increase the likelihood of taking the
same action again. For instance, clicking
‘reply all’ ensures further emailing; buying
new training gear boosts their motivation
to return to the gym.

PHOTO: SHUTTERSTOCK.COM/ MAXPRO

Health Club Management
is IHRSA’s European Strategic
Media Partner

Making plans to work out with
IULHQGVLVSDUWRIZKDW(\DO
calls ‘investment’ – the things
that keep you going back

What are the beneﬁts of the Hook
Model for business?
By leading consumers through consecutive
hook cycles – trigger, action, variable
reward, investment – companies are
able to bring users back again and again
without depending on costly advertising
or aggressive messaging.
Habit-forming products enjoy faster
JURZWKJUHDWHUSULFLQJʜH[LELOLW\DQG
greater defensibility. They can also help
users to incorporate healthy behaviours
into their daily lives.
Not every business requires a user
habit, but every business that does need
one has to have a hook. One need only
ORRNDWʛWQHVVFUD]HVSDVWDQGSUHVHQWȲ
IURP-D]]HUFLVHWR&URVV)LWWR6RXO&\FOH
– to see that they all employ hooks.
How can gyms implement this model?
If we look at regular users of health clubs,
WKHKRRNLVDOUHDG\LQIXOOHʞHFWXVLQJWKH
gym becomes a habit, and the more a
member invests in their gains, the more
committed they become.
However, to hook their less engaged
XVHUVFOXEVZRXOGEHQHʛWJUHDWO\E\
asking themselves the following questions.
Firstly, what’s the user’s psychological itch

ȲWKHH[WHUQDOWULJJHUWKDWSURPSWVWKHP
to take action? Is the action simple to do?
What’s the reward, and does it leave the
XVHUZDQWLQJPRUH"$QGʛQDOO\ZKDWȷVWKH
investment that will increase the likelihood
of their repeating the hook cycle?
The internal trigger could be negative –
guilt – or positive, such as the anticipation
of a rewarding workout. The action is to
go to the gym. The reward is the workout
results and the social connections that
accrue. The investment might be actively
seeking friendships at the gym, and making
plans to work out together, to help
motivate you to return.
+RZHYHUWKHʛUVWVWHSLVWRʛJXUH
out what behaviour you actually want
to change, and to make sure you’re
promoting the right behaviour – if not,
\RXUHʞRUWVZLOOEDFNʛUHDQGFXVWRPHUV
will be left frustrated and unhealthy.
)RUH[DPSOHIRU\HDUVZHDGYLVHG
people to eat low fat to lose weight. Now
it turns out the science was wrong: the
low-fat, high-carb diet we recommended
made them gain weight, and in some
cases become diabetic. Even today, it’s a
little disingenuous when clubs say they
promote healthy lifestyles but sell fruit
smoothies loaded with sugar and carbs. O

WANT TO HEAR MORE?
Nir Eyal will discuss ‘Consumer
behaviour: Creating habit-forming
products’ at IHRSA 2016, which
takes place in Orlando, Florida,
US on 21–24 March. His keynote
address is on Thursday 24 March
24, 11.30am–12.30pm. For more
information or to register, log on
to ihrsa.org/convention

A BO UT I H R SA
Founded in 1981, IHRSA – the
International Health, Racquet &
Sportsclub Association – is the
only global trade association,
representing more than 10,000
KHDOWKDQGʛWQHVVIDFLOLWLHVDQG
suppliers worldwide.
To learn how IHRSA can help
your business thrive, visit
www.ihrsa.org
Locate an IHRSA club at
www.healthclubs.com
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IT’S ALL ABOUT YOU!
E XC E E D I N G E X P E C TAT I O N S

#NOEXCUSES

www.matrixfitness.co.uk
We know that keeping active and healthy is a daily struggle.
We know how hard you have to work. We know you want to exceed
expectations. Our equipment delivers results because we know you.

MATRIX: MORE ADVANCED, MORE VERSATILE, MORE YOU

PROJECT PROFILES

SUPPLIER SHOWCASE
We take a look at recent projects from Matrix Fitness, Craftsman Quality Lockers and MYZONE

GETTING STAFFS
ACTIVE
OPERATOR:6WDʞRUGVKLUH
University, UK
SUPPLIER: Matrix Fitness

S

WXGHQWVDW6WDʞRUGVKLUH8QLYHUVLW\
FDQEHQHʛWIURPDFXWWLQJHGJH
SK\VLFDOZRUNRXWDORQJVLGHWKHLU
LQWHOOHFWXDOGHYHORSPHQWIROORZLQJWKH
UHIXUELVKPHQWRIFDPSXVVSRUWVIDFLOLW\Ȳ
WKH6LU6WDQOH\0DWWKHZV6SRUWV&HQWUH
$VSDUWRIWKHePSURMHFWWKH
YHQXHKDVEHHQFRPSOHWHO\UHYDPSHGȲ
IURPWKHLQWHULRUG«FRUZKLFKXVHV0DWUL[
OLIHVW\OHLPDJHU\WRFUHDWHDQHQHUJHWLF
YLEHWRQHZOD\RXWVFUHDWLQJGHGLFDWHG
DUHDVIRUFDUGLRDQGVWUHQJWKZRUNRXWV
SOXVJURXSH[HUFLVHLQWKHIRUPRIDQHZ
LQGRRUF\FOLQJ]RQH7KLVLVFRPSOHPHQWHG
E\WRSRIWKHUDQJH0DWUL[ʛWQHVV
HTXLSPHQWLQFOXGLQJFDUGLRSURGXFWV
IURPWKH[L6HULHV,&,QGRRU&\FOHVȲ
SRZHUHGE\WKH,QGRRU&\FOLQJ*URXS
,&* DQGHQGRUVHGE\2O\PSLFFKDPSLRQ
'DQL.LQJ0%(ȲDQGDYDULHW\RIVWUHQJWK
WUDLQLQJHTXLSPHQWIURP0DWUL[ȷV8OWUD
$XUDDQG0DJQXP6HULHV
7KHVLWHZDVDOVRWKHʛUVWLQWKH8.WR
EHLQVWDOOHGZLWK&RQQH[XVWKHIXQFWLRQDO
WUDLQLQJV\VWHPIURP0DWUL[WKDWȷVEHHQ
GHVLJQHGWRRʞHUPD[LPXPʜH[LELOLW\DQG
H[SDQGDELOLW\LQZRUNRXWHQYLURQPHQWV
ZLWKRXWLPSLQJLQJRQRWKHUJ\PEDVHG
DFWLYLWLHVRUHTXLSPHQW
7KHFHQWUHȲQDPHGDIWHUIRUPHU
6WRNH&LW\SOD\HUDQGIRRWEDOOOHJHQG6LU
6WDQOH\0DWWKHZV&%(ȲZDVRʡFLDOO\
RSHQHGE\6LU0DWWKHZVȷGDXJKWHU-HDQ
0DWWKHZV*RXJK0%(LQDFHUHPRQ\RQ
1RYHPEHU7KHIDFLOLW\LVRSHQ
WRVWXGHQWVVWDʞDQGWKHORFDOFRPPXQLW\
DQGZLOODOVRSURYLGHDEDVHIRUWKH
6WDʞRUGVKLUH8QLYHUVLW\(OLWH$WKOHWH
3URJUDPPHOLQNHGZLWK6WRNHRQ7UHQW
&LW\&RXQFLODQGWKH1HZFDVWOHXQGHU
/\PH6SRUWV$FDGHP\

7KHQHZIDFLOLW\RʞHUVD
ȶPRGHUQPRWLYDWLQJDQG
supportive’ environment

(OLWH6SRUWV3HUIRUPDQFHVWXGHQWVDUHFXUUHQWO\
WULDOOLQJRXUQHZVSULQWWUHDGPLOOVRWKHSURMHFW
KDVEHHQDZLQZLQIRUDOOLQYROYHG
&RPPHQWLQJRQ6WDʞRUGVKLUH
8QLYHUVLW\ȷVSDUWQHUVKLSZLWK0DWUL[
)LWQHVV-RQDWKDQ3DFHWKHXQLYHUVLW\ȷV
KHDGRIVSRUWVGHYHORSPHQWVDLGȺ%RWK
RUJDQLVDWLRQVVWURQJO\EHOLHYHLQWKH
LPSRUWDQFHDQGEHQHʛWVRISK\VLFDO
DFWLYLW\7KHFHQWUHQRZJLYHVXVWKHDELOLW\
WRSURPRWHWKLVWRRXUVWXGHQWVDQGWKH
FRPPXQLW\ZLWKDFFHVVWRWRSOHYHOʛWQHVV
HTXLSPHQWLQDPRGHUQPRWLYDWLQJDQG
VXSSRUWLYHHQYLURQPHQWȻ
'RXJ%HOOSXEOLFVHFWRUPDQDJHU
DW0DWUL[)LWQHVVDGGHGȺ0DWUL[LV
FRPPLWWHGWRZRUNLQJZLWKLWVSDUWQHUV
WRGULYHDKHDOWKLHU%ULWDLQ:HȷYHZRUNHG
FORVHO\ZLWK6WDʞRUGVKLUH8QLYHUVLW\
WRHQVXUHLWVVWXGHQWVDQGWKHZLGHU
FRPPXQLW\KDYHDFFHVVWRDQLQVSLUDWLRQDO

IDFLOLW\DVSDUWRILWVIDQWDVWLFH[SDQVLRQ
SODQV6WRNHRQ7UHQWLVDOVRWKH
(XURSHDQ&LW\RI6SRUWDQGZHȷUH
GHOLJKWHGWREHKHOSLQJORFDOSHRSOH
HQJDJHLQSK\VLFDODFWLYLW\DQGZHOOEHLQJ
GXULQJWKLVDXVSLFLRXVWLPH
Ⱥ7KHSURMHFWKDVEHHQSDUWLFXODUO\
UHZDUGLQJIRUXVDVWKHPDMRULW\RIWKH
0DWUL[ZRUNIRUFHOLYHVLQWKHFLW\EXWWKHUH
KDYHEHHQYDULRXVFRPPHUFLDOEHQHʛWVWRR
)RUH[DPSOHZHȷYHEHHQDEOHWRDFFHVVWKH
XQLYHUVLW\ȷVH[FHOOHQWUHVHDUFKDQGWHVWLQJ
IDFLOLWLHVZLWK(OLWH6SRUWV3HUIRUPDQFH
VWXGHQWVFXUUHQWO\WULDOOLQJRXUQHZVSULQW
WUHDGPLOOVRWKHSURMHFWUHDOO\KDVEHHQD
ZLQZLQIRUDOOLQYROYHGȻ
ZZZPDWUL[ʛWQHVVFRXN
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CRAFTSMAN

QUALITY
LOCKERS

CREATING STUNNING
CHANGING ROOMS
Tel: + 44 (0)1480 405396

Email: johng@cqlockers.co.uk

www.cqlockers.co.uk

PROJECT PROFILES

The lockers are spacious, with
plenty of room to hang clothes

Manorview wanted to create something really
VSHFLDODWWKH%RZʛHOGDQGWKHDWWHQWLRQ
to detail has been second to none

ADDED VALUE
CONSULTANCY
OPERATOR: Manorview

Hotels & Leisure Group, UK
SUPPLIER: Craftsman Lockers

M

anorview Hotels & Leisure Group
recently completed an extensive
XSJUDGHRIWKH%RZʛHOG+RWHO 
Country Club in Renfrewshire to create
DVWDWHRIWKHDUWʛWQHVVFOXEDQGVSD
0DQRUYLHZȷVGLUHFWRUVȲWKHPVHOYHVʛWQHVV
enthusiasts who regularly use the facilities –
were instrumental in the transformation, which
included transforming the under-used squash
FRXUWVLQWRQHZF\FOLQJDQGGDQFHVWXGLRV
The directors also had a clear vision for
the changing areas, which were included in
WKHUHGHYHORSPHQWSURMHFW0HPEHUDQG
hotel guest changing areas were created,
along with a separate comprehensive
family changing area with self-contained
IDFLOLWLHVIRUGLVDEOHGXVHUV$OOORFNHUV
ZHUHPDQXIDFWXUHGE\&UDIWVPDQ/RFNHUV
Manorview’s interior designers, Space
ID, worked closely with Craftsman

Lockers to provide a combination of
walnut Maximizer-style lockers for spa
DQGKRWHOJXHVWVDQGKHDOWKFOXEPHPEHUV
Lockers are keyless and use battery
operated digital locks to ensure safe,
VHFXUHORFNHUPDQDJHPHQW
%RZʛHOGLVRQHRIVL[KRWHOVLQWKH
group – which encompasses everything
from nightclubs to leisure sites – with
another purchase imminent at the time of
ZULWLQJDQGDQRSHQLQJVFKHGXOHGIRU$SULO
Bought three years ago in a poor state of
repair, the venue is undergoing a £3–4m
redevelopment that will also include a 40bed extension, an upgrade of the existing
EHGKRWHODQGDQHZIXQFWLRQURRP
The health club was inherited with a
1,400-strong membership, which has since
swollen to 1,750 – nudging on the 1,800
JRDOVHWIRUWKHIDFLOLW\
Key to the success of the most recent
upgrade was, says property development
GLUHFWRU$QWKRQ\&RZOH\WKHDGGLWLRQDO
consultancy advice provided by Craftsman:
“MD John Gibbs spent extended periods
DGYLVLQJRQWKHGHYHORSPHQWSODQV
“Our experience of using health club
changing rooms is that lockers aren’t
usually large enough to take gym bags
without having to force them in, so
Craftsman took these comments on
board and developed longer lockers with

The hotel’s changing areas now
have a very upmarket look
compartments for shoes and for separate
KDQJLQJRIFORWKHVȻ
Ⱥ,WZDV&UDIWVPDQȷVʜH[LELOLW\WRDGDSW
to our requirements that made all the
GLʞHUHQFH:HDOVRIRXQG-RKQȷVDGYLFH
on our planned spa and hydrotherapy
LQVWDOODWLRQVYHU\KHOSIXOȻ
+HDGGVȺ7KHʛQLVKHGSURMHFWORRNV
absolutely superb, in keeping with the
GHVLJQHUVȷYLVLRQ0DQRUYLHZZDQWHGWR
create something really special at the
%RZʛHOGDQGWKHDWWHQWLRQWRGHWDLOKDV
EHHQVHFRQGWRQRQHȻ
www.cqlockers.co.uk
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THE WEARABLE TECHNOLOGY
SOLUTION FOR THE FITNESS
INDUSTRY.

“The most precise calorie
counter available.

“99% heart
rate accuracy.

“It’ll play nice
with your other tech.
p7KHƬQHVW
money can buy.
“Levels the
SOD\LQJƬHOG

“Rather Addictive.

“This is the best
ƬWQHVVDFFHVVRU\
,oYHHYHUXVHG
“MYZONE challenges
you to push yourself
harder.

EFFORT REWARDED.
Discover more at P\]RQHRUJor email: XN#P\]RQHRUJ

“Voted The BEST
Fitness Tracker
for Gym Workouts.

PROJECT PROFILES

The Myzone studio class
maximises fat burn while
preserving muscle

PERSONAL TOUCH
OPERATOR: Heartcore Fitness
SUPPLIER: MYZONE

A

class developed around MYZONE
has become the most popular
session on the timetable for the
ERXWLTXHʛWQHVVJURXS+HDUWFRUH)LWQHVV
-HVV6FKXULQJODXQFKHG+HDUWFRUHLQ
2007 with a pilates studio in London’s
.HQVLQJWRQ6LQFHWKHQWKHJURXSKDV
H[SDQGHGWRVHYHQVLWHVLQ1RWWLQJ+LOO
+DPSVWHDG&KHOVHD)XOKDP&LW\DQG
3DUN/DQH7KHVWXGLRVRʞHUVPDOOJURXS
WUDLQLQJFODVVHVVXFKDVG\QDPLFSLODWHV
KLJKLQWHQVLW\75;DQGEDUUH
Ⱥ:HȷUHQRWDFRQYHQWLRQDOJ\P<RX
could describe what we do as personal
WUDLQLQJLQDVPDOOJURXSVHWWLQJȻVD\V
*RN<HVRGKDUDQKHDGRI75;+,,7DW
+HDUWFRUH)LWQHVVȺ:HUHVWULFWWKHVL]HRI
RXUKLJKLQWHQVLW\FODVVHVWRDPD[LPXP
RIHLJKWWRSHRSOHZKLFKDOORZVRXU
instructors to maintain a one-to-one
FRQQHFWLRQZLWKSHRSOH7KDWȷVYHU\
LPSRUWDQWWRRXUFRQFHSWȻ
7KHJURXSZDVNHHQWRWDNHDGYDQWDJH
RIWKHJURZLQJZHDUDEOHWHFKQRORJ\
trend and with it meet the demands of
LWVFOLHQWV<HVRGKDUDQFRQWLQXHVȺ2XU

members wanted to be able to view
their performance; they wanted more
WUDQVSDUHQF\IURPWKHLUZRUNRXWVWRVHH
KRZWKHLUSURJUDPPHVZHUHZRUNLQJ
Ⱥ6RZHVWDUWHGVFRXULQJWKHPDUNHWIRU
the best providers of heart rate monitors
DQGFDPHDFURVV0<=21(:HWRRNLWRQ
ERDUGDQGVSHQWDIHZZHHNVH[SHULHQFLQJ
WKHV\VWHPWRKHOSUHʛQHRXUPRGHOEHIRUH
ODXQFKLQJLWWRRXUPHPEHUVȻ
+HDUWFRUHODXQFKHG0<=21(DWLWV
)XOKDPVWXGLRODVW-XQHGHYHORSLQJDVPDOO
JURXSWUDLQLQJFODVVDURXQGWKHWHFKQRORJ\
7KHPLQXWHFODVVKDVEHHQGHVLJQHGWR
PD[LPLVHIDWEXUQZKLOHSUHVHUYLQJOHDQ
PXVFOHDQGEXLOGLQJVWUHQJWKWKURXJKD
VHULHVRIERG\ZHLJKWH[HUFLVHV
1DPHG)LW5;WKHKLJKLQWHQVLW\FODVV
XVHVDXQLTXHFRPELQDWLRQRI75;EDVHG
VWUHQJWKWUDLQLQJDQG+,,7LQWHUYDOVWR
HQFRXUDJHPHPEHUVWRZRUNWRWKHLU
PD[LPXPKHDUWUDWH
7KHFODVVLQFRUSRUDWHV0<=21(
participants can view their heart rate
DQGFDORULHEXUQGDWDZKLFKLVSURMHFWHG
RQWRWKHZDOOVRWKH\FDQWUDFNWKHLU
performance and make sure they’re
ZRUNLQJLQWKHRSWLPDOSHUIRUPDQFH
]RQHVȺ7KHIHHGEDFNIURPPHPEHUV

DERXWWKHFODVVKDVEHHQJUHDWȻVD\V
<HVRGKDUDQȺ7KH\ORYHLW7KH\VD\WKDW
ZRUNLQJZLWK0\]RQHHQFRXUDJHVWKHPWR
push themselves harder than if they were
ZRUNLQJZLWKRXWLW
Ⱥ,WDOVRDOORZVRXULQVWUXFWRUVWR
personalise their motivation and identify
ZKRWKH\QHHGIRFXVRQGXULQJWKHFODVVȻ
7KHWHFKQRORJ\KDVZRUNHGHVSHFLDOO\
ZHOOIRUQHZFRPHUVȺ,WWDNHVWLPHWR
PDVWHUWKHWHFKQLTXHRIWKHH[HUFLVHV
ZKLFKFDQVRPHWLPHVEHIUXVWUDWLQJIRU
EHJLQQHUVZKRIHHOWKH\ȷUHQRWJHWWLQJ
WKHPRVWRXWRIWKHFODVV%XWZKHQ
WKH\ȷUHXVLQJ0<=21(WKH\FDQFOHDUO\
VHHWKH\ȷUHVWLOOJHWWLQJDJUHDWZRUNRXW
DQGWKDWHQFRXUDJHVWKHPWRNHHSJRLQJ
Ⱥ0<=21(LVDERXWFKDOOHQJLQJ\RXUVHOI
DQGEDWWOLQJ\RXURZQV\VWHPZKLFKLV
SHUIHFWO\VXLWHGWRWKH+HDUWFRUHPRGHO
RIGHOLYHULQJDSHUVRQDOVHUYLFHLQDVPDOO
JURXSVHWWLQJȻFRQFOXGHV<HVRGKDUDQ
+HDUWFRUHFXUUHQWO\UXQV)LW5;FODVVHV
DZHHNDQGIROORZLQJLWVVXFFHVVZLOORʞHU
the class at its new studio in St John’s Wood
ȲZKLFKRSHQHGLQ-DQXDU\ȲEHIRUHUROOLQJLW
RXWWRRWKHUVLWHVLQWKHJURXS
www.myzone.org

MYZONE is about challenging yourself and
battling your own system, which is perfectly
suited to the Heartcore model
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LOCKERS

LOCK IT UP

KWWSZZZʛWQHVVNLWQHW
ÀWQHVVNLWQHW
/RJRQWRZZZʛWQHVVNLWQHWDQGW\SHWKH
company name under ‘keyword search’

Do your changing rooms need a bit of a refresh? We look at the latest installations for inspiration
Members’ phones and tablets can
be charged in secure lockers

RIDGEWAY’S MODERN DESIGNS TO CATER FOR ALL
Ridgeway Furniture has supplied bespoke modern changing room and
reception products at two London health clubs.
In the changing room at Fitness First in Bishopsgate, members
can charge phones and tablets in one of 32 secure charging lockers.
Ridgeway also created an interactive reception TV station unit that
displays classes and personal trainer details, which the user can scroll
through. It also supplied a white Corian unit where two iPads are
available for members to use.
At another Fitness First site in Fetter Lane, Ridgeway installed lockers
of various heights, including some with long drops for local lawyers who
need to store long coats and gowns while using the gym.
fitness-kit.net ͙͋͗ͅ͏͒̈́

RIDGEWAY

BOWFIELD CHANGING FACILITIES
CRAFTED ANEW
&UDIWVPDQ/RFNHUVUHFHQWO\ʛWWHGRXWQHZFKDQJLQJURRPVDWWKH
%RZʛHOG+RWHODQG&RXQWU\&OXELQ+RZZRRG5HQIUHZVKLUHȲ
part of the Manorview Hotels and Leisure Group in Scotland.
Working alongside interior designers Space ID, the locker specialist
upgraded the member and hotel guest changing areas, as well as
creating a new family changing area with self-contained facilities
GHVLJQHGVSHFLʛFDOO\IRUGLVDEOHGXVHUV
1RZRQRʞHUDUHZDOQXW0D[LPL]HUVW\OHORFNHUVIRUVSDDQG
hotel guests and health club members. The lockers are keyless and
use battery-operated digital locks.
fitness-kit.net ͙͋͗ͅ͏͒̈́

CRAFTSMAN

HYATT REGENCY AMALA SPA CHOOSES KITLOCK

Keyless lockers
solve the problem
of many lost keys
fitness-kit.net ͙͋͗ͅ͏͒̈́
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The Hyatt Regency Amala Spa and
leisure club in Birmingham, UK, has
chosen KitLock keyless locker locks
for its changing rooms.
The spa and leisure club, part of
the Hyatt Regency hotel, installed
150 coded KitLock 1000 locks,
manufactured by Codelocks, across
its male and female changing rooms.
Guests now enter a four-digit code
on the keypad to ‘lock and go’.
The new locks have solved the
problem of keys going missing,
which had left many of the previous
key-opening lockers out of action.

CODELOCKS
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The hotel’s new lockers have
DVW\OLVKZDOQXWʛQLVK

FITNESS FIRST MIDDLE EAST CHOOSES OJMAR
Ojmar’s OCS Locker lock has been
installed in changing rooms at two
Fitness First locations in Dubai.
The digital locks are designed
to provide an easy to use solution
where customers enter a fourdigit code to open the lock. If the
XVHUIRUJHWVWKHLUFRGHVWDʞFDQ
open and relock it using a separate
lock device. The lock can also be
FRQʛJXUHGE\WKHFOXEWRRSHQ
automatically after a set period of
time, to guarantee locker availability.
An LED on each lock shows which
lockers are already in use.
fitness-kit.net ͙͋͗ͅ͏͒̈́

OJMAR

Customers simply
use a four-digit code
to open the locker

Directory
To book your space call the sales team on +44 (0)1462 431385
ARCHITECTS/DESIGNERS

C O M P U T E R M E M B E R S H I P S O F T WA R E

www.zynkdesign.com

HEALTH CLUB & FITNESS DESIGNERS
t 0844 344 5566
www.massdesigners.com
w massdesigners.com
www.legendware.co.uk

Whatever yyour sector...

+IXMRXSYGLERH¿RH
out how you can start
saving and making
money, year after year...

AV / S O U N D

t: 0844 847 5827 w: www.ez-runner.com

management software...made easy

Lightmasters
Lightmasters

½
½
½
½

01480 407727

Finance Package Available

Needs a management
solution?

Wireless Cardio Cinema
Wireless Audio for Spin Classes
Full PA & AV Systems
LED & Fibre Optic Lighting Systems

info@lightmasters.co.uk
www.lightmasters.co.uk

www.sportsoft.co.uk

0844 493 3696

www.brightlime.com

FREEDOM TO FOCUS ON WHAT
MATTERS MOST: YOUR MEMBERS

C L E A N I N G & H YG I E N E
Direct Debits

Membership Management

All in the cloud

For more information on how the ClubWise cloud-based solution can help you take
control of your business, get in touch with our team of experts

01844 348 300

sales@clubwise.com

www.clubwise.com

TO BOOK YOUR ADVERT
CALL THE SALES TEAM ON
www.addgards.com

+44 (0)1462 431385
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CUSTOMER ENGAGEMENT

Get Members.
Keep Members.

by

www.cfm.net

Phone: 0115 777 3333
DIRECT DEBIT COLLECTION
HARLANDS
G RO U P
+LJKFROOHFWLRQORZFRVW
KLJKTXDOLW\PHPEHUVKLSFROOHFWLRQ

IURPWKHGLUHFWGHELWH[SHUWV
W 
H VDOHV#KDUODQGVJURXSFRXN
Z ZZZKDUODQGVJURXSFRXN
+DUODQGV6HUYLFHV/WG
VW)ORRU3HUU\PRXQW5RDG

To book your
advert call the
sales team on

+44 (0)1462
431385

+D\ZDUGV+HDWK:HVW6XVVH[5+%1

EXERCISE EQUIPMENT

www.gravityuk.net
01533 763285
jordanﬁtness.co.uk
sales@jordanﬁtness.co.uk

THE
FUNCTIONAL
FITNESS
SPECIALISTS

DESIGN
MATTERS.
Find out how the right design for
your gym can revolutionise your appeal
and your revenue potential.
escapeﬁtness.com/design-hcm
sales@escapeﬁtness.com
0800 294 2803
86
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The leader in
upper body & inclusive
cardio exercise
Tel 01344 300 022
www.SCIFIT.uk.com

EXERCISE EQUIPMENT (CONTINUED)

GYM MIRRORS

M I R R O R S F O R T R A I N I N G LT D

UÊÀÀÀÊÃÌ>>ÌÊÊ >ÌÜ`i
UÊ*ÀÌ>LiÊÀÀÀÃÊ
UÊ >Ì ÀÊÉ7>Ã ÀÊÀÀÀÃ

01902 791207 or 07737263611
info@mirrorsfortraining.co.uk
www.mirrorsfortraining.co.uk

gymmirror.co.uk
WE SUPPLY & INSTALL GYM MIRRORS
 Stock & bespoke sizes
 Installation service
 Fast reliable nationwide delivery

“SPEEDFLEX IS AN INCREDIBLY EFFICIENT WAY
TO EXERCISE.

Call the experts at Aspect Safety Mirrors
01223 263555
email: info@aspectsafetymirrors.co.uk

“I CAN TRAIN AT A HIGH INTENSITY ALONGSIDE
PEOPLE OF ALL DIFFERENT FITNESS LEVELS AND
HAVE NO PAIN THE FOLLOWING DAY.”

LOCKERS/CHANGING ROOMS

ALAN SHEARER, SPEEDFLEX AMBASSADOR

WWW.SPEEDFLEX.COM

FUNCTIONAL TRAINING / FLOORING

Create a great
changing
experience
by providing Craftsman
Lockers to fully
meet your members’
expectations

FUNCTIONAL
TRAINING:
REDEFINED.

t Lockers
t Cubicles
t Vanity units
t Bench seating
t Treatment room
furniture

The Escape Fitness 2015 Catalogue
is available now.
Order your copy here...
www.escapeﬁtness.com/2015chcm
sales@escapeﬁtness.com
0800 294 2803

Call now:
01480 405396

THE PREMIUM FLOORING
MANUFACTURER.

To draw on the Craftsman
experience in helping design
changing rooms that work

TECHNICAL FLOORING.
FUNCTIONAL TRAINING.
EDUCATION.
INTERACTIVE STATIONS.
USER EXPERIENCE.
PAVIGYM UK
01223 969 870
support.uk@pavigym.com

www.pavigym.com

Pavigym

www.cqlockers.co.uk
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L O C K E R S / C H A N G I N G RO O M S C O N T I N U E D
Tel: 01803 555885
Email: sales@crownsportslockers.co.uk
Web: www.crownsportslockers.co.uk

MORE THAN JUST LOCKERS

Changing Rooms - Treatment Rooms - Washrooms

www.kitlock.com

sales@kitlock.com

FITLOCKERS
Quality Affordable Timber Lockers

We’re No.1 in lockers and cubicles.
T: 01923 770435
sales@ﬁtlockers.co.uk www.ﬁ
[[[½tlockers.co.uk
XPSGOIVWGSYO

O Wide range of locker
designs including laminate,
glass and timber

www.prospec.co.uk
Email: sales@prospec.co.uk
Tel: +44 (0) 1709 377147

O AutoCAD & Revit Facility
O Comprehensive selection
of locking systems
O 3D visual rendering available

Lockers
Locking
Systems
Cubicles
Washrooms
Servicing
3D Design
Rendering

Available
in print

& online

HEALTH CLUB MANAGEMENT

HANDBOOK 2O16

info@safespacelockers.co.uk
www.safespacelockers.co.uk
Telephone: 0870 990 7989

The 12th edition of the Health
Club Management Handbook
will be a comprehensive guide
and reference tool distributed
to industry operators, buyers
and suppliers and available
at leading industry events,
LIW, IHRSA, FIBO & SIBEC.
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The Health Club Management Handbook is
available to purchase at £50
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RESEARCH

See the potential
Exercise could enhance the brain’s capacity to learn, say researchers at the University of Pisa
he brain’s capacity to learn,
remember and repair depends
on the ability of our neurons
to change with experience – a
complex process that researchers now say
can be boosted by regular exercise.
Reporting in the latest edition of Cell
Press journal Current Biology*, scientists
have produced evidence that exercise may
enhance the plasticity of the adult brain,
making it more flexible and open to new
ideas and ways of learning.
Brain plasticity is thought to decline
with age but, says lead author Claudia
Lunghi of the University of Pisa in Italy:
“We’ve provided the first demonstration
that moderate levels of physical activity
enhance neuroplasticity in the visual
cortex of adult humans.
“By showing that moderate levels of
physical activity can boost the plastic
potential of the adult visual cortex, our
results pave the way to the development of
non-invasive therapeutic strategies exploiting
the intrinsic brain plasticity in adult subjects.”
The findings – with their focus on the
visual cortex area of the brain – could
also have implications for people with
conditions such as amblyopia (lazy eye)
and traumatic brain injury, which the
researchers believe may be treatable with
regular bouts of physical activity.

T

To find out whether exercise can boost
brain plasticity in people in the same
way it has been shown to in animals, the
researchers measured the residual plastic
potential of the adult visual cortex using a
simple test of binocular rivalry.
Most of the time our eyes work
together, but when people have one eye
covered by a patch for a short period of
time, the closed eye becomes stronger as
the visual brain attempts to compensate
for the lack of visual input. The strength of
the resulting imbalance between the eyes
is a measure of the brain’s visual plasticity

and can be tested by presenting each eye
with incompatible images.
In the new study, Lunghi and colleague
Alessandro Sale of the National Research
Council’s Neuroscience Institute put 20
adults through this test twice. In one test,
participants with one eye patched watched
a movie while relaxing in a chair. In the other
test, participants with one eye patched
exercised on a stationary bike for 10-minute
intervals while watching the movie.
The benefits of exercise were clear, as
Lunghi explains: “After activity, the eye that
was patched was strongly potentiated,
indicating increased levels of brain plasticity.”
Further study is needed, but the
researchers think this might be a result
of decreased levels of an inhibitory

After physical activity, the eye that was
patched was strongly potentiated, indicating
increased levels of brain plasticity
Lead researcher Claudia Lunghi
*Lunghi, C & Sale, A et al. A cycling lane for the brain. Current Biology 25, R1107–R1125, December 2015
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neurotransmitter, called GABA, after
exercise. As concentrations of this
inhibitory nerve messenger decline, the
brain becomes more responsive.

More things to ‘look’ at

Lunghi and Sale now plan to investigate
the effects of moderate levels of exercise
on visual function in amblyopic adult
patients and to look deeper into the
underlying neural mechanisms.
The findings serve to further underline
the importance of exercise in relation to
brain function. They follow research by
the University of Kansas Medical Center
– reported on by HCM in July 15 – which
found that raising fitness levels in later life
can boost brain function, with the intensity
of exercise as important as the duration.
HCM also reported in October that
scientists in Japan have concluded that
regular exercise can help the brain hold
back the sands of time and perform in the
same way as it did in years gone by.
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Eye test

The research suggests that moderate levels of physical activity
enhance neuroplasticity in the visual cortex of adult humans
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