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Moving away from BMI
New evidence is on its way that will show how risk of disease is impacted
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MI is flawed as a way of assessing healthy weight. That’s
the working assumption at the heart of a major new
study of 100,000 Britons – a £43m imaging project being
carried out by universities including Oxford, Edinburgh
and Imperial College, as well as the Medical Research Council.
That assumption will surprise few in the fitness sector, which
has long been aware of the limitations of BMI. As Tom Stillman,
head of business development for Boditrax, summarises: “BMI has
been enormously useful for population surveys, demonstrating the
strong links between excess weight and chronic ill health, but it can
be misleading on an individual basis. It doesn’t take into account
variables such as age, race or natural changes in body composition
over time. Neither does it reflect the fact that, if exercise is built
into a weight loss programme, a greater proportion of body fat
will be lost compared to weight loss through diet only.”
And so it was that, at a launch event for the new study,
professor Paul Matthews of Imperial College London was able to
present a slide that showed the scans of 60 people, all with a BMI
of around 30. Among these allegedly unhealthy people were elite
athletes as well as sedentary, genuinely overweight people; one of
BMI’s many limitations is that it can’t differentiate between muscle,
fat and bone, so even Olympic athletes can be classified as obese.
This in itself raises interesting questions and dilemmas – not
least the fact that healthy people are already being turned down
for things like health insurance based purely on their BMI. Gyms
could feasibly even be contributing to the issue, helping people
move out of the ‘healthy’ BMI category and into ‘overweight’ by
training hard and building muscle mass. This would be a huge irony,
given that these people will certainly be fitter, healthier and at
lower risk of lifestyle disease as a result of being active. Meanwhile,
people with high levels of dangerous visceral fat, at significant risk
of lifestyle disease, are able to pass entirely under the BMI radar.
The new study will therefore be hugely valuable, both to individuals
and to gyms wanting to prove their contribution to people’s health. By
mapping subjects’ distribution of fat and muscle mass and overlaying this

Imagine being able to map
someone’s body, monitoring falling
levels of fat and being able to give hard stats
how this is reducing risk of disease

with data about lifestyle, genetics, blood sugar and cholesterol – as well
as scanning brains, hearts, bones and carotid arteries – the study aims to
link the distribution of excess fat, and especially abdominal fat, to risk of
diseases such as diabetes, cardiovascular disease and cancer. It will,
believes Matthews, give a “completely new window” onto the body.
The next step will be for the fitness sector to start mapping the
body composition of its members. The latest imaging technology
will be beyond most operators’ budgets, but there’s already a
range of affordable devices on the market that use bio-electrical
impedance analysis (BIA) to estimate body composition, and in
particular body fat – an instant way to focus members on a far
more important indicator for their health than their BMI.
And in the longer term? As today’s technology becomes more
affordable, and the findings of the imaging study start to filter
through, it’s possible to foresee a day when clubs will prescribe
wellbeing programmes based on scans. Imagine how powerful it
would be to map someone’s body to create a personalised
wellness prescription, monitoring falling levels of abdominal fat and
being able to give hard stats on how this is reducing risk of disease.
Gyms have a huge opportunity to embrace this new approach,
ensuring the fitness sector becomes the bridge that connects new
thinking in science with the people who can most benefit from it.

Kate Cracknell
Editor
katecracknell@leisuremedia.com
@healthclubkate
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Write to reply
Do you have a strong opinion or disagree with somebody else’s views on the industry?
If so, we’d love to hear from you – email: healthclub@leisuremedia.com

I was interested to read your recent news coverage on
mental health in the workplace, which reported that
RYHURQHWKLUG ̹̾SHUFHQW RIHPSOR\HHVLQWKH8.
think their working environment is having a negative
HIIHFWRQWKHLUVWDWHRIPLQG
It prompted me to let you know about Unum’s latest
SURMHFWIRFXVLQJRQPHQWDOKHDOWKLQWKHZRUNSODFHDV,
WKRXJKWLWZRXOGEHRILQWHUHVWWR\RX
*LYHQKRZPDQ\SHRSOHDUHDIIHFWHGE\PHQWDOKHDOWK
LVVXHVHYHU\\HDUZHIHOWLWZDVWLPHWRVKHGVRPHOLJKW
RQWKLVZLGHVSUHDGLVVXHȲRQHWKDWPDQ\SHRSOHILQG
GLIILFXOWWRGLVFXVV:HȷYHFUHDWHGDVKRUWDQLPDWHG
video which looks not only at how work can contribute
WRPHQWDOLOOQHVVEXWDOVRZKDWVLJQVWRORRNRXWIRU
DQGZKDWVWHSVEXVLQHVVHVFDQWDNHWRKHOSVWDIIDQG
FROOHDJXHVLIWKH\QRWLFHWKHPVWUXJJOLQJXQGHUSUHVVXUH
These steps include encouraging employees to leave
ZRUNLQWKHRIILFHZKHQWKHGD\LVRYHUPRQLWRULQJ
WKHZRUNORDGRIWKRVHZKRDSSHDUWREHVWUXJJOLQJ
and training line managers to recognise when this is
KDSSHQLQJHQFRXUDJLQJSHRSOHWRJHWDZD\IURPWKHLU
GHVNVWRJRIRUDZDONRUWRGRVRPHPLQGIXOH[HUFLVHV
Other options include setting up support or peer
QHWZRUNVȲPHQWDOKHDOWKILUVWDLGWUDLQHGFKDPSLRQVȲDQG
RIFRXUVHSURPRWLQJWKHRSHQGLVFXVVLRQRIPHQWDOKHDOWK
LVVXHVULGGLQJWKHVXEMHFWRIDQ\DVVRFLDWHGWDERRV
To view Unum’s animated video,
please go to: www.healthclubmanagement.
co.uk/mentalhealth

3+2726+877(5672&.&20

Will Bridges
HR consultant, Unum

Good mental health requires work-life balance

3+2726+877(5672&.&20

Mental health awareness
in the workplace

Technology cannot replace a face-to-face relationship

Technology vs the human
touch in personal training
Your recent article (HCM0D\̷̼
S̼̽ ZKLFKVXPPDULVHGWKH,+56$
̸̶̷̼NH\QRWHE\5DQGL=XFNHUEHUJ
VLVWHURI)DFHERRNIRXQGHU0DUN
=XFNHUEHUJZDVVRPHWKLQJWKDW
UHVRQDWHGZLWKPH6KHVDLG
WHFKQRORJ\FDQHQULFKRXUOLYHVȲ
EXWWKDWWKHUHȷVDOVRDQHHGWRWDNH
a digital detox from time to time.
,WDNHDYHU\EDODQFHGDSSURDFK
WRWHFKQRORJ\DQGHQFRXUDJHWKH
37V,ZRUNZLWKWRGRWKHVDPH
7HFKQRORJ\LVQRZZRYHQLQWR
the fitness industry, with digital
LQQRYDWLRQVHQWHULQJWKHVHFWRUDW
SDFHLQFOXGLQJRQGHPDQG37DSSV
VXFKDV7UX%HDQG)LWPR VHHHCM
0D\̷̼S̸̼ ,WȷVLPSRUWDQWWKDW
37VHPEUDFHWKHVHDGYDQFHPHQWV
learn about them and use the tools
DQGSODWIRUPVDYDLODEOH6WD\LQJ
XSWRGDWHZLWKGLJLWDOWUHQGVZLOO
strengthen their offering, retain
EXVLQHVVDQGKHOSWKHPNHHSWKHLU
FOLHQWVZHOOLQIRUPHG

+RZHYHU37VQHHGWRILQGDZD\
RIZRUNLQJZKLFKHQVXUHVWKHLU
YLWDOVRIWVNLOOVDUHQȷWVDFULILFHGDW
WKHFRVWRIEHLQJGLJLWDOO\GULYHQ
(QJDJLQJZLWKFOLHQWVIDFHWRIDFHLV
DYLWDOSDUWRIEHLQJD37DQGEDVLF
GHOLYHU\VHUYLFHVVKRXOGQRWVXIIHU
7HFKQRORJ\ZLOOQHYHUEHDEOHWR
FRQQHFWZLWKFOLHQWVRQERWKDQ
emotional and a human level, and
it’s important that personal trainers
DOZD\VNHHSWKLVLQPLQG
I’m very aware of the pressures
EHLQJSXWRQ37VDQG,ȷPFHUWDLQO\
QRWVD\LQJWKHLGHDOEDODQFHZKHQLW
FRPHVWRWHFKQRORJ\LVHDV\WRILQG
+RZHYHUWKRVHZKRPDQDJHLWZLOO
be well positioned to stand out in
ZKDWȷVEHFRPLQJDQLQFUHDVLQJO\
FURZGHG37
PDUNHWSODFH

Joe Oliver

Founder, Your
Personal Training
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The value of data in
accessing funding

Self-powered kit is more easily moved around the gym

Self-powered equipment:
Operator & user benefits
Your ‘People Power’ feature (see
HCM0D\̷̼S̸̽ RQWKHWUHQGIRU
VHOISRZHUHGHTXLSPHQWPDGHIRUD
YHU\LQWHUHVWLQJUHDG
7KHUHȷVRIWHQDEHOLHIWKDWȶVHOI
SRZHUHGȷPHDQVȶEDVLFȷEXWLQIDFW
LWRIWHQPHDQVWKDWFHUWDLQNH\
IHDWXUHVDUHWKRXJKWWKURXJKLQDQ
LQQRYDWLYHZD\WRSURYLGHDUHDOO\
JUHDWXVHUH[SHULHQFH
5DWKHUWKDQDSRZHUHGPDFKLQH
FRQWUROOLQJWKHVSHHGLQFOLQHDQG
ȶIHHOȷWKHLQGLYLGXDOPXVWSRZHU
WKHPDFKLQH7KLVQRWRQO\JLYHV
DUHDOIHHOȲbUHSOLFDWLQJDFWXDO
FRQGLWLRQVDQGSURYLGLQJIUHHGRPRI
PRYHPHQWȲEXWDOVRJLYHVWKHPRVW
DFFXUDWHIHHGEDFNRIZKDW\RXU
ERG\LVJHQHUDWLQJLWVHOI
$OVRZLWKPDQ\FOXEVQRZ
SXUFKDVLQJOHVVNLWDQGFUHDWLQJ
PRUHVSDFHVHOISRZHUHG
HTXLSPHQWȲZKLFKFDQEHPRYHG
DURXQGPXFKPRUHHDVLO\ȲDOORZV
IRUPRUHIUHHGRPLQJ\PIORRU
10

OD\RXWV7KHHTXLSPHQWFDQEH
PRYHGLQWRDSHUIRUPDQFH]RQH
RQHGD\DQGDFLUFXLWRUVPDOOJURXS
WUDLQLQJDUHDWKHQH[W
'XHWRWKHQDWXUHRIVHOI
SRZHUHGHTXLSPHQWPDQXIDFWXUHUV
FDQȷWLQFRUSRUDWHDOOWKHODWHVW
WHFKQRORJLFDOIHDWXUHVȲbEXWZH
EHOLHYHDORWRIWKHVHDUHQȷWUHTXLUHG
DQ\ZD\1RWLQFOXGLQJWKHPNHHSV
WKHFRVWGRZQIRURSHUDWRUVQRW
RQO\RQWKHSURGXFWSXUFKDVHEXW
DOVRRQWKHRQJRLQJUXQQLQJFRVW
,WDOVRPHDQVWKHPDQXIDFWXUHUV
KDYHKDGWRUHDOO\UHVHDUFKZKDW
WKHXVHUQHHGVDQGZDQWVLQRUGHU
WRGULYHWKHSXUFKDVHGHFLVLRQ
UDWKHUWKDQFUHDWLQJQHHGOHVV
IXQFWLRQVMXVWDVDZD\WRDGGWR
WKHIHDWXUHOLVW

The data mining feature in the June issue of Health
Club Management was an insightful read, and it was
encouraging to see the support that software providers
can offer health and fitness operators in terms of
reporting on, understanding and using their data to
make business decisions.
For me, one key area of reporting that’s massively
valuable to operators is the ability to use data to
assist in accessing grant funding. Providing accurate,
consistent and meaningful data – including reporting on
outcomes and other indicators – usually forms a key
element of any public health contract.
The arena is becoming more and more competitive,
with many operators seeking work outside of their
natural geographic areas of delivery. Those that use
data to prove previous successes, and that are able to
demonstrate the future availability of data for any new
contract, are the ones that succeed.
The work of our software development team is
driven by our customers’ data requests. Our database
QRZKROGVPRUHWKDQ̷̶̶̶̶̶UHIHUUDOVZLWKFRUUHODWLQJ
data that not only includes measures like height, weight,
BMI and blood pressure, but also information on goal
setting, attainment and results, uptake and completion.
This gives service providers the data they need to
inform commissioners of their ability to interact with,
and have a positive impact on, the wider community.
The long-term impact of these interventions should
ultimately be a reduced need for acute NHS services –
and our customers, coupled with strong
data, are increasingly able to show how
they can achieve this.

Stuart Stokes

Commercial director, ReferAll

Rich Baker

Commercial &
sales director,
Wattbike
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Gyms hold valuable data on people’s fitness and goals

MORE THAN MEETS
THE EYE…
Our new Price Calculator lets
you leverage marketplace
data to check, set, and
optimise your price points to
increase overall sales

HANDING YOU THE KEYS TO
POWERFUL MARKETPLACE DATA
PayAsUGym.com/marketplace

International news
The €1bn gym
chain: Basic-Fit IPOs
Basic-Fit enjoyed a bumpy start to life
on the Amsterdam Stock Exchange when
LWIORDWHGRQ̷̶-XQHDVVKDUHVVOLGE\̹SHU
cent in early trading.
The first day of trading for Europe’s largest
budget gym chain saw an introductory share
SULFHRIɳ̷̻LPSO\LQJDPDUNHWFDSLWDOLVDWLRQ
RIɳ̸̶̾PDQGDQHQWHUSULVHYDOXHRIɳ̺̿̿P
+RZHYHUWKHVKDUHSULFHVOLGWRDORZ
RIɳ̷̺̹̽RQWKHILUVWPRUQLQJRIWUDGLQJ
EHIRUHPDNLQJDVOLJKWUHFRYHU\7KHVKDUH
SULFHVOLSSHGIXUWKHULQWKHIROORZLQJZHHN
GRZQWRɳ̷̹̺̹RQWKHPRUQLQJRI̷̻-XQH
EXWKDGUHFRYHUHGWRɳ̷̸̺̹ZKHQWKLV
magazine went to print.
%DVLF)LWKDVRIIHUHG̺̾̾SHUFHQWRI
LWVVKDUHVWRWKHPDUNHWDFFRUGLQJWRD
FRPSDQ\VWDWHPHQWDV/RQGRQEDVHG
SULYDWHHTXLW\EDFNHU̹L*URXSFDVKHVLQ
RQWKHɳ̷̷̶PLQYHVWPHQWLWPDGHLQ̸̶̷̹
Basic-Fit says the money raised from the
OLVWLQJZLOOJLYHLWJUHDWHUILQDQFLDOIOH[LELOLW\
and allow for the continued implementation
of its growth strategy.
“The listing process has been an exciting
journey and we’re pleased with the
response of both institutional and retail
LQYHVWRUVWR%DVLF)LWȻVDLG5HQH0RRV
FKLHIH[HFXWLYHRIILFHUDQGFRIRXQGHURI
%DVLF)LWZKRZLOOUHPDLQDVLJQLILFDQWORQJ
term shareholder in the business.

1HWKHUODQGVEDVHG%DVLF)LWRSHUDWHV̷̹̻ORZFRVWKHDOWKFOXEVLQ(XURSH
Ⱥ7KHOHYHORILQWHUHVWLQRXU,32XQGHUSLQV
RXUVWURQJEHOLHIWKDWZHKDYHDQDWWUDFWLYH
LQYHVWPHQWJURZWKDQGYDOXHFUHDWLRQ
RSSRUWXQLWLHVZLWKDVWURQJPDUJLQSURILOH
and cash generation. We look forward to
further expanding our leading European
market position together with our new
shareholders and thank them for their trust
LQRXUFRPSDQ\DQGRXUVWUDWHJ\Ȼ

The listing of Basic-Fit – which operates
̷̹̻FOXEVDFURVVWKH1HWKHUODQGV%HOJLXP
/X[HPERXUJ)UDQFHDQG6SDLQȲDGGVWRWKH
UHFHQWIOXUU\RIILWQHVVPDUNHW,32DFWLYLW\,Q
0D\7HFKQRJ\PZHQWSXEOLFLQ,WDO\IROORZLQJ
RQIURP7KH*\P*URXSȷV,32ODVW1RYHPEHU
ZKLOHWKH8.ȷV3XUH*\PDQG7KH%DQQDW\QH
*URXSDUHDOVRWKRXJKWWREHOLQLQJXSOLVWLQJV
'HWDLOVKWWSOHLVU"D =̿6̼I

Pop-up rescue for fast food addicts

9LWDPLQVZHUHJLYHQRXWIRUIUHH
12

A mysterious pop-up shop emerged in Tokyo’s famous Harajuku district in May, offering
SDVVHUVE\IUHHYLWDPLQVXSSOHPHQWVȲbDVZHOODVDQHGXFDWLRQDOH[SHULHQFH
The supplements, neatly stacked on shelves akin to a science laboratory, were designed
to give people the nutrients they weren’t getting from eating fast food – such as burgers,
pizza, fried chicken and ramen – which are in rich supply across Harajuku, an area renown
IRULWVYLEUDQW\RXWKFXOWXUH
The free vitamins and other nutrients at the Fast Food Aid shop were available to anyone
SURGXFLQJDUHFHLSWIRUDIDVWIRRGSXUFKDVH$IWHUKDQGLQJRYHUWKHLUUHFHLSWVFXVWRPHUV
were served by staff dressed as pharmacists, who would proceed to analyse the diner’s intake
based on the receipt and produce a bottle of vitamins and nutrients to supplement what was
PLVVLQJ$VORJDQHWFKHGDFURVVWKHVKRSbH[FODLPHGȺ7RIDVWIRRGORYHUVZKRDUHDOVRKHDOWK
FRQVFLRXVȲbQRQHHGWRZRUU\-XVWWDNHRXUVXSSOHPHQWVDIWHUHDWLQJ\RXUIDVWIRRGȻ
The stunt was, perhaps surprisingly, organised by a restaurant company called
'RKWRQERULZRUNLQJLQSDUWQHUVKLSZLWKGHVLJQVWXGLR.DLEXWVXZKLFKFUHDWHGWKHVKRS
Dohtonbori itself is classed as a fast food chain, but rather than offering the likes of
ramen (noodles) or gyudon (a beef and rice dish), its menu consists of okonomiyaki and
monjayaki – savoury pancakes that are considered a healthier option thanks to fresh
YHJHWDEOHVEHLQJDFUXFLDOSDUWRIWKHGLVK
The purpose of the stunt became clear to anyone who had eaten at Dohtonbori
DQGWKHQYLVLWHG)DVW)RRG$LGWRVXSSOHPHQWWKHLULQWDNHWKHPHGLFDWLRQERWWOHIRU
RNRQRPL\DNLZRXOGEHKDQGHGRYHUHPSW\DFFRPSDQLHGE\WKHZRUGVȺ/RRNVOLNHIDVW
IRRGEXW\RXQHHG]HURWDEOHWVȻ
DetailsKWWSOHLVU"D P̼V̻4B+
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New ‘boutique
village’ fitness
concept for
Australia
Fitness First Australia founder Tony de
Leede has relaunched his Fit N Fast health
club in Sydney city as YogaBar – a ‘boutique
village’ concept offering classes, healthy foods
DQGUHWDLOZKLFKRSHQHGLWVGRRUVRQ̺0D\
Tapping in to the trend of boutique
VWXGLRVDQG̶̹̼GHJUHHZHOOQHVVGH
/HHGHKDVDOUHDG\FRQILUPHGWKDWDOO̷̾RI
his Fit N Fast gyms could be transformed
into boutique villages should the new
concept prove successful.
The sites would feature a range of
boutique concepts, with membership prices
IURP$8̸̿ 86̸̸ɳ̸̶e̷̶̻̻ DZHHN
$W\SLFDO̷̶̶̶̶VTIW ̹̿̿VTP VLWH
will feature a gym space, a sizeable yoga
VWXGLRDEDUUHVWXGLRDFRXSOHRIIUHHIRUP
studios, plus an athleisure retail section
SUHGRPLQDQWO\VWRFNLQJ/XOXOHPRQSURGXFWV
0HDQZKLOHDZHOOQHVVFDI«ȲVWRFNLQJD
wide range of healthy and organic foods,
juices and smoothies – would be open to
WKHSXEOLFZLWKPDQ\EDFNLQJRQWRIRRG

$OO̷̾)LW1)DVWFOXEVFRXOGEHWUDQVIRUPHGLQWRERXWLTXH<RJD%DUVWXGLRV
courts where the sites are situated in a
Westfield shopping mall.
“We want to bring all of the best bits of
boutique fitness under one roof and create
wellness villages,” de Leede told HCM.
“The concept of fitness fusion is well
and truly here, and there are no rules as to
ZKDWNLQGVRIH[HUFLVH\RXEOHQGWRJHWKHU
:HȷUHVWLOOH[SHULPHQWLQJZLWKDQXPEHURI
GLIIHUHQWEOHQGVDQGFRQFHSWVȲbLQFOXGLQJ

ILJKWLQJER[LQJIXQFWLRQDODQGFURVVWUDLQLQJ
cycling and functional dance. I believe we’ll
KDYHDFOHDUHUGLUHFWLRQRYHUWKHQH[WVL[
WR̷̸PRQWKVEXWWKHUHZLOOEHQXPHURXV
different ‘tribes’ within each village.”
He concluded: “Fit N Fast members have
generally responded well to the changes and
ZHȷUHH[SHFWLQJWRDWWUDFWDORWRIQHZIDFHV
DVZHOOZLWKWKLVRQHRIDNLQGFRQFHSWȻ
'HWDLOVKWWSOHLVU"D D̽R̺W

Virgin Active to expand
Asia Pacific portfolio
UK-based Virgin ActiveKDVWKDWDQQRXQFHGLWZLOOLQYHVWe̷̶̻PLQ
expanding its estate across the Asia Pacific region.
Speaking to Health Club Management, Virgin Active CEO Paul Woolf said
WKHJURXSLVORRNLQJWRRSHQEHWZHHQ̶̹DQG̶̺QHZFOXEVDFURVV$VLD
3DFLILFȺ:HRSHQHGRXU̷̶WKFOXELQWKHUHJLRQODVW\HDUDQGZLOOQRZ
LQYHVWe̷̶̻PWRWDNHRXUHVWDWHWR̶̺Ȳ̶̻FOXEVȻ:RROIVDLG
Ⱥ:HȷYHEHHQTXLWHVORZLQWKHILUVWFRXSOHRI\HDUVUHDOO\ZRUNLQJWR
XQGHUVWDQGZKDWPHPEHUVDUHORRNLQJIRURXWWKHUHPDNLQJVXUHWKDWRXU
FOXEVDUHGHVLJQHGYHU\VSHFLILFDOO\WRPHHWWKHLUQHHGVȻ
,WȷVEHHQUHSRUWHGWKDW7KDLODQGȲbZKHUHWKHFRPSDQ\FXUUHQWO\RSHUDWHV
WKUHHFOXEVȲZLOOEHRQHRIWKHIRFDOSRLQWVRIWKHH[SDQVLRQZLWKXSWR̸̶
QHZFOXEVHDUPDUNHGIRUWKDWPDUNHW$IXUWKHUHLJKWWR̷̶FOXEVZLOORSHQ
LQ6LQJDSRUHZKHUHWKHRSHUDWRUFXUUHQWO\KDVMXVWRQHFOXEZLWKDQHQWU\
into Hong Kong also on the cards.
Woolf added that Virgin Active is also looking at expansion in other territories.
Ⱥ,QVRXWKHUQ$IULFDZHRSHQHG̷̶FOXEVODVW\HDUDQGZLOOODXQFKDQRWKHU̷̻WKLV
\HDULQFOXGLQJWZRIDEXORXV&ROOHFWLRQFOXEVȲRQHRIZKLFKZLOO
EHLQ&DSH7RZQȷV9 $&HQWUHȻ
7KHQHZVFRPHVDV9LUJLQ$FWLYHVROG
one-third of its clubs in the
8.WRULYDO1XIILHOG+HDOWKȲVHH
KWWSOHLVU"D 6̽:̷8
Richard Branson’s Virgin Active brand will continue its expansion in Asia Pacific
DetailsKWWSOHLVU"D X̹-̽)B+
©Cybertrek 2016 healthclubmanagement.co.uk July 2016

13

UK news
£15m special needsfriendly centre debuts
7KHe̷̻P&UHZH/LIHVW\OH&HQWUH
designed to be accessible for people with
special needs and dementia, has opened.
7KH̶̶̽̾VTP ̹̻̾̿̿VTIW WZRVWRUH\
building is to serve as a central hub for the
community of Crewe, bringing together a
range of different services under one roof.
These include a range of vital community
services from Cheshire East Council
The leisure facilities are managed
by leisure trust Everybody Sport and
5HFUHDWLRQDQGLQFOXGHD̸̻P ̸̾IW HLJKW
ODQHVZLPPLQJSRRODPXOWLSXUSRVH
sports hall and group fitness studios.
7KH̷̶̶VWDWLRQILWQHVVVXLWHLVHTXLSSHG
E\0DWUL[)LWQHVVDQGIHDWXUHVWKH̽;LUDQJH
RI&9HTXLSPHQWDORQJZLWKDVHOHFWLRQ
RI,),DFFUHGLWHG GLVDELOLW\IULHQGO\ 
HTXLSPHQW0HDQZKLOHWKH([LJR6S\GHU
rig takes centre stage in the functional area,
FRPSOHPHQWHGE\75;PRQNH\EDUVD
VTXDWVWDWLRQDQGFRUHSODWHV
'HWDLOVKWWSOHLVU"D ̾<̾H̻B+

Fusion transforms old
basement into boutique

Intencity offers five types of HIIT class
)XVLRQ/LIHVW\OHKDVWUDQVIRUPHGD
GLVXVHGEDVHPHQWXQGHUQHDWKDVZLPPLQJ
SRROLQ6RXWKJDWHWRFUHDWHLWVILUVW
ERXWLTXHILWQHVVRIIHULQJȲ,QWHQFLW\
7KH,QWHQFLW\ERXWLTXHVWXGLRVLWVEHORZ
6RXWKJDWH/HLVXUH&HQWUHDQGRIIHUVILYH
GLIIHUHQWW\SHVRI̶̹WR̺̻PLQXWH+,,7
FODVVHVIRU)XVLRQ/LIHVW\OHPHPEHUV
IUHH DQGQRQPHPEHUV e̷̸ VHHNLQJDQ
DOWHUQDWLYHWRWUDGLWLRQDOJURXSH[HUFLVH
FODVVHV7KHFRQFHSWKDVVRIDUSURYHGD
KLWZLWK6RXWKJDWH/HLVXUH&HQWUHVHHLQJ
LQFUHDVHGPHPEHUVKLSUHYHQXHVDQGD̶̹
SHUFHQWLPSURYHPHQWLQUHWHQWLRQ
Ⱥ:HZDQWHGWRRIIHUVRPHWKLQJXQLTXH
WRRXUPHPEHUVDQGWREXLOGXSRQWKH
UHFHQWJURZWKLQERXWLTXHILWQHVVDFURVV
WKHFDSLWDOȻVDLG)XVLRQ/LIHVW\OHILWQHVV
DQGRSVPDQDJHU'DUUHQ$QGHUVRQ
Ⱥ2XUYLVLRQLVWRRIIHUZKDWLVDQ
DIIRUGDEOH\HWXQLTXHILWQHVVH[SHULHQFHȻ
'HWDLOVKWWSOHLVU"D =̻]̽)B+
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New Nuffield Health CEO Steve Gray is creating an integrated healthcare strategy

Nuffield buys 35 Virgin clubs
Nuffield Health has secured̹̻VLWHVIURP
9LUJLQ$FWLYHDVWKHKHDOWKFKDULW\PRYHVWR
VLJQLILFDQWO\H[SDQGLWVQDWLRQDOQHWZRUNRI
KHDOWKFOXEVDQGKRVSLWDOV
7KHGHDOILUVWUHSRUWHGE\HCM, is
EHOLHYHGWREHZRUWKDURXQGe̶̾P
DQGPDNHV1XIILHOG+HDOWKWKH8.ȷV
VHFRQGODUJHVWKHDOWKFOXERSHUDWRUZLWK
DSSUR[LPDWHO\̷̷̸VLWHV7KHWUDQVDFWLRQLV
H[SHFWHGWRFRPSOHWHRYHUWKHVXPPHU
ZKHQWKHFOXEVWKHLUPHPEHUVDQGVWDIIZLOO
WUDQVIHUWR1XIILHOG+HDOWK
7KHVDOHVHHV1XIILHOG+HDOWKDGGWRWKH
QLQH9LUJLQ$FWLYHVLWHVLWDFTXLUHGLQ̸̶̷̺
$LGHGE\e̶̹̹PRIGHEWIDFLOLWLHVLWVHFXUHG

LQ2FWREHU̸̶̷̺1XIILHOGKDVEHHQJUDGXDOO\
H[SDQGLQJLWVSRUWIROLRLQUHFHQWWLPHVDQG
ODVW\HDUSXUFKDVHGWZRSULPHKHDOWKFOXEV
RQWKHGRRUVWHSRIWKH&LW\RI/RQGRQ
1HZ1XIILHOG+HDOWK&(26WHYH*UD\KDV
VHWDERXWPHUJLQJWKHFKDULW\ȷVZHOOEHLQJDQG
KRVSLWDOGLYLVLRQVWRGHOLYHUDIXOO\LQWHJUDWHG
KHDOWKFDUHVWUDWHJ\DQGWKHODWHVWDFTXLVLWLRQ
ZLOOEROVWHUWKLVDPELWLRQ
*UD\VDLGȺ7KLVLVDJUHDWPRYHIRUZDUGDQG
DOORZVXVWRLQFUHDVHWKHSDFHRIGHOLYHU\RIRXU
VWUDWHJ\DQGRXUFKDULWDEOHSXUSRVHWRKHOS
SHRSOHDFKLHYHPDLQWDLQDQGUHFRYHUWRWKHOHYHO
RIKHDOWKDQGZHOOEHLQJWKH\DVSLUHWRȻ
'HWDLOVKWWSOHLVU"D Q̻D̾$B+

Gym Group awarded top gong
After recently becoming
the first European gym chain
to go public in over a decade,
The Gym Group has racked
up another industry first by
becoming the only fitness
operator to attain Investors
In People Gold Accreditation.
Investors In People is a
Kitemark associated with
‘exceptional commitment’ to
staff development, and the
attainment of the Gold Award
– which only seven per cent
of applicants achieve – reflects The Gym Group CEO and founder John Treharne
The Gym Group’s continuous
efforts to improve its people management.
Having carried out an extensive assessment
Since the company floated in November
of The Gym Group’s practices in the middle
̸̶̷̻LWKDVWDNHQIXUWKHUVWULGHVWRUHZDUG
of May, Investors In People concluded that the
staff and recognise achievement, such as
low cost chain is “a great place to work”.
awarding company shares to all staff.
'HWDLOVKWWSOHLVU"D Q̸-̺]B+
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Virgin won’t walk out on UK
ELJIDPLO\FOXEVDQGUDFTXHWVFOXEVȲZLWKD
EURDGO\HYHQVSOLW:RROIVDLGLQYHVWPHQWLV
DYDLODEOHIRUXSJUDGHVDQGQHZVLWHVVXFK
DVWKHXSFRPLQJe̼̻P&ROOHFWLRQFOXEQHDU
/RQGRQȷV0DQVLRQ+RXVH
Ⱥ7KH8.LVDYHU\LPSRUWDQWPDUNHWIRU
XVDQGZHDEVROXWHO\LQWHQGWRUHPDLQDELJ
SOD\HUKHUHȻVDLG:RROIȺ:HKDYHDYHU\
FOHDUDPELWLRQWRJURZLQWKH8.DOEHLW
IURPDVOLJKWO\VPDOOHUEDVH'HVSLWHKDYLQJ
IHZHUFOXEVRXUDEVROXWH8.SURILWDELOLW\KDV
LQFUHDVHGDQGZHȷUHHDUQLQJPRUHPRQH\
QRZWKDQZHZHUHWKUHH\HDUVDJRȻ
'HWDLOVKWWSOHLVU"D N̿*̺(B+

How UK gym chains
stack up on social media

PHOTO: SHUTTERSTOCK.COM

The CEO of Virgin Active has pledged the
international chain will remain a significant
SOD\HULQLWVKRPHPDUNHWGHVSLWHVHOOLQJD
WKLUGRILWV8.FOXEVWR1XIILHOG+HDOWK
Speaking to HCM, Virgin Active chief Paul
:RROIVDLGWKHGLVSRVDORI̹̻FOXEVZDVQRW
WKHVWDUWRIDQH[LWIURPWKH8.LQSXUVXLW
RIIDVWHUH[SDQVLRQLQ$IULFDDQG$VLD3DFLILF
,QVWHDGKHVDLGWKLVZHHNȷVVDOHLVSDUWRILWV
strategy of fostering “selective growth” across a
VWUHDPOLQHGDQGPRUHSURILWDEOH8.SRUWIROLR
7KHUHPDLQLQJ̷̼9LUJLQ$FWLYHKHDOWKFOXEV
ZLOOQRZEHRUJDQLVHGDURXQGWKUHHFRUH
SURSRVLWLRQSLOODUVKLJKHQG&ROOHFWLRQFOXEV

Gym selfies are huge on social media
Budget giants Pure GymDQG7KH*\P
*URXSDUHOHDGLQJWKHZD\LQWHUPVRI
EUDQGHQJDJHPHQWRQVRFLDOPHGLDEXWD
QHZUHSRUWVKRZVWKHUHȷVSOHQW\RIURRP
IRULPSURYHPHQWDFURVVWKHILWQHVVVHFWRU
The LeisureDB Social Media Fitness Index
4̷̸̶̷̼5HSRUW highlights that overall
EUDQGVRFLDOPHGLDSUHVHQFHLVJURZLQJ
EXWPRUHQHHGVWREHGRQH0RUHWKDQ
KDOIRIWKHWRS̸̶SULYDWHEUDQGVJDLQHG
RYHU̷̶̶̶)DFHERRNOLNHVLQ4̷̸̶̷̼
ZKLOHWKHUHZDVVLPLODUXSOLIWRQ7ZLWWHU
'HWDLOVKWWSOHLVU"D T̼(̼JB+

DLL embarks on major
virtual fitness rollout
The Virgin Active gym chain was founded in the UK, by Richard Branson, in 1998

Third Space unveils new boutique
Upmarket London gym
chain The Third Space has
debuted its new boutique
studio concept, targeted
at “fitness-savvy, fashionconscious Londoners”.
Dubbed Another_
Space, the spin-off is a
̸̻̽̾VTIW ̶̺̽VTP VLWH
in Covent Garden’s Seven
Dials area. Spearheaded by
Colin Waggett, founder of
boutique concept Psycle and
CEO of Third Space, the
Goldstein Ween-designed
The studio has specialist training rooms for its classes
studio offers a range of
FODVVEDVHGILWQHVVWUDLQLQJSURJUDPPHV
SD\DV\RXJRFRQFHSWFRVWVe̸̶SHUFODVV
The studio is split over two floors and
ZLWKDVPDOOGLVFRXQWIRUEXONSXUFKDVHV
IHDWXUHVVSHFLDOLVWWUDLQLQJURRPVIRUWKH
Waggett hopes to open up to five
three classes on offer: Power Yoga, Cycle and Another_Space sites in the next three years.
+LJK,QWHQVLW\,QWHUYDO7UDLQLQJ +,,7 7KH
'HWDLOVKWWSOHLVU"D G̽N̹DB+

DLL offers Les Mills Virtual classes
David Lloyd Leisure (DLL) is working to
ramp up its group exercise offering with
the introduction of virtual fitness studios
DFURVVQHDUO\̶̼RILWV̹̾8.KHDOWKFOXEV
The project has seen DLL increase its
QXPEHURIYLUWXDOVWXGLRVIURP̸WR̺̽
LQWKHSDVW̷̸PRQWKVZLWKDIXUWKHU̷̶
SODQQHGRYHUWKHQH[W̷̸ZHHNV
+DYLQJWUHDWHGPHPEHUVDW'//5D\QHV
3DUNWRWKH8.ȷVILUVWHYHU,PPHUVLYH
)LWQHVVVWXGLRODVW\HDUWKHRSHUDWRUQRZ
wants to add more class options across
WKHFRXQWU\WKURXJKWKHYLUWXDOUROORXW
'HWDLOVKWWSOHLVU"D 9̻P̻JB+
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UK news

Rave & Ride organiser Steven Smith
(right) with adjudicator Pravin Patel

Records tumble at
Rave & Ride event
A fitness festival designed to raise
awareness and funds for Motor Neurone
'LVHDVH 01' $VVRFLDWLRQEURNHWZR
world records recently, as participants
pounded the pedals of their indoor bikes
for a good cause.
The Rave & Ride event saw hundreds
cycle on Star Trac and Schwinn bikes
at Stoke Park as part of an all-day
fitness extravaganza sponsored by Core
Health & Fitness.
The total raised in the eight-hour
FKDOOHQJHZDVe̶̹̻̼̾ZKLOHSDUWLFLSDQWV
claimed two Guinness World Records: most
money raised in eight hours by static cycling;
and most mechanical energy produced by
pedalling on static bicycles in one hour.
The power hour was tracked using
MYZONE software to monitor every
kilojoule generated by the participants, and
verified by adjudicator Pravin Patel from
Guinness World Records.
'HWDLOVKWWSOHLVU"D 1̹8̻YB+

Expert trainers from the Barry’s London studios took the 45-minute classes

Barry’s takes to the skies
Boutique fitness brand Barry’s Bootcamp
took fitness to new heights recently with a
takeover of the London Eye.
The chain, which has two sites in London
and is eager to expand, delivered the famous
Barry’s workout in the city’s skyline last
month, with all proceeds going towards the
charity Stand Up To Cancer.
2Q̸̻-XQH%DUU\ȷVKRVWHG̷̻FODVVHV
VLPXOWDQHRXVO\LQ̷̻/RQGRQ(\HFDSVXOHV
ZLWKSDUWLFLSDQWVSD\LQJe̶̼HDFKIRUWKH
privilege. Sticking to the Barry’s high-energy
ZRUNRXWIRUPXODWKH̺̻PLQXWH/RQGRQ
Eye classes were taught by a team of expert
Barry’s trainers from the London studios.
‘We’re delighted to be partnering with the
London Eye for such an incredible event’, said

Sandy Macaskill, Barry’s Bootcamp London
co-founder and master trainer. “This is a
true first for Barry’s and it’s great to bring
‘The Best Workout In The World’ to one of
London’s most extraordinary locations, whilst
also raising money for a fantastic cause.”
The innovative fitness offering marks the
latest in a growing list of exercise sessions
emerging in iconic spaces.
In London alone, yoga classes are available
IURP<RJDVSKHUH̷̶̹P ̷̶̷̼IW DERYH
London in The Shard, while Tower Bridge
offers sunrise yoga classes on its new glass
walkway for those wanting to workout and
awaken their chi inside one of the world’s
most famous attractions.
'HWDLOVKWWSOHLVU"D '̼\̸7B+

EA starts Westminster contract
Everyone Active begins managing
Westminster City Council’s prestigious
leisure portfolio this month, following a
major new contract win for the operator.
5LR̸̶̷̼7HDP*%J\PQDVW0D[:KLWORFN
ZDVRQKDQGWRPDUNWKHSDUWQHUVKLSZLWK
an acrobatic display in front of London’s
0DUEOH$UFKODVWPRQWKIODQNHGE\VHQLRU
figures from the Council and Everyone
$FWLYH0''DYLG%LEE\
7KHOHLVXUHRSHUDWRUZDVDZDUGHGWKH
̷̶\HDUFRQWUDFWHDUOLHUWKLV\HDUDIWHUD
hard-fought tender in competition with
SUHYLRXVLQFXPEHQW*//,WPDUNV(YHU\RQH
Active’s latest triumph in central London,
having recently landed a seven-year contract
IRUHLJKWVLWHVLQ6RXWKZDUN
6WDUWLQJRQ̷-XO\WKHQHZSDUWQHUVKLS
16

with Westminster Council sees Everyone
Active manage eight local leisure centres
LQFOXGLQJ-XELOHH/LWWOH9HQLFH0DUVKDOO
6WUHHW3DGGLQJWRQ5HFUHDWLRQ*URXQG
3RUFKHVWHU&HQWUH4XHHQ0RWKHUDQG
6H\PRXU6SRUWV&HQWUHV7KHRSHUDWRUZLOO
DOVRWDNHRYHUWKHPDQDJHPHQWRI0REHUO\
Sports Centre when it reopens in spring
̸̶̷̾IROORZLQJDe̸̼PUHGHYHORSPHQW
As part of the new contract, Everyone
$FWLYHZLOOLQYHVWe̿PLQWRLPSURYLQJ
facilities across the portfolio, as well as
introducing hot yoga classes at Queen
0RWKHU6H\PRXU3RUFKHVWHUDQG0DUVKDOO
6WUHHW/HLVXUH&HQWUHV7KHRSHUDWRUZLOO
DOVRRIIHU̷̶̹KRXUVRIIUHHVSRUWDQG
SK\VLFDODFWLYLW\SURJUDPPHVHYHU\ZHHN
'HWDLOVKWWSOHLVU"D $̾$̹:B+
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Max Whitlock launched the contract

We know that members are key to the success
of your business and like us, we want you to
exceed expectation at every opportunity.
At Matrix, we provide comprehensive
product training through highly qualified
trainers to support your fitness instructors
on the correct use of equipment.
By partnering with Lifetime Training and
InstructAbility, we have created an education
programme to help you and your team to deliver
the very best range of services to your customers,
improving their confidence and instilling loyalty.
More advanced, more versatile, more you.

Scan to continue your
Matrix journey

www.matrixfitness.co.uk

UK news

Gyms eye VAT rebate
Health clubs could be owed thousands in VAT payments thanks to a recent tax amendment.
*\PRSHUDWRUVPD\EHLQOLQHIRUDZLQGIDOOZLWK̥G/HLVXUHUHFHQWO\UHFODLPLQJe̢̢̢̢̢̩
announced that it had saved its clients
e̢̢̩̣̼̾̾̾RYHUDSHULRGRIWKUHH\HDUVDVD
UHVXOWRIUHFODLPLQJ
$VDQH[DPSOHDPHPEHUSD\LQJRQH
\HDUȷVPHPEHUVKLSPD\SD\ȩ̧̢LIWKH\SD\
XSIURQWZKHUHDVDPHPEHUZKRLVSD\LQJ
PRQWKO\ZRXOGSD\ȩ̢SHUPRQWKHTXDWLQJ
WRe̢̢̼SHU\HDU7KHGLIIHUHQFHEHWZHHQ
these two sums is classed as a “financet
FKDUJHȻ$PHQGPHQWVWRWKH3XEOLF1RWLFH
KDYHGHFODUHGWKDWWKLVFKDUJHLVH[HPSWIURP
9$7SURYLGLQJKHDOWKFOXERZQHUVZLWKWKH
RSSRUWXQLW\WRUHFODLPWKLVȺRYHUSDLGȻ9$7
7KH3XEOLF1RWLFHKDVXQGHUJRQHWKUHH
DPHQGPHQWVVLQFH̢̢̦DQGLVVXSSRUWHG
E\+05&PDQXDOVZLWK9$7),1̢̥̣̩VWDWLQJ
Ⱥ:KHUHDQRUJDQLVDWLRQDOORZVPHPEHUV
the option to defer payment of membership
fees or subscriptions for an additional fee,

WKHDGGLWLRQDOIHHFKDUJHGRYHUDQGDERYH
the membership fee or subscription is
FRQVLGHUDWLRQIRUDQH[HPSWJUDQWRIFUHGLW
XQGHU*URXŞLWHP̤Ȼ
%HYDQDGGHGȺ7KHFRQVWDQWUHYLVLRQRI
*URXŞ6FKHGXOH̿WRWKH9$7$FẈ̫̫̦
has demonstrated a fairer VAT payment
V\VWHPIRUKHDOWKFOXEVRIIHULQJWKHLU
PHPEHUVPRQWKO\SD\PHQWV7KHVDYLQJWR
WKHLQGXVWU\LVVLJQLILFDQWȻ
VAT exemption reclaims can be applied to
VAT periods retrospectively, with a four-year
cap from the current VAT period in which
WKHGLVFORVXUHLVEHLQJPDGH
Typically, the process takes around threeVL[PRQWKVWRFRPSOHWHDQGDFFRUGLQJWR
rbcVAT, the proceduce does not involve
major audits from HMRC.
'HWDLOVKWWSOHLVU"D H̾E̻W

Health club operators may be
due sizable VAT repayments
18
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little known amendment to taxation
laws means health clubs across the
UK could be entitled to reclaim
thousands of pounds worth of VAT on their
FXUUHQWPHPEHUVKLSRIIHULQJ
7KDWȷVDFFRUGLQJWR9$7FRQVXOWDQF\
rbcVAT, which says that amendments to
WKHȶ̢̧̩̣&OXEVDQG$VVRFLDWLRQVȷ3XEOLF
1RWLFHDOORZVJ\PRZQHUVWRUHFODLPWKH
VAT that is paid on memberships with
credit on monthly payments.
Ryan Bevan, director of VAT Compliance
Services at rbcVAT, says the amendment
GRHVQȷWDSSO\WRSD\DV\RXJRRUUROOLQJ
no-contract memberships, but adds that
UHFODLPLQJWKH9$7IURPXSIURQWSD\PHQWV
has proved lucrative for a number of
operators. Health and fitness facility
PDQDJHPHQWFRPSDQ\̥G/HLVXUHUHFHQWO\

A

CREATING

BESPOKE

CHANGING ROOM
FACILITIES FOR
YOUR CLUB

O Eye-catching facilities
O UK Manufactured materials
O Highly skilled production staff
O Creatively stunning areas

Visit our new website

Changing Rooms

O

Washrooms

O

0870 420 7818
sales@ridgewayfm.com
Receptions

O

Spa Treatment Rooms O Display Areas

Technology news

Daniel Jones has created the platform
A new app has been launched that
enables UK gym owners to trade-in their
old fitness equipment within minutes via
an online auction platform.
WeBuyAnyGymEquipment.Com
(WBAGE) is the brainchild of leisure
entrepreneur Daniel Jones, who recently
debuted the iPhone app and aims to have
an Android version by the end of the year.
Gym owners looking to trade in their
old equipment simply take pictures of the
kit on their phone, add a few other details
and then submit the information via the
WBAGE app. The platform then sources
the best price for the equipment through
a blind auction with qualified traders
bidding against each other. If this price is
accepted, WBAGE then co-ordinates the
collection between the seller and buyer to
minimise downtime for members.
'HWDLOVKWWSOHLVU"D .̼U̾ZB+

PHOTO: SHUTTERSTOCK.COM

Auction app to ease
pain of trading gym kit

Netpulse has reported a 450 per cent increase in customers over the last year

Netpulse secures fresh capital
Netpulse has announced that it has
UDLVHG86̷̹PWRGHYHORSQHZIHDWXUHVDQG
DFFHOHUDWHJURZWKDVLWELGVWRGRPLQDWH
PRELOHWHFKQRORJ\LQWKHILWQHVVLQGXVWU\
7KH6DQ)UDQFLVFREDVHGSURYLGHURI
PRELOHDSSVIRUKHDOWKFOXEVVDZLWVODWHVW
IXQGLQJURXQGOHGE\$XJXVW&DSLWDO
ZLWKSDUWLFLSDWLRQIURP-DYHOLQ9HQWXUH
3DUWQHUV1RNLD*URZWK3DUWQHUVDQG
')-)URQWLHU7KHLQYHVWPHQWIROORZV
WKH1HWSXOVHSDWWHUQRIUDLVLQJVLPLODU
DPRXQWVHYHU\WZR\HDUVZLWKWKHILUP
KDYLQJUDLVHG86̷̻̼PLQ̸̶̷̸DQG
86̷̼̾PLQ̸̶̷̺
1HWSXOVHKDVUHSRUWHGD̶̺̻SHUFHQW
LQFUHDVHLQFXVWRPHUVRYHUWKHODVW\HDU
GXULQJZKLFKLWKDVODXQFKHG0RELOH
$FTXLVLWLRQȲDPDUNHWLQJH[WHQVLRQWRLWV

FOXEDSSZKLFKLVGHVLJQHGWRKHOSORZHUWKH
FRVWRIDFTXLULQJQHZPHPEHUV
Ⱥ7KHILUVWTXDUWHURIWKLV\HDUZDVDQ
H[FHSWLRQDOUHDOLVDWLRQRIPDQ\RIWKH
JURZWKLQLWLDWLYHVZHȷYHH[HFXWHGȻVDLG
-RKQ*HQJDUHOOD&(2RI1HWSXOVHȺ:H
VXFFHVVIXOO\LQWURGXFHGRXUILUVWVXLWHRI
PRELOHDFTXLVLWLRQSURGXFWVH[SDQGHGLQWR
QHZUHJLRQVDURXQGWKHJOREHDQGVWUDWHJLFDOO\
DFFHOHUDWHGDUREXVWSDUWQHUHFRV\VWHP
Ⱥ:LWK1HWSXOVHH[SHULHQFLQJVLJQLILFDQW
GHPDQGIRUWKHPRELOHWHFKQRORJ\WR
HQJDJHFOXEPHPEHUVWKHWLPLQJZDVULJKW
WRUDLVHJURZWKFDSLWDODQGDFFHOHUDWHWKH
GHSOR\PHQWRIWKHVHDGYDQFHGSURGXFWVȻ
7KHFRPSDQ\VD\VLWQRZZDQWVWRJURZ
LWVDOUHDG\VL]DEOHSRUWIROLRRIJ\PFOLHQWV
'HWDLOVKWWSOHLVU"D 0̻Z̺0B+

Wexer partners Fitness First
Wexer Virtual has teamed up with
Connected Fitness Labs – a standalone
subsidiary of Fitness First – to create a new
app designed to expand a gym’s reach beyond
its walls and into the lives of its members.
The partnership sees Connected Fitness
Labs combine its app for gym members with
Wexer Virtual’s platform and exercise content
to create a digital fitness solution that can be
white labelled by gym chains worldwide.
Through the app, gym members can
develop personalised workouts, set goals
and access a video library of hundreds of
exercises, as well as track their progress and
provide feedback on their fitness. Users also
gain access to Wexer’s extensive range of
group exercise classes, meaning they can still
enjoy a workout courtesy of their gym, even
20

if they can’t make it to the physical site.
“We work with the majority of the biggest
club groups worldwide and they are more
or less all looking to expand their digital
ecosystems to meet an increased consumer
demand for mobility, flexibility and support,”
said Wexer Virtual CEO Paul Bowman.
“It was clear to me, when I understood
how strong Connected Fitness Labs’ app is,
that we, by combining our technologies, can
meet that need in our industry.”
Bowman added that from an operator’s
perspective, the app will provide data on
member behaviour to help clubs improve the
overall gym experience and drive retention.
Additionally, the solution has an online
booking system and gamification features.
'HWDLOVKWWSOHLVU"D 4̼9̻1B+
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The new app expands the reach of gyms

Supplier & training news
Technogym unveils
partnership with NSCA

PHOTO: SHUTTERSTOCK.COM

Educational content will be produced

Lifetime Training has been training fitness professionals since it was founded in 1995

MBO for Lifetime Training
Lifetime Training is to be bought by its
management in a deal backed by private
equity firm Silverfleet Capital.
The leisure training giant – whose clients
include Fitness First, David Lloyd Leisure
and Hilton – will be taken over by the
existing management team, which will
invest alongside Silverfleet.
The deal, details of which have not been
released, sees the exit of private equity
investor Sovereign Capital, which backed the
ODVWPDQDJHPHQWEX\RXWRI/LIHWLPHLQ̸̶̷̷

)RXQGHGLQ̷̻̿̿E\+HDWKHU)UDQNKDP
Lifetime Training has enjoyed stellar growth in
recent years and has doubled its number of
VWDIIVLQFH̸̶̷̸,QWKHPRVWUHFHQWDFFRXQWVIRU
Lifetime Training Group Ltd, for the financial
\HDUWR̷̹-XO\̸̶̷̻WKHILUPUHSRUWHGDSUHWD[
SURILWRIe̾̾PRQWXUQRYHURIe̺̹̺P
Silverfleet Capital’s investment is expected
to help Lifetime Training to accelerate its
growth plans and could lead to selected
bolt-on acquisitions to expand its service.
'HWDLOVKWWSOHLVU"D N̻=̽9B+

Technogym has announced a new
strategic partnership with the National
Strength and Conditioning Association
(NSCA) – the US body for strength and
conditioning research and education.
The collaboration marks an industry
first, with the two organisations
teaming up to create educational
content for the fitness industry. The
resultant health and wellness resources
will now be distributed by Technogym.
This content will be made available
to Technogym customers and master
trainers, as well as the wider industry.
The work will incorporate the NSCA’s
peer-reviewed scientific research and
principles. In turn, the content produced
by the partnership will also bolster
the NSCA’s collection of strength and
conditioning resources.
'HWDLOVKWWSOHLVU"D ̹)̹S̼B+

Sport England backs CIMSPA
Sport England has pledged to work
with CIMSPA to produce a new workforce
VWUDWHJ\E\WKHHQGRI̸̶̷̼DVLWVHHNV
to crank up efforts to professionalise the
physical activity sector.
Sport England’s new strategy seeks to
implement recommendations made in the
government’s Sporting Future strategy
to work with CIMSPA in creating a
framework of sector skills, formalising career
development pathways and improving the
quality of CPD offerings.
Speaking to Health Club Management
ahead of the report’s publication, Sport
England CEO Jennie Price said the quango
will be funding CIMSPA to produce a new
workforce strategy, but said the extent of
that funding is still to be decided.

“If you look at the recommendations made
in the government strategy about how we
work with CIMSPA, we’ve essentially accepted
all of those and this is reflected in our detailed
strategy,” said Price. “I think this will be widely
welcomed by the sector. It’s vital that we
create a comprehensive skills framework,
develop a proper career development pathway
and generally increase the professionalisation of
the sector to drive up standards.”
Reacting to the Sport England strategy,
CIMSPA chief executive Tara Dillon said the
new direction is “great news” for sport and
physical activity professionals. “It reaffirms
Sport England’s support for CIMSPA in
professionalising the sector and delivering a
workforce that is fit for purpose,” she added.
'HWDLOVKWWSOHLVU"D G̿*̺=B+

CIMSPA chief executive Tara Dillon
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People news
eGym UK adds Jeremy
Jenkins to sales team

Jenkins: eGym’s senior sales manager
eGym UK has appointed Jeremy Jenkins
to be senior sales manager as it moves to
bolster its growing UK team.
eGym – which produces electric
resistance machine circuits backed by
regular software updates and retention
solutions – aims to expand its product
VXLWHDIWHUUDLVLQJe̸̹PZRUWKRI
investment in its latest funding round.
The supplier is eager to expand its
presence in the UK market and has set
about recruiting a number of experienced
fitness professionals to support this
mission. Jenkins’ appointment follows
the recent arrival of Andrew Bagnall
from Keiser UK, who has been named
VDOHVGLUHFWRU-HQNLQVEULQJVKLV̸̾\HDUVȷ
fitness industry experience to eGym,
having held senior roles with companies
including Technogym and Matrix Fitness.
'HWDLOVKWWSOHLVU"D ;̼)̼=B+

Danny Oliver arrives from D2F with more than 20 years’ experience in the industry

Danny Oliver joins Life Fitness
Life Fitness has secured the services of
IRUPHU'̸))LWQHVVPDQDJLQJGLUHFWRU'DQQ\
2OLYHUZKRMRLQVWKHLQWHUQDWLRQDOHTXLSPHQW
JLDQWDV8.FRXQWU\PDQDJHU
2OLYHUZLOOEHUHVSRQVLEOHIRUDOODVSHFWV
RIWKH8.EXVLQHVVDQGZLOOUHSRUWWR)UDQN
YDQGH9HQ/LIH)LWQHVVYLFHSUHVLGHQW
LQWHUQDWLRQDO2OLYHUDUULYHVIURP'̸)KDYLQJ
VSHQWPRUHWKDQKDOIRIKLV̸̶\HDUILWQHVV
LQGXVWU\FDUHHUDWWKHHTXLSPHQWVXSSOLHU
ULVLQJIURPVDOHVGLUHFWRUWRWKHKHOPRIWKH
FRPSDQ\3ULRUWRWKLVKHKHOGVDOHVUROHV
ZLWK(VFDSH)LWQHVVDQG1DXWLOXV)LWQHVV8.
Ⱥ7KH/LIH)LWQHVVFRPPHUFLDOILWQHVV
EXVLQHVVKDVJURZQH[SRQHQWLDOO\LQWKHSDVW
\HDUZLWKWKHDGGLWLRQVRI&\EH[6&,),7
DQG,Q0RYHPHQWWRWKHH[LVWLQJ/LIH)LWQHVV
DQG+DPPHU6WUHQJWKEUDQGVVRWKLVUROH

SUHVHQWVDIDQWDVWLFRSSRUWXQLW\WREXLOGRXU
EXVLQHVVDFURVVDOOVHFWRUVLQWKH8.ȻVDLG
2OLYHUȺ,ȷPORRNLQJIRUZDUGWRGHYHORSLQJ
RXULQQRYDWLYHSURGXFWDQGVHUYLFHRIIHULQJ
IXUWKHUDQGHQVXULQJ/LIH)LWQHVVPDLQWDLQVLWV
OHDGLQJSRVLWLRQLQWKH8.PDUNHWSODFHȻ
2OLYHUVXFFHHGV-DVRQ:RUWK\ZKRLV
WDNLQJWKHQHZUROHRIPDQDJLQJGLUHFWRU
&\EH[,QWHUQDWLRQDODQG)RFXVHG*URZWK
WRVXSSRUWWKHLQWHJUDWLRQRIILWQHVVVXSSOLHU
&\EH[,QWHUQDWLRQDOZLWKLQWKH%UXQVZLFN
&RUSRUDWLRQȷVIDPLO\RIEUDQGVIROORZLQJWKH
e̷̹̾PDFTXLVLWLRQDWWKHVWDUWRIWKLV\HDU
,QKLVQHZUROH:RUWK\ZLOORYHUVHH6&,),7
,QWHUQDWLRQDODQG7HFKQRORJ\VXSSRUWDFURVV
WKH,QWHUQDWLRQDO6DOHV%XVLQHVV8QLW ,6%8 
DQGZLOOFRQWLQXHWRUHSRUWWRYDQGH9HQ
'HWDLOVKWWSOHLVU"D \̺6̹IB+V

MYZONE hires Jamie Cartwright
Former professional footballer and
gym owner Jamie Cartwright has joined
MYZONE UK as customer experience
manager to help support the wearable
technology company’s continued growth.
Cartwright will be responsible for helping
existing MYZONE facilities to maximise
their member engagement along with
assisting UK director Jonathan Monks with
new business and key accounts.
Ⱥ,ȷYHNQRZQ-DPLHIRURYHU̷̶\HDUVDQG
use to rely on his expertise to speak at the
IOU (Independent Operators Unite) events
that we used to host at the NEC,” said Dave
Wright CEO of MYZONE.
“He has a wealth of knowledge and
experience in both commercial sales
and a deep understanding of operating a
22

successful health club. It’s a privilege that
he’s come on board to join us.”
Cartwright said the scale of MYZONE’s
UHDFKȲWKHFRPSDQ\QRZZRUNVZLWK̶̶̹̻
IDFLOLWLHVDFURVV̸̹FRXQWULHVȲZDVRQHRIWKH
factors that drew him to the company.
“I’m delighted to help assist with
the company’s further growth,” added
Cartwright, who founded the Ladyzone
chain of women-only gyms.
“It’s also a fantastic opportunity for me to
work with the technology leader along with
industry leading people, and most of all with
a product that helped shape how fitness is
delivered today and in the future.”
0<=21(KDVELJSODQVIRU̸̶̷̼DQGUHFHQWO\
announced an integration with Netpulse.
'HWDLOVKWWSOHLVU"D 0̽E̾&B+
Cartwright has joined team MYZONE
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https://youtu.be/tCUWxP5gJ6g
CLICK
TO PLAY VIDEO

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

GET
P90X ®
FREE
Offer for July purchases only.

powered by www.leisurediary.com

EVENTS CALENDAR
J U LY
13–17 | IDEA World
Fitness Convention

Los Angeles, California, US
Claimed to be the world’s longest-running
LQWHUQDWLRQDOʛWQHVVFRQYHQWLRQZLWK
HGXFDWLRQDOVHVVLRQVIURPWRSSUHVHQWHUV
www.ideafit.com/world

27–28 | active-net Australasia
Melbourne, Australia

7KLVQHZHYHQWFRPSULVHVRQHWRRQH
EXVLQHVVPHHWLQJVEHWZHHQVXSSOLHUVDQG
HGXFDWRUVDQHWZRUNLQJOXQFKDQGGLQQHU
SOXVZRUNVKRSV
www.active-net-australasia.org

AUGUST
25–26 | GoFest

Surrey Sports Park, Guildford, UK
1RZLQLWVVHFRQG\HDU*R)HVWLVKDLOHG
DVDIDPLO\IHVWLYDORIVSRUWGDQFH
KHDOWKDQGʛWQHVV7KHʛQDOHYHQWLQWKH
VHULHVLVVFKHGXOHGWRWDNHSODFHRQȲ
6HSWHPEHULQ:LQFKHVWHU
www.gofest.co.uk

SEPTEMBER
1–3 | Annual IHRSA / Fitness
Brasil Latin American
Conference & Trade Show
São Paulo, Brazil

2ʞHUVHGXFDWLRQLQDYDULHW\RILQWHUDFWLYH
IRUPDWVWUDGLWLRQDOVHPLQDUVKRZWR
VHVVLRQVDQGEHVWSUDFWLFHVKDULQJ
www.ihrsa.org/fitness-brasil

C H A R I T Y

E V E N T

6 November 2016
RLSB Blindfold Run
Ⱥ+DQGVGRZQWKLVZDVWKHPRVWVXUUHDODZHVRPHUXQ,ȷYHHYHUGRQHȻVDLGRQH
SDUWLFLSDQWRQFRPSOHWLRQRIODVW\HDUȷV%OLQGIROG5XQȲWKHʜDJVKLSHYHQWIRUWKH5R\DO
/RQGRQ6RFLHW\IRU%OLQG3HRSOH 5/6% 7KHHYHQWVHWLQWKH4XHHQ(OL]DEHWK2O\PSLF
3DUNLQ/RQGRQVHHVUXQQHUVZRUNLQJLQSDLUVRQHZLWKDEOLQGIROGWHWKHUHGWRVRPHRQH
ZKRȷVDEOHWRVHH'LVWDQFHVDUHNRUNDQGSDUWQHUVFDQVZDSUROHVKDOIZD\WKURXJKLI
WKH\ZDQW5HJLVWUDWLRQLVeSHUFRXSOHDQGSDLUVPXVWFRPPLWWRUDLVLQJDWOHDVWe
www.rlsb.org.uk/blindfold

7 | National Fitness Day
UK-wide

20–21 | Leisure Industry Week

)LWQHVVSURYLGHUVDFURVVWKH8.RSHQWKHLU
GRRUVIRUIUHHWRDOORZWKHSXEOLFWRWU\
RXWDZLGHUDQJHRIʛWQHVVDFWLYLWLHV+DV
\RXUFOXEVLJQHGXS\HW"
www.nationalfitnessday.com

7KH8.ȷVOHDGLQJOHLVXUHLQGXVWU\HYHQW
ȲIRUGHFLVLRQPDNHUVLQʜXHQFHUVDQG
EX\HUVȲZLWKDSDUWLFXODUIRFXVRQʛWQHVV
www.liw.co.uk

8–10 | FIBO China

21–23 | Interbike Expo

$ERXWWUDGHDQGSULYDWHYLVLWRUV
DWWHQGHG),%2&KLQDZKLOH
H[KLELWRUVVKRZFDVHGEUDQGV
www.fibo-china.cn

:LWKKXQGUHGVRIH[KLELWRUVRQRQHʜRRU
WKHDQQXDO,QWHUELNH,QWHUQDWLRQDO%LF\FOH
([SRLVZKHUHWKHELNHLQGXVWU\JDWKHUVWR
FHOHEUDWHHGXFDWHDQGFRQGXFWEXVLQHVV
www.interbike.com

NEC, Birmingham, UK

Shanghai, China

C H A R I T Y

E V E N T

BOOK AHEAD: 31 August
– 10 September 2017
Cycle Machu Picchu
to the Amazon
(OHYHQGD\RSHQFKDULW\HYHQW
ZKLFKEHJLQVZLWKDWUDLQULGHDQG
VKRUWF\FOHWRWKHDQFLHQW,QFDFLW\
RI0DFKX3LFFKXLQ3HUX2YHUWKH
QH[WGD\VELNHUVZLOOWUDYHODORQJWKH
6DFUHG9DOOH\FXWWLQJWKURXJKWKH
$QGHVPRXQWDLQVEHIRUHDWKULOOLQJ
GHVFHQWLQWRWKHUDLQIRUHVW
www.charitychallenge.com

Mandalay Bay, Las Vegas, Nevada, US

OCTOBER
12–14 | Club Industry Show

Hyatt Regency, Chicago, Illinois, US
$WUDGHHYHQWDLPHGDWOHDGLQJFRQQHFWLQJ
DQGLQVSLULQJWKHʛWQHVVFRPPXQLW\
www.clubindustryshow.com

17–20 | 16th Annual IHRSA
European Congress
Seville, Spain

6HPLQDUVDUHGHVLJQHGWRKHOSWKH
YLVLWRUVLPSURYHDQGJURZWKHLUEXVLQHVV
DQGWKHUHȷVDOVRSOHQW\RIQHWZRUNLQJ
www.ihrsa.org/congress
healthclubmanagement.co.uk July 2016
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INFLUENCING

BEHAVIOUR
$UHȶVZHDWVHOʛHVȷWKHZD\WRPRWLYDWHLQDFWLYHSHRSOHWRVWDUW
H[HUFLVLQJ"Kath HudsonUHSRUWVRQLIDQGKRZVRFLDOPHGLD
FDQEHKDUQHVVHGWREULQJDERXWEHKDYLRXUFKDQJH
ccording to a
recent feature in
UK newspaper The
Independent, Instagram
is spurring the biggest
VKLIWWKHʛWQHVVZRUOGKDVVHHQLQ
decades, thanks to users posting
pictures of their workout regimes
DQGKHDOWK\PHDOVIRUWKHLUIULHQGVWR
VHHȲWKH\ȷUHLQFUHDVLQJO\VKRZLQJRʞ
QRWRQO\WKHUHVXOWVWKH\ȷUHDFKLHYLQJLQ
WHUPVRIWKHLURZQSK\VLFDODSSHDUDQFH
EXWWKHSURFHVVLWVHOI
6HHLQJSHHUVSXWWLQJHʞRUWLQWRWKHLU
GDLO\OLYHVʛQGLQJWKHWLPHWRH[HUFLVH
DQGHDWLQJKHDOWKLO\LVDSSDUHQWO\VSXUULQJ
WKHLUIULHQGVRQWRGRWKHVDPH

A

6RVKRXOGJ\PVEHHQFRXUDJLQJWKHLU
PHPEHUVWRVKDUHUHVXOWVRIUXQVELNH
ULGHVJ\PVVHVVLRQVDQGSKRWRVRIVDODGV"
,VWKHJXLOWWULSȲVHHLQJWKHHYLGHQFHRI
RWKHUSHRSOHȷVKDUGZRUNȲUHDOO\HQRXJK
WRPDNHWKRVHYLHZLQJWKHSKRWRVGLWFK
WKHFDUEVDQGGRQWKHWUDLQHUV"
:RUGRIPRXWKKDVDOZD\VEHHQ
DSRZHUIXOWRRODQGVRFLDOPHGLD
LVWKHXOWLPDWHZRUGRIPRXWKȲ
SDUWLFXODUO\DPRQJ0LOOHQQLDOV
8VHGSURSHUO\LWKDVSRWHQWLDO
DVDWRROIRUEHKDYLRXUFKDQJH
But how can operators make
WKHEHVWXVHRIWKLVWRRODQG
DUHWKHUHSLWIDOOVWRDYRLG":H
DVNWKHH[SHUWVɀ

Hanna Chalmers
Research director, Ipsos MORI
FFRUGLQJWR2IFRPSHUFHQW
RIWR\HDUROGVKDYHD
VPDUWSKRQHVSHQGLQJEHWZHHQ
VL[DQGVHYHQKRXUVDGD\RQWKHPȲRI
ZKLFKDQDYHUDJHRIPLQXWHVLVVSHQW
RQVRFLDOPHGLDVLWHV6RVRFLDOPHGLDLV
YHU\OLNHO\WREHKDYLQJDQLPSDFWRQWKHLU
EHKDYLRXUDQGWKHLUDWWLWXGHV
(QFRXUDJLQJO\'HSDUWPHQWRI(GXFDWLRQ
UHVHDUFKKDVVKRZQWKDWHQJDJHPHQWLQ
ULVN\EHKDYLRXUVDPRQJ\RXQJSHRSOH
ȲVXFKDVGULQNLQJVPRNLQJDQGGUXJ
WDNLQJȲKDVGURSSHGVLJQLʛFDQWO\LQUHFHQW
\HDUVZKLOHWHHQDJHSUHJQDQF\LVGRZQ
DQHQRUPRXVSHUFHQWVLQFH,WȷV
JRRGWRVHHWKDWREHVLW\UDWHVDPRQJ
\RXQJSHRSOHDUHDOVRVWDELOLVLQJ
:KLOHWKHUHGXFWLRQLQULVN\EHKDYLRXU
LVHQFRXUDJLQJWRVHHZKDWZHȷUHDOVR
VHHLQJLVWKDW\RXQJSHRSOHDUHVSHQGLQJ

A
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PRUHWLPHLQGRRUVDQGDORQHWKDQHYHU
EHIRUHVRSK\VLFDOQHWZRUNVDUHEHLQJ
UHSODFHGZLWKRQOLQHVRFLDOQHWZRUNV
:LWK,QVWDJUDPDQG6QDSFKDWVRFLDO
PHGLDKDVEHFRPHPRUHYLVXDO7KHVHOʛH
WUHQGKDVPDGH\RXQJSHRSOHWKLQNRI
WKHPVHOYHVDVSHUPDQHQWO\RQGLVSOD\DQG
WKH\ȷUHQRZFRQVWDQWO\ERPEDUGHGZLWK
LPDJHVRIKRZWKH\VKRXOGORRN
6RLWVDGO\LVQȷWVXUSULVLQJWKDWDFFRUGLQJ
WR163&&ʛJXUHVEHWZHHQDQG
WKHQXPEHURIFKLOGUHQVHHNLQJ
FRXQVHOOLQJIRUHDWLQJGLVRUGHUVURVHE\
SHUFHQWZLWKSHUFHQWUHSRUWLQJWR
KDYHERG\LPDJHLVVXHV
*LYHQWKHDOOXUHDQGUHDFKRIVRFLDO
PHGLDLWȷVLPSRUWDQWIRUʛWQHVVRSHUDWRUV
WRXQGHUVWDQGWKDWLWȷVDSRZHUIXOZD\WR
HQJDJHZLWKWKHLUFXVWRPHUVDQGSRWHQWLDO
FXVWRPHUVȲEXWLWȷVDEVROXWHO\FUXFLDOWR
XVHUHVSRQVLEOHLPDJHU\DQGJLYHFUHGLEOH
DGYLFH7KHLQGXVWU\QHHGVWREHLQWKLV
VSDFHEXWLQDKLJKO\UHVSRQVLEOHZD\

PHOTO: SHUTTERSTOCK.COM

TA L K I N G P O I NT

Gyms should avoid only posting
images of photogenic people, instead
UHʜHFWLQJWKHZKROHRIVRFLHW\

Social media certainly has the potential to be very supportive, but
it can be part of the put-down culture too – Debbie Lawrence
Debbie Lawrence
4XDOLʛFDWLRQOHDG VSRUWDFWLYH
KHDOWKDQGʛWQHVV VTCT
ocial media is a good method of
communication, with a big reach –
and it’s free – so it makes sense to use
it to promote activity and healthy eating.
If the message is pitched right, there’s
potential to use social media for behaviour
change as it builds momentum.
However, it’s important to be mindful
about its use so people don’t feel blamed,
shamed or guilt tripped, as this can build
resistance to making a change.
Content must be interesting, useful
DQGHQJDJLQJZLWKLPDJHU\WKDWUHʜHFWV
everyone in society, including disabled
people – not just photogenic people
wearing lycra. It’s also vitally important
to get facts right and, when posting
photos and videos, the technique that’s
shown has to be perfect.

S

Operators should be careful not
to sell too hard, because pushing diet
food, pills and meal supplements can be
DWXUQRʞDQGZRQȷWSURPRWHKHDOWK\
long-term behaviour. However, if clubs
use encouraging messages presented in an
accessible, fun way – “have you tried this
ZRUNRXW\HW"ȻȲbLWFDQZRUNZHOO
Social media has the potential to be
very supportive, but can be part of the
put-down culture too. With cyberbullying an issue, and teenage suicides
happening as a result, it does concern
me that there’s a potential for people to
respond negatively to a post. This could
KDYHDVLJQLʛFDQWLPSDFWRQVHOIHVWHHP
especially among vulnerable people.
Currently I think that social media
is working well in reinforcing the good
behaviour of those who are already
converted, but as an industry we need to
keep working to engage with those who
aren’t exercising at all.
©Cybertrek 2016 healthclubmanagement.co.uk July 2016
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6RFLDOPHGLDUHʜHFWVWUHQGVDQGEHKDYLRXUVWKDW
DUHDOUHDG\JRLQJRQLQVRFLHW\UDWKHUPRUHWKDQ
LWKDVDKDQGLQVKDSLQJQHZRQHV – Simon Minchin

Simon Minchin
'LUHFWRU0LQFKLQ *ULPVKDZ
RFLDOPHGLDLVDSRZHUIXOWRRODQGDQ
XQGHQLDEOHIRUFHLQPRGHUQVRFLHW\
EXWLWȷVQRWDPDJLFEXOOHW6RFLDOPHGLD
UHʜHFWVWUHQGVDQGEHKDYLRXUVWKDWDUH
DOUHDG\JRLQJRQLQVRFLHW\UDWKHUPRUH
WKDQLWKDVDKDQGLQVKDSLQJQHZRQHV

S

Julia Buckley
2QOLQH37DQGDXWKRU
HRSOHDUHLQʜXHQFHGE\VRFLDOPHGLD
DWOHDVWDVPXFKDVWKH\DUHE\ROG
PHGLDQRZDQGLWȷVYHU\HDV\IRUXV
ʛWQHVVSURIHVVLRQDOVWRJHWRQLWDQGVKDUH
RXUPHVVDJHV,JHWPHVVDJHVHYHU\GD\
IURPSHRSOHOHWWLQJPHNQRZWKHWLSVDQG
DGYLFH,SRVWRQOLQHKDYHKHOSHGWKHP
,QP\ODWHVWZHHNʛWQHVVSURJUDPPH
)RUJH,ȷPXVLQJVRFLDOPHGLDWRDGG
DQRWKHUOHYHORIDFFRXQWDELOLW\EHFDXVH
PRVWSHRSOHDUHPXFKPRUHOLNHO\WR
IROORZWKURXJKRQZKDWWKH\VWDUWLI
SHRSOHDUHZDWFKLQJ3DUWLFLSDQWVSRVW
GHWDLOVRIWKHLUJRDOVRQWKHLUVRFLDOPHGLD
FKDQQHOVSURPLVLQJDQXSGDWHDWWKHHQG
RIWKHZHHNSURJUDPPH
,WȷVWUXHWKDWZKHQZHJHWʛWWHUDQG
KHDOWKLHULWFDQPDNHSHRSOHORRNDW
WKHLURZQOLIHVW\OHDQGIHHOEDGDERXWQRW
WDNLQJEHWWHUFDUHRIRXUVHOYHV%XWWKDWȷV
GHʛQLWHO\QRWDUHDVRQIRUXVWRNHHSTXLHW
DERXWLW+LGLQJRXUDFKLHYHPHQWVRU

P
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:KDWLWFDQGRLVDOORZDWZRZD\
FRQYHUVDWLRQDQGLWȷVDSURYHQZD\WR
EXLOGFRPPXQLWLHV7KLVFUHDWHVDJRRG
RSSRUWXQLW\IRUWKHʛWQHVVLQGXVWU\WREH
DWWKHFHQWUHRIOLIHVW\OHFKDQJHV
8VLQJVRFLDOPHGLDWRFHOHEUDWHWKH
VXFFHVVHVRIPHPEHUVUHDFKLQJʛWQHVV
PLOHVWRQHVKRZHYHUVPDOOFRXOGEH
YHU\VXSSRUWLYHDQGHʞHFWLYHIRUWKH
PHPEHUWKHUHȷVPRUHYDOXHLQKDYLQJWKH
FOXEFHOHEUDWHWKHLUDFKLHYHPHQWVWKDQ
LQFHOHEUDWLQJWKHPVHOYHV7KLVSUHVHQWV
WKHFOXEDVIULHQGO\DQGZHOFRPLQJDQGLI
LWJRHVRQWRWKHPHPEHUȷVWLPHOLQHFDQ
UHDFKDQDXGLHQFHRISHRSOHZKRDUH
FXUUHQWO\QRWHQJDJHGZLWKʛWQHVV
,I\RXUFOXEFDWHUVIRUDQXPEHURI
GLʞHUHQWPDUNHWVVXEGLYLGHJURXSVDQG
WKHPHVVDJHVȲZKDWȷVDSSURSULDWHIRUD
VRPHWKLQJPXPORRNLQJWRWRQHXS
DIWHUKDYLQJNLGVZRQȷWLQWHUHVWDWHHQDJH
ERG\EXLOGHU&UHDWHFRPPXQLWLHVRIOLNH
PLQGHGSHRSOHZKHUHWKH\FDQVKDUHWKHLU
KXUGOHVDQGKLFFXSVDQGVXSSRUWHDFKRWKHU
7KHPHVVDJHVQHHGWREHIRFXVHGRQ
VHOOLQJWKHEHQHʛWVRIH[HUFLVHDQGEHLQJ

SUHWHQGLQJQRWWRHQMR\H[HUFLVHZLOOQRW
KHOSWKRVHSHRSOHDWDOO6KDULQJLQVSLULQJ
SRVWVSLFWXUHVDQGFRPPHQWVDERXWWKH
DPD]LQJEHQHʛWVʛWQHVVEULQJVWRDOODUHDV
RIOLYHVMXVWPLJKWKHOSWKHPZRUNWKURXJK
WKDWQHJDWLYLW\DQGVWDUWVRPHWKLQJWKDW
FRXOGGUDPDWLFDOO\LPSURYHWKHLUOLYHV
b0RWLYDWLRQDOWLSVDQGLPDJHVKDYHWKHLU
SODFHEXWGRQȷWQHJOHFWWRSXEOLVKUHDO
SUDFWLFDODGYLFHWKDWSHRSOHFDQSXWWRXVH
7KHZRQGHUIXOWKLQJDERXWVRFLDOPHGLD
LVWKDWLWȷVDERXWWZRZD\LQWHUDFWLRQ6R
OLVWHQWR\RXUFRPPXQLW\DVNWKHPZKDW
WKH\QHHGKHOSZLWKDQGQRWLFHZKDWW\SH
RIFRQWHQWWKH\HQJDJHZLWKWKHPRVWO

0RWLYDWLRQDOLPDJHV
KDYHWKHLUSODFHEXW
GRQȷWQHJOHFWWR
SXEOLVKUHDODGYLFH
– Julie Buckley
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PRWLYDWLRQDODQGIXQ7KHLVVXHRIERG\
LPDJHLVDVHQVLWLYHRQHLQWRGD\ȷVZRUOG
DQGFOXEVVKRXOGDYRLGDSSHDULQJWRSXW
SUHVVXUHRQSHRSOHWRORRNDFHUWDLQZD\
9LGHRFRQWHQWLVEHLQJIDYRXUHGE\
PDQ\RIWKHVRFLDOPHGLDSODWIRUPVȲ
)DFHERRNLVPRUHOLNHO\WRGLVSOD\LWLQ
SHRSOHȷVQHZVIHHGVIRULQVWDQFHȲDQG
LWȷVKLJKO\DSSURSULDWHIRUWKHKHDOWKDQG
ʛWQHVVPDUNHWVRRSHUDWRUVQHHGWRJHW
RQERDUGZLWKWKLVPHGLXP
)LQDOO\)DFHERRNZDVRULJLQDOO\VHHQ
DVIUHHPHGLDEXWLWLVQȷWQRZ2UJDQLF
UHDFKRISRVWVWRSDJHIDQVȲSHRSOH
VHHLQJ\RXUXSGDWHVIRUIUHHȲKDV
GURSSHGWRDWLQ\SHUFHQWDJH
,IRSHUDWRUVZDQWWRUHDFKQHZ
DXGLHQFHVWRHQJDJHSHRSOHZKRDUH
FXUUHQWO\LQDFWLYHWKH\ZLOOSUREDEO\
QHHGWRERRVWWKHLUSRVWVRUHYHQEHWWHU
XVH)DFHERRN7DUJHWHG$GYHUWLVLQJ
ZKLFKFDQEHKLJKO\HʞHFWLYH$GYHUWVFDQ
EHDLPHGDWSHRSOHZKRKDYHH[SUHVVHG
DQLQWHUHVWLQKHDOWKDQGʛWQHVVDUHRI
DFHUWDLQDJHDQGOLYHZLWKLQGHʛQHG
JHRJUDSKLFDUHDV

NEVER JUDGE A BOOK
BY ITS COVER…
Competitor league tables &
customer reviews to help you
become the number 1 club in
your area

MAKING YOUR CLUB MORE
COMPETITIVE
PayAsUGym.com/marketplace

Brian
Schuring
/RQGRQȷVERXWLTXHILWQHVVPDUNHWLVGXHDVKDNHXSEXWLI\RXIRFXVRQTXDOLW\RIUHVXOWV\RXȷOO
VXFFHHG7KHFRIRXQGHURIERXWLTXHILWQHVVEUDQG+HDUWFRUHWDONVWRKate Cracknell

I

/RV$QJHOHVȲKRPHO\FRV\SHUVRQDOEXWHIIHFWLYHȲ
it would work just as well in London.
“From that point on it was just a question of where
ZHRSHQHGWKHʛUVWRQHZKDWH[DFWO\RXURʞHULQJZRXOG
be, and how we’d bring the whole thing together.”

meet Brian Schuring, the co-founder of
boutique fitness studio brand Heartcore, in
Kensington on a sunny morning in May. “I love
it round here,” he enthuses, a huge smile on
his face. “It’s right in the centre of London but
it has a village feel to it – you get to know everyone.
When we [Schuring and his then wife, and still
business partner, Jess] came over from the States a
few years ago to check it out, it just felt right.”
That visit, back in 2006, was to decide whether they
ZDQWHGWRPRYHWR/RQGRQWRVHWXSDQRʡFHIRU$UHV
WKHSULYDWHHTXLW\DQGLQYHVWPHQWʛUPKHZDVZRUNLQJ
for at the time. The answer: a resounding yes – and Jess
was immediately eyeing up a new opportunity.
“Jess is a graphic and interior designer by training,
EXWVKHKDGDSDVVLRQIRUʛWQHVVDQGTXDOLʛHGDVD
SHUVRQDOWUDLQHUZKHQZHZHUHOLYLQJLQ/RV$QJHOHV
She worked at the studio of a guy called Brad Bose in
Beverley Hills, and ended up training an impressive list
of celebrities including Robert Downey Jr.
“Brad had a style of training that was ahead of its
time: high intensity and weights-based. So Jess was
immersed in that, and she also caught on to a new
G\QDPLFSLODWHVWUHQGWKDWZDVHPHUJLQJLQ/$DWWKH
WLPH,UHPHPEHUKHUFRPLQJEDFNIURPKHUʛUVWFODVV
saying it was one of the best workouts she’d ever done.
$QGWKLVZDVWKHJLUOZKRUDQPDUDWKRQVDQGZKRȷG
tried every workout under the sun.
Ⱥ,WZDVDOPRVWH[DFWO\DWWKDWWLPHWKDW$UHVDVNHG
if I’d go to London. Even that first weekend we came
WRKDYHDORRNDURXQGZHNQHZbLIZHZHUHDEOHWR
create the sort of fitness offering we were used to in

HEARTCORE IS BORN
,QWKHHQGWKHʛUVW+HDUWFRUHVWXGLRRSHQHGLQWKHLU
adopted home of Kensington. So how would Schuring
describe the concept?
Ⱥ:KHQZHRSHQHGWKDWʛUVWVWXGLREDFNLQ
ZHZHUHRʞHULQJVPDOOJURXSWUDLQLQJLQDERXWLTXH
HQYLURQPHQWȲbHVVHQWLDOO\DQDOWHUQDWLYHWRSHUVRQDO
training. It was a 55-minute, highly focused session that
didn’t cost £80 or £100 – it cost £20.
“We’re now up to nine studios and the essence of
ZKDWZHRʞHULVWKHVDPHDVLWDOZD\VZDV,WȷVVWLOODERXW
how we can take 55 minutes of your time and give you
WKHPRVWHʞHFWLYHZRUNRXWSRVVLEOHGHOLYHULQJUHVXOWV
you wouldn’t achieve on your own.
Ⱥ&UHDWLQJDKRPHO\SHUVRQDOVSDFHȲbVRPHZKHUHSHRSOH
are happy to go, where they tell us they’d actually be happy
to live – is also still at the heart of our model. That’s really
important, because however motivated our customers
are, over a 12-month period there will be at least 10
times when they absolutely don’t want to get out of bed
WRWUDLQRUPDNHWLPHDIWHUZRUN$QGIRUHYHU\RQHRI
those 10 they miss, it multiplies exponentially the chance
they’ll miss the next one. Those are the points at which
they’re most likely to stop their routine.
“We can’t get everyone to come all 10 times, but we
PLJKWJHWWKHPWRFRPHʛYHRUVL[$QGWRGRWKDWZH

:HʛUPO\EHOLHYHDOOEXVLQHVVHVZLQRQTXDOLW\QRWSULFH
RUEUDQGȲbDQGLQʛWQHVVLWȷVDERXWTXDOLW\RIUHVXOWV
Brian Schuring
30
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have to understand and address all the friction points.
,VWKHʜRRUWRRFROG"$UHWKHʜRZHUVVWLOOIUHVK",VWKH
OLJKWLQJMXVWULJKW"$Q\QLJJOHVPDNHDELJGLʞHUHQFH:HȷUH
REVHVVHGZLWKWKHFXVWRPHUH[SHULHQFHDWDOOWLPHV
Ⱥ:HDOVRFUHDWHDQHQYLURQPHQWZKHUHSHRSOHJHQXLQHO\
OLNHWREHDQGZKHUHWKHLUIULHQGVDUHȲSHRSOHWKH\ȷYH
WUDLQHGZLWKLQWKHVDPHWLPHVORWVRPDQ\WLPHVWKDWWKH\ȷOO
EHPLVVHGLIWKH\ȷUHQRWWKHUHDQGWKHLQVWUXFWRUZLOOPLVV
WKHPWRREHFDXVHWKH\NQRZWKHPE\QDPHȻ

EMBRACING GROUP EXERCISE
+HFRQWLQXHVȺ6RWKHHVVHQFHRI+HDUWFRUHKDVVWD\HG
WKHVDPH+RZHYHUSHRSOHSUREDEO\GRQȷWWKLQNRIXV
DVDQDOWHUQDWLYHWRSHUVRQDOWUDLQLQJDQ\PRUH:H
HPEUDFHWKHJURXSDVSHFWRIRXUWUDLQLQJDELWPRUH
WKDQZHXVHGWRE\RʞHULQJFODVVHVZLWKHQRXJKVSDFHV
WKDWLWKHOSVJHQHUDWHDQHQHUJ\

WKHLUFODVVHVFOHDU:HGRQȷWXVH&ODVV3DVVEHFDXVHZHȷUH
UXQQLQJDWFDSDFLW\EDVHGRQZRUGRIPRXWK
Ⱥ)URPDPDUNHWLQJSHUVSHFWLYHRXUVLVZKDW,FDOODGLQQHU
SDUW\EXVLQHVV,QRXUʛUVWWKUHH\HDUVRIRSHUDWLRQVRPDQ\
SHRSOHZKRNQHZPHLQWKH&LW\ZRXOGVD\ȶ,MXVWKHDUGDERXW
\RXWKHRWKHUQLJKWDWDGLQQHUSDUW\ȷ2XUFXVWRPHUVPHHW
XSZLWKIULHQGVDUHWROGKRZJUHDWWKH\ORRNDQGWKH\FUHGLW
+HDUWFRUH7KDWJRHVIRUPHQWRRȲbDURXQGSHUFHQWRI
RXUFXVWRPHUVDUHPHQLQFOXGLQJVRPHRIRXUPRVWSDVVLRQDWH
FOLHQWV,IWKDWȷV\RXUHQWU\SRLQWWRDEUDQGLWȷVYHU\SRZHUIXO
Ⱥ7KDWȷVRQHRIWKHUHDVRQVZHKDYHQȷWKDGDPDUNHWLQJ
SHUVRQLQWKHEXVLQHVVVRIDU:HSXWDOORXUWLPH
HʞRUWHQHUJ\DQGLQYHVWPHQWLQWRWKHSURGXFWDQGWKH
H[SHULHQFHFRQWLQXDOO\UHYLHZLQJWRPDNHVXUHZHȷUH
GHOLYHULQJWKHEHVWPRVWHʞHFWLYHFODVVHYHU\WLPH
Ⱥ:HʛUPO\EHOLHYHDOOEXVLQHVVHVZLQRQTXDOLW\QRWSULFH
RUDVH[\EUDQGȲbDQGLQʛWQHVVLWȷVDERXWTXDOLW\RIUHVXOWV

:HFRPPLWWRJHWWLQJEHWWHUDWRQHWKLQJHYHU\
ZHHNDQGZHȷYHPDGHDORWRIVPDOOLPSURYHPHQWV
WRWKHEXVLQHVVEHFDXVHZHȷUHZLOOLQJWRWU\WKLQJV

DELIVERING RESULTS
6FKXULQJFRQWLQXHVȺ2QHWKLQJWKDWKDVQȷWFKDQJHG
PXFKDW+HDUWFRUHRYHUWKH\HDUVLVWKHSULFH,QIDFW
ZHȷYHRQO\UDLVHGSULFHVRQFHVRDFODVVWRGD\ZLOOFRVW
RQDYHUDJHeDQGRQDSDFNDJHQRPRUHWKDQe
HYHQDWRXUPRVWH[SHQVLYHORFDWLRQV
Ⱥ$QGRXUOLVWSULFHLVZKDW\RXSD\)RUPDQ\
RSHUDWRUVWKHOLVWSULFHVHUYHVSULPDULO\WRVHWWKHLU
&ODVV3DVVSULFHZKLFKLVZKHUHDODUJHSURSRUWLRQRI
32
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Ⱥ7KDWȷVVRPHWKLQJWKHELJER[J\PVVWUXJJOHWRGHOLYHU
LQWKHLUXQVXSHUYLVHGHQYLURQPHQWV3HRSOHDUHQȷWEHLQJ
SXVKHGWKDWH[WUDSHUFHQWEH\RQGZKDWWKH\ȷGGR
RQWKHLURZQZKLFKLVZKHUHDOOWKHUHVXOWVKDSSHQVR
VRRQHURUODWHUWKH\OHDYHȻ

THE CUSTOMER EXPERIENCE
+HFRQWLQXHVȺ$QRWKHUUHDVRQ,EHOLHYHZHȷUHDVSRSXODU
DVZHDUHLVRXUIRFXVRQWKHFXVWRPHUH[SHULHQFH<RX
KDYHWRKDYHDUHODWLRQVKLSZLWKHYHU\SHUVRQZKRZDONV
WKURXJKWKHGRRU2XUʛUVWIRXUVWXGLRVGLGQȷWHYHQ
KDYHUHFHSWLRQVVRLWZDVGRZQWRWKHLQVWUXFWRUQRW
RQO\WRWHDFKWKHFODVVEXWDOVRWRPDNHVXUHHYHU\RQH
IHOWYDOXHGDQGVSHFLDO7KDWZDVLQRXU'1$IURPWKH

Schuring on… property
“We had a long negotiation a couple of years
ago with the City of London as landlord. They
had a bar/pub they were trying to lease out
and we were the only bidder. It was perfect
for us and we were willing to bend over
backwards, but they didn’t want to take a bar
DZD\DQGSXWDʛWQHVVRʞHULQJLQ
“I appreciate that, over the years, large health clubs’ track
record hasn’t been great – giving back leases and running through
DGPLQLVWUDWLRQʛOLQJVDQGUHVWUXFWXULQJ)RUODQGORUGVFRQWLQXLW\LV
NH\ȲbLI\RXȷUHJRLQJWREHDURXQGIRU\HDUVWKDWȷVDKXJHEHQHʛW
to them, and that’s a tough one to prove even for us.
“However, I do believe – with the maturation of retail and the evolution
RIZKDWZHȷUHGRLQJRQWKHʛWQHVVVLGHȲWKDWLWȷVDWOHDVWDVJRRGDULVN
over time to have a gym in your estate as it is to have a retailer.”

PHOTOS: PAUL McLAUGHLIN

Ⱥ,WȷVEHHQDPDUJLQDOFKDQJHȲFODVVHVDUHVWLOOVPDOO
HQRXJKWKDWWKHLQVWUXFWRUFDQFRUUHFWHYHU\RQHȷVIRUP
ȲEXWLWGRHVQRZIHHOOLNHJURXSWUDLQLQJUDWKHUWKDQWKH
TXLHWʛYHSHUVRQVHVVLRQVLWXVHGWREH
Ⱥ7RSXWWKDWLQWRQXPEHUVRXUODUJHVWSLODWHVVWXGLR
KROGVDURXQGSHRSOHEDUUHFODVVHVFDWHUIRUEHWZHHQ
DQG75;LVWRDQG\RJDLVWR
Ⱥ:HERXJKWWKH\RJDEXVLQHVVȲ%OXH&RZ<RJDORFDWHG
LQ0RRUJDWHLQWKH&LW\ȲDFRXSOHRI\HDUVDJRWRVHHZKDW
ZHFRXOGGRZLWKLWDQGUHODXQFKHGLWLQ-DQXDU\ODVW\HDU
Ⱥ,WȷVZRUNLQJUHDOO\ZHOO2EYLRXVO\LWȷVDGLʞHUHQW
NLQGRIH[SHULHQFHEXWWKHVDPHSULQFLSOHVDUHWUXH
IRU%OXH&RZDVWKH\DVIRU+HDUWFRUHLI\RXFUHDWHD
FRPPXQLW\DQHQHUJ\DSHUVRQDOLW\EHKLQG\RXUEUDQG
DQG\RXIRFXVRQZKDWJHQXLQHO\PDWWHUVȲZKLFKLVQȷW
GHOLYHULQJWKLQJVEXWGHOLYHULQJWKUHHUHDOO\ZHOOȲLW
ZLOOPRYHWKHEXVLQHVVIRUZDUG
Ⱥ,WȷVDVTIWORFDWLRQVRZHȷYHKDGVSDFHWRDGG
PRUHVWXGLRVRQVLWH$ORQJVLGHWKH%OXH&RZ\RJDVWXGLR
ZHQRZKDYH+HDUWFRUHEUDQGHGSLODWHVDQGEDUUHVWXGLRV
Ⱥ:HȷYHNHSW%OXH&RZDQG+HDUWFRUHDVVHSDUDWH
EUDQGVIRUQRZ,QWKHORQJUXQZHPD\PHUJHWKHWZRȲb
,UHDOO\GRQȷWNQRZȲbEXWIRUQRZZHȷYHEURXJKW%OXH&RZ
\RJDFODVVHVWRRXUEUDQGQHZ1RWWLQJ+LOOVWXGLRZKLFK
VRIWODXQFKHGODVWPRQWKȻ

I NTE RV I E W B R I A N SC H U R I N G

Brian
The and
aim Jess
is toSchuring
reach the whole
RSHQHGWKHLUʛ
population –UVW
people of all ages
Heartcore studio in 2007
healthclubmanagement.co.uk June 2016
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Heartcore in St John’s
Wood is housed in a
former church

%RXWLTXHʛWQHVVKDVEHWWHUGDWDWKDQDOPRVWDQ\
business I’ve ever seen, because it’s all booked online
beginning, because it’s come from us – from Jess and
from me. That’s how we are. It’s how we treat people.
“And the third reason is hard work, pure and simple.
We have an ethos that we commit to getting better at
one thing every week, and we’ve made a lot of small
improvements to the business over the years because
we’re willing to try things.
“Much of that is facilitated by the data we hold –
ERXWLTXHʛWQHVVKDVEHWWHUGDWDWKDQDOPRVWDQ\EXVLQHVV
model I’ve seen in over 15 years as an investor. That’s
because it’s all booked online, which naturally creates a
lot of useful data points. So while Jess is in the studios
reporting back on how things feel, how the energy is, I’m
DEOHWRORRNDWWKHXQGHUO\LQJGDWDZKDWFODVVHVDUHʛOOLQJ
what classes aren’t, how new instructors are performing.
We get both sides of the picture.”

EXPANSION PLANS
So what does the future hold for Heartcore?
“Looking purely at London, at the moment I’d
probably say we could get to a total of 15 studios, and
WKHUHPD\HYHQEHVFRSHEH\RQGWKDWȲbWKHXSSHU
limit moves as the market matures.
“However, you have to ask what your ultimate longterm goal is. Do we want to be a 15-studio London
fitness business or do we want to be something
different? Do we want to be, for lack of a better term,
34
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Schuring on…
the boutique market
“I think most people look at boutique
fitness right now and assume the guys
who’ve been around for a while are making
money hand over fist.
“But I believe we’re in a period where, even
with the strong growth in demand, there’s an
RYHUVXSSO\RIERXWLTXHʛWQHVVVSDFHV,QIDFW
we probably reached that point 12 months ago. ClassPass came in
and helped studios clear their capacity, creating a bunch of full classes
that made it look from the outside like all the studios were raking it
LQ+RZHYHUWKHSULFHSRLQWRQDQ\NLQGRIJHQHULFRʞHULQJKDVEHHQ
eroded to the point where I’m not sure there’s much return on the
initial investment for more than a small handful of operators.
“Nevertheless, the perception remains that it’s the market to be in,
so I think we’ll see continued expansion of capacity in London where
ordinarily you’d have a market that pauses or ratchets back a bit.
“There are 500 boutique studios in New York City and it feels
like everyone wants London to be that. One day it might be – and it
might not be. But the demand for that isn’t there today, and even if
we do eventually get there, it will be by a series of very natural ebbs
DQGʜRZVDORQJWKHZD\,EHOLHYHWKHUHȷVDELWRIDVKDNHXSFRPLQJȻ

WILL YOUR
MEMBERS
High-intensity interval training is 17% more effective
than other steady state or aerobic training.
Millennials make up 76% of regular exercisers globally*,
making them a market you can’t ignore. Future-proof your
membership base with a HIIT solution that gives them the
results, convenience and challenge they demand*.
LES MILLS GRIT™ delivers results, fast. When members
see results, their motivation increases rapidly and they
start falling in love with exercise and with your
club – meaning they attend more often, stay longer and
spread the word to their friends.
Form bonds with your members that can’t be broken and
build a healthier business with our HIIT solutions today.

To ﬁnd out how, book your place on our FREE seminar:
“Your future members- attracting and keeping them
with HIIT”.
www.lesmills.com/insightseriesuk
+44 207 264 0200
lmuk.clubs@lesmills.com
*Nielsen Global Fitness Consumer Survey (2013)

LOVE
YOU
OR LEAVE
YOU?
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Around 20 per
cent of customers
at Heartcore are
men – and they
get results

a financial and cultural centre business, with a few
studios in major markets around the world? Or do we
want to go outside of London?
“Because I believe we’re getting to a point where,
beyond London, the UK is probably ready for
something like this. Disposable income is the big
driver, but there are ways you can do it – you change
your floor plan a bit and it becomes more accessible
to the people who live in that area.
“It would make a lot of sense for us to explore this
avenue, because there seems to be this mad rush in
/RQGRQULJKWQRZb(YHU\RQHZDQWVWREHLQYROYHGDQGWKDW
puts pressure on a few key drivers, from rents to pricing
WRZDJHVb7KDWȷVQRWDEDGWKLQJSHUVHEXWLWȷVVRPHWKLQJ
\RXKDYHWRUHFRJQLVHDVDQLQYHVWRUb
“What I’d rather do with Heartcore is read the market
DQGʛQGSODFHVZKHUHZHȷUHGRLQJWKHLQWHUHVWLQJWKLQJ
rather than the thing we feel we have to do because
we’re Heartcore. From that perspective, we have some
important decisions to make with the next studio.”
He continues: “It’s always been our own capital in the
business and we wanted to get to a point where, as fast
as we can build new studios, the business can fund them.
,WKLQNZHȷUHWKHUHȲLWȷVMXVWDFDVHRIʛQGLQJWKHULJKW
places at the right time.
“And the right time for the next studio isn’t quite yet.
:HȷYHRSHQHGʛYHORFDWLRQVLQPRQWKVDQGWKDWSXWVD
ORWRIVWUDLQRQDVPDOOWHDPOLNHRXUVȲb,IHHOZHȷYHHDUQHG
DOLWWOHWLPHWRUHIUHVKUHIRFXVDQGUHʛQHWKHEXVLQHVV
“If you were to show me the perfect property
tomorrow, I’d take it – because I always take it – but I
wouldn’t do anything with it until late this year. From
an expansion standpoint, we’re going to go really quiet
for a couple of months. Money doesn’t get tired, but
people do.” O

Schuring on…. wellness
“The progress we’re making in
understanding what drives true wellness
is what excites me most about being
alive right now. I believe we’re in a
convergence phase where people
understand, in a way they didn’t before,
how what they eat and how they train
and how they engage internally, emotionally and mentally is
DOOFRQQHFWHGȲDQGKRZWKDWXQLʛHGSDWKZD\LVKDYLQJDKXJH
impact on the quality of their lives.
Ⱥ0HDQZKLOHWKHUDWHRIVFLHQWLʛFSURJUHVVPDNHVGLVFRYHULHV
so exciting – it’s unlocking things that make it hugely
interesting to be a human being right now. We can look
better, feel better and create wellbeing from the inside out in
ways that ultimately change what it feels like to be alive.
“My investment fund Rubicon Ventures was set up with
this in mind. At the moment Heartcore, Blue Cow and my
new software company Fynder – which was created to
make everyday service capacity searchable on a far broader
scale than it is today – are the only three equity positions
in the fund, and for now they’ve all been funded internally.
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However, in the long run I’d like to continue to express
my views on wellness through further investments by the
IXQGb'HSHQGLQJRQVFDOHDQGʛWLWFRXOGDOVREHLQWHUHVWLQJ
to broaden the fund at some point to include other investors
with similar long-term perspectives.
“My vision for Rubicon is inspired by the likes of Google –
ZKLFKXVHVFDSLWDODQGLQʜXHQFHIURPLWVFRUHEXVLQHVVWRIXQG
a bunch of smart people doing interesting research around
meaningful issues, to see if one day it might be able to use some
of that – and before that Xerox’s PARC lab which, in the space
of two years and from just one lab, came up with some of
the most transformative ideas and technology of the personal
computing age. I admire both organisations because they had
a curiosity about what comes next, a whole team of people
who were passionate about innovation, and the courage to use
some of their resources to fund it.
Ⱥ7KDWIRUPHLVZKDW5XELFRQVKRXOGEH:HPLJKWQRW
return anything to investors over the space of two years,
but health and wellness is a super interesting space in
which to be curious and to support innovative minds right
QRZ7KDWȷVZKDW,ȷGOLNHWRGRȻ

THE DEVIL IS IN
THE DETAIL
Marketplace data taken from more
than 2,500 fitness venues over a
5-year period gives you a unique
perspective into your own business

INTELLIGENT MARKET DATA FOR
EFFECTIVE DECISION MAKING
PayAsUGym.com/marketplace
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Project Walk
A health club in the US is being transformed into a world-class facility for people
living with a spinal cord injury. Ray Algar reports

:K\GRʛWQHVVDQG
healthcare work so
independently
of each other when we
know exercise has such a
SRZHUIXOHʞHFWRQKHDOWK"
Mike Alpert

ike Alpert’s early career was as
a Californian stockbroker with
Shearson Lehman Brothers, but
it was a move to Oregon that
profoundly changed his life. He
had been drawn to Oregon for
the winter skiing, but soon after
arriving decided with a close friend
to create The Athletic Club of Bend, a new multi-use
athletic, aquatic, tennis and social club.
One programme they started at the club was for children
with severe physically disabilities, called US Able Oregon, and
Alpert began twice-weekly warm water pool sessions with
DʛYH\HDUROGER\OLYLQJZLWKVHYHUHVSLQDELʛGD$OSHUWZDV
struck by the joy these sessions brought to a boy who would
never walk and asked himself why the club wasn’t doing
more programmes like this. “I became obsessed with wanting
WRGRPRUHRIWKHVHNLQGVRIWKLQJV7KDWʛYH\HDUROGER\
changed my life and gave me meaning,” he says.

M
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Alpert eventually returned to California where, since
1997, he has been the president and CEO of The
&ODUHPRQW&OXE)RXQGHGLQWKHKHDOWKFOXEʛWQHVV
and wellness centre nestles in 7.5 hectares (19 acres) in the
city of Claremont – around 52km east of downtown Los
Angeles – where it serves more than 10,000 members.
The inclusive operating philosophy that Alpert embedded
in his earlier Oregon club is also evident at The Claremont
Club, which is why this year it was the recipient of IHRSA’s
Outstanding Community Service Award; each year, IHRSA
UHFRJQLVHVRQHKHDOWKFOXEWKDWȷVPDNLQJDGLʞHUHQFHLQDQG
beyond, its local community.

SPINAL CORD INJURIES
In 2007, Claremont Club member Hal Hargrave was
LQYROYHGLQDURDGWUDʡFDFFLGHQWWKDWUHVXOWHGLQDOLIH
changing spinal cord injury. After one year, his insurance
company stopped paying for rehabilitation and Hargrave
was in limbo until The Claremont Club stepped in and

GY MTO PI A

7KHFOXERʞHUVDIUHHRQH
\HDUSURJUDPPHIRUFKLOGUHQ
DQGDGXOWVOLYLQJZLWKFDQFHU

LIVING WELL AFTER CANCER PROGRAMME
“I feel like I’m trying to run away from my cancer when I’m on the
treadmill,” says Linda Johnson, a Claremont Club member. Johnson
used to describe herself as a ‘professional couch potato’, but that
was before she enrolled onto the club’s Living Well After Cancer
programme. Private donations enable the specialised programme to
be delivered without charge.
The programme is a collaboration between The Claremont Club
and Pomona Valley Hospital’s cancer care centre, and over 13
ZHHNVPHQDQGZRPHQWDNHSDUWLQʛWQHVVFRQGLWLRQLQJQXWULWLRQ
workshops and support group meetings. As at June 2016, 790 people
have completed the programme, reporting higher self-esteem, better
ʛWQHVVOHYHOVDQGDQHQULFKHGTXDOLW\RIOLIHDVDUHVXOW
'XHWRLWVSRSXODULW\WKHFOXEQRZRʞHUVDIUHHRQH\HDU
programme for children and young adults living with cancer.

RʞHUHGWRFRQYHUWDVLQJOHVTP VTIW UDFTXHWEDOO
FRXUWLQWRDGHGLFDWHGWKHUDS\J\P
,WVRRQEHFDPHHYLGHQWWKDWWKHUHZHUHPDQ\RWKHUSHRSOH
ZLWKVSLQDOFRUGLQMXULHVQHHGLQJRQJRLQJUHKDELOLWDWLRQ:KDW
VWDUWHGDVWKHFRQYHUVLRQRIDVLQJOHFRXUWKDVWKHUHIRUH
EHHQH[WHQGHGLQWRDVTP VTIW ZRUOGFODVVIDFLOLW\
FDOOHGWKH3URMHFW:DON6SLQDO&RUG,QMXU\5HFRYHU\&HQWHU
VXSSRUWLQJDSSUR[LPDWHO\IXOOWLPHFOLHQWV
3URMHFW:DONLVDIHHEDVHGSURJUDPPHDVWKHFHQWUH
HPSOR\VVHYHQVSHFLDOLVWVWDʞEXWWKHFOXEʛQDQFLDOO\
VXSSRUWVSHRSOHRQDFDVHE\FDVHEDVLV&ORVHIDPLO\
PHPEHUVUHFHLYHFRPSOHPHQWDU\FOXEPHPEHUVKLSVRWKH\
FDQUHFXSHUDWHDQGDOVRQRWKDYHWRZLWQHVVWKHLUORYHG
RQHVJRLQJWKURXJKZKDWFDQEHYHU\GLVWUHVVLQJWKHUDS\
$SSUR[LPDWHO\SHRSOHOLYLQJZLWKSDUDO\VLVKDYH
H[SHULHQFHG3URMHFW:DONWRGDWH/LYHVDUHEHLQJ
WUDQVIRUPHGZLWKVRPHSHRSOHPDNLQJVXFKUHPDUNDEOH
SURJUHVVLQERWKWKHLUSK\VLFDODQGPHQWDOZHOOEHLQJWKDW
WKH\DUHVXEVHTXHQWO\KLUHGWRZRUNDWWKHFOXE

&UDVKYLFWLP+DO
+DUJUDYHZDVWKH
ʛUVWEHQHʛFLDU\RI
Project Walk

The club serves more than 10,000 members
IN A NUTSHELL
Project by: The Claremont Club, US
Web: www.claremontclub.com
Charities supported: Various
Project status: Ongoing and long-term
Impact: United States
Gymtopia keywords: Health & Wellbeing,
Helping Children, Education
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Alpert (above right) at Project Walk

:HKDYHWKHDELOLW\WRUHDFK
out and really help people
struggling with chronic
injuries and illnesses

Meanwhile Hargrave has since formed The Be Perfect
)RXQGDWLRQDQRQSURʛWRUJDQLVDWLRQWKDWVXSSRUWV
people living with paralysis.

HEALTH CLUB MEETS HEALTHCARE
Alpert believes a health club should be more than a domain
for those predisposed to physical activity – a playground for
ȶDFWLYHDʢXHQWVȷ+LVSDVVLRQIRUVXSSRUWLQJSHRSOHDʞHFWHG
by a life-changing injury or illness comes from his belief that
exercise really is a medicine.
,WȷVDQRSHUDWLQJSKLORVRSK\WKDWȷVDOORZLQJKLVFOXEWR
VWUDGGOHʛWQHVVDQGKHDOWKFDUHȺ:HKDYHWKHDELOLW\WR
reach out and really help people struggling with chronic
LQMXULHVDQGLOOQHVVHVȻVD\V$OSHUWȺ,QVRPDQ\FDVHVWKHVH
SHRSOHKDYHEHHQZULWWHQRʞDQGIRUJRWWHQȻ
+HFRQWLQXHVȺ([HUFLVHLVPHGLFLQH,VQȷWLWWLPHZH
took the lead in merging the experts in healthcare with
WKHH[SHUWVLQʛWQHVV":K\GRWKH\FRQWLQXHWRZRUNVR
independently of each other when we know that exercise
KDVVXFKDSRZHUIXOHʞHFWRQSHRSOHȷVKHDOWK"Ȼ

WHAT DOES YOUR CLUB BELIEVE IN?
Helping people living with paralysis may not form part of
\RXUKHDOWKFOXEȷVGLVWLQFWLYHVWRU\EXWZKDWGRHV\RXU
EXVLQHVVEHOLHYHLQ"
:KDW,EHOLHYHLVWKDWDVFRPSHWLWLYHSUHVVXUH
LQWHQVLʛHVLQWKHʛWQHVVVHFWRULWZLOOEHFOXEVOLNH7KH
&ODUHPRQW&OXEWKDWZLOOʜRXULVKȲDQGWKDWȷVEHFDXVH
WKHLUVWDʞHPSOR\HHVPDQDJHPHQWLQYHVWRUVDQG
RWKHUVWDNHKROGHUVDOONQRZWKDWZKDWWKH\ȷUHGRLQJLV
transformative and genuinely remarkable.
So ask yourself this: are other people saying the same
DERXW\RXURUJDQLVDWLRQ"O
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Project Walk
patient Brandon
Rayburn was
injured while
snowboarding

GYMTOPIA –
A PLACE WHERE CLUBS DO SOCIAL GOOD
Gymtopia was conceived by founder and
FKLHIHQJDJHPHQWRʡFHU5D\$OJDU OHIW 
ZKREHOLHYHVWKDWWKHJOREDOKHDOWKDQG
ʛWQHVVLQGXVWU\KDVHQRUPRXVLQʜXHQFHDQG
SRWHQWLDOWREHDIRUFHIRUJRRGLQWKHZRUOG
reaching beyond its immediate customers.
7KHLGHDRI*\PWRSLDLVVLPSOHWRFXUDWH
DQGVSUHDGUHPDUNDEOHVWRULHVLQZKLFKWKHʛWQHVVLQGXVWU\XVHVLWV
LQʜXHQFHWRUHDFKRXWDQGVXSSRUWDQH[WHUQDOFRPPXQLW\LQQHHG
,WZDVFUHDWHGZLWKWKHJHQHURXVVXSSRUWRIʛYHRUJDQLVDWLRQV
&RPSDQKLD$WKOHWLFD*DQWQHU7HFKQRORJLHV/HV0LOOV5HWHQWLRQ
0DQDJHPHQWDQG7KH*\P*URXS*\PWRSLDUHFHLYHGDQ2XWVWDQGLQJ
$FKLHYHPHQW$ZDUGLQWKHXNDFWLYH
0DWUL[)ODPH$ZDUGV
5HDGPRUHVWRULHVDQGVXEPLW\RXU
RZQwww.Gymtopia.org

www.sibeceu.com

What do you get at SIBEC?
9 Guaranteed pre-qualiﬁed
audience of key decision makers
9 Pre-set appointments with buyers
of your choice
9 Limited competition

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

9 3 full days of exceptional networking
9 Unparalleled value for money
9 High Quality Seminar Program

20
20
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

A PAYASUGYM PROMOTION

PayAsUGym
MAKING A MARKETPLACE
FOR FITNESS
3D\$V8*\PLVSXWWLQJWKHKHDOWKDQGʛWQHVVVHFWRUDWWKHKHDUWRIWKHRQOLQHPDUNHWSODFH
HQDEOLQJWKHPWRUHDFKPRUHFXVWRPHUVWKDQHYHUEHIRUH

T

he digital sales revolution has
been driven by a new form
of commerce – the online
marketplace, which has been
embraced in other sectors by the likes of
Zoopla, Just Eat and AirBnB. PayAsUGym
LVWKHHTXLYDOHQWIRUWKHKHDOWK ʛWQHVV
sector and places operators at the heart
of this new way of selling, helping them
to reach more customers than has ever
before been possible. Co-founder Neil
Harmsworth explains how PayAsUGym’s
new ‘Partner Portal’ enables operators
to utilise marketplace data and insight to
make the smarter decisions required to
excel in a competitive marketplace

PayAsUGym is described as a
¼WQHVVPDUNHWSODFHUDWKHUWKDQDQ
DJJUHJDWRUKRZZRXOG\RXH[SODLQ
the difference?
An aggregator simply lists the supply-side
options, leaving the customer the arduous
process of searching for the best option.
This is a pretty dated approach in other
sectors but is still by far the most widely
DGRSWHGRSWLRQLQKHDOWKDQGʛWQHVVb
A marketplace is much smarter as
it goes a step further by providing
two things. Firstly, it proactively helps
FXVWRPHUVʛQGWKHULJKWVXSSO\PRUH
quickly by presenting them with the
options which sell the best to people like
them. Secondly, it gives operators access
to unique, transactional marketplace data
to help them make smarter decisions that
will improve their proposition and increase
their sales, making them more competitive.
This approach ensures customers and
VXSSOLHUVʛQGHDFKRWKHUDVIUHTXHQWO\DV
42

WHAT IS PAYASUGYM?
3D\$V8*\PLVDQRQOLQHʛWQHVV
PDUNHWSODFHZKLFKKHOSVFXVWRPHUV
ʛQGWKHULJKWʛWQHVVYHQXHVIRU
WKHLUQHHGVDQGJLYHVRSHUDWRUVWKH
LQIRUPDWLRQWKH\UHTXLUHLQRUGHUWR
EHIRXQGPRUHIUHTXHQWO\

possible rather than relying on geography
or alphabetic listings, with everyone
EHQHʛWLQJDVDUHVXOW

+RZKDYH\RXDGDSWHG
PayAsUGym to make it a more
HIIHFWLYHPDUNHWSODFH"
On the customer side, we have introduced
an algorithm-based ‘smart’ search which is
based on a rolling 14-day period of trading
data. This means that club listings on our

Co-founder Neil Harmsworth
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site are displayed based on the ability of
each venue to make a sale and are a true
UHʜHFWLRQRIFXUUHQWFXVWRPHUGHPDQGLQ
that area at all times.
On the operator side of the model, we
give access to marketplace data to help
them make informed decisions that make
their business more competitive.
For example, the data may say that, on
average, these are the right products and
SULFHVWRRʞHULQ\RXUDUHDWKHVHDUHWKH
VRUWVRISKRWRV\RXVKRXOGEHGLVSOD\LQJ
and here’s how you improve based on
customer feedback.
$OORIWKHVHWKLQJVKDYHDQLQʜXHQFH
on how you perform within these search
results. It’s obviously up to the operator to
ultimately decide how they use this unique
data, but those that engage the most will
see the greatest rewards in terms of new
customers and revenue.

What tools have you introduced
WRKHOSRSHUDWRUV"
We’ve created the Partner Portal – an
information hub that gives operators the
EHQHʛWRIDOOWKHLQVLJKWWKDWZHJDLQDV
a marketplace. For example, we can see
SULFHSRLQWVFXVWRPHUVHDUFKWUDʡF
demand, feedback – we can see the
things that make a sale more likely – and
our job as a marketplace is to share that
HʞHFWLYHO\ZLWKRSHUDWRUVVRWKH3DUWQHU
Portal is where we do that. Operators can
analyse the actual sales they have made
historically, but also the sales that they’ve
missed out on to local rivals by not being
as competitive as you could be in your
local area. It also gives you an idea of the
things you might want to consider as a

Operators can control what
they sell and what they
charge to maximise sales

With the new Partner Portal we are
able to provide operators with the
marketplace data they need to make
their business more competitive
change that, on average, would improve
your ability to convert an interested new
customer into a paying customer.

What’s the response been like
from operators so far to the
Partner Portal?
Massively positive. We did a two-week
roadshow meeting many of the operators
we work with and some of their ideas have

been added to the development of the
Partner Portal.
For example, the changes that they
make in the marketplace are displayed
in a reporting tab so that managers can
analyse the changes they have made and
the impact these changes had on sales.
That gives them a really good audit trail
of whether the change they made was
positive or negative to their performance.

The new Partner Portal gives access to key data

What are your ongoing plans for
the Partner Portal?
We’re going to keep calibrating it to
understand the factors that customers
care about most by region. For example,
in London it could be proximity to a Tube
station but in Norfolk it could be access
to car parking on site. Our current data
shows averages across the industry going
down to post code level, but it doesn’t
UHDOO\VD\ZKDWDUHWKHVSHFLʛFWKLQJVLQWKLV
SDUWLFXODUDUHDWKDWPDNHWKHGLʞHUHQFH
I’d like to get it to the point where we
can provide much more customised
information on a venue by venue basis.

What’s the vision for PayAsUGym
over the next 12 months?
With the Partner Portal now live we’re
FRQʛGHQWWKDWWKHPDUNHWSODFHWUXO\ZRUNV
for all parties and the model is extremely
scalable internationally. We’re pushing
ahead with geographic expansion and have
plans in place for two new countries very
soon, so watch this space!

EMAIL: sales@payasugym.com
WEB: www.payasugym.com/
marketplace
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Only half of the UK’s seven-year-olds are currently meeting recommended
physical activity guidelines of 60 minutes a day. Kate Cracknell and Jak Phillips
take a look at some of the latest initiatives designed to get kids moving

GOPLAYGO
Quick & easy bookings
“Parents want a painless way to arrange
their kids’ activities, while providers want
to maximise capacity, but no-one’s really
cracked it yet,” says Robin Brattel, the
founder of multiple tech companies who
previously worked alongside World Wide
Web inventor Tim Berners-Lee.
Brattel therefore turned his attention to
this situation and the result is Goplaygo,
which launched in June – a booking app
that aims to take the pain out of arranging
activities for young children.

“It was born out of my frustration at
KRZGLʡFXOWLWZDVWRERRNDFWLYLWLHVVXFK
as swimming and dancing for my own
children,” he explains.
To use the app, parents enter their
postcode and are then presented with
a selection of activities in their area –
ZKLFKFDQEHʛOWHUHGDFFRUGLQJWRWKHLU
child’s age (the app currently caters for
children between the ages of zero and six
years) and activity preferences – before
proceeding to the booking page.
The app, which takes a 10 per cent
cut of bookings, caters for all manner
of children’s activities and carries out

Goplaygo currently caters for
children up to the age of six
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rigorous quality assurances prior to
providers being accepted.
“We’re initially launching in the United
Kingdom, in north London, but we’ll look
to scale up quickly and will probably do
a funding round at some point later this
year,” adds Brattel.
Ⱥ:HȷYHDOVRKDGVLJQLʛFDQWLQWHUHVWIURP
senior investors in America and we’d like
to launch there as soon as possible.
“Ultimately we’ll be aiming for global
scalability, with booking options for all
ages. Uber and Airbnb started from
nothing, so there’s no reason why we
shouldn’t think big.”

K I DS ’ F ITN ES S

Engage to Compete trains
QRQ3(VWDʞWRJHWNLGVDFWLYH

ENGAGE TO COMPETE
0DNLQJWKHPRVWRI\RXUKXPDQUHVRXUFHV
A new Sport-EnglandIXQGHG
SURJUDPPHKDVHQJDJHGPRUHWKDQ
VFKRROFKLOGUHQLQUHJXODUDFWLYLW\
E\XSVNLOOLQJOXQFKWLPHDVVLVWDQWVDQGRWKHU
VFKRROVWDʞWRGHOLYHUVHVVLRQV
/HGE\\RXWKDFWLYLW\VSHFLDOLVW)LW
)RU6SRUWWKH(QJDJH7R&RPSHWH
SURJUDPPHWUDLQHGRYHUWKDQVFKRRO
VWDʞLQ6DQGZHOODQG/RQGRQȷV7RZHU
+DPOHWVWRGHOLYHUUHJXODUSK\VLFDODFWLYLW\

FREE SESSIONS FOR
PARENTS & KIDS
$QHZRʞHULQJIURP;HUFLVH/HVV
UK budget operator Xercise4Less
NLFNHGRʞDQLQQRYDWLYHSURJUDPPHLQ
0DUFKRIWKLV\HDURʞHULQJIUHHH[HUFLVH
FODVVHVDFURVVLWVKHDOWKFOXEVLQWKH
8.IRUSDUHQWVDQGWKHLUFKLOGUHQDJHG
EHWZHHQWKUHHDQGʛYH\HDUV
(DFKVLWHLVVWDJLQJIRXU;HUFLVH.LGV
VHVVLRQVHDFKZHHNDVSDUWRIDeP
LQYHVWPHQWIURPWKHEXGJHWJ\PRSHUDWRU
LQWRWKHQHZVFKHPH
7KHQHZH[HUFLVHPRGHOZDVGHYHORSHG
E\;HUFLVH.LGVFRRUGLQDWRU6DUDK3KLOS
ZKRZDQWHGWRSURYLGHSDUHQWVDQG
FKLOGUHQZLWKWKHRSSRUWXQLW\WRHQMR\
H[HUFLVHWRJHWKHUDQGOHDUQQHZDQG
H[FLWLQJZD\VRIEHLQJSK\VLFDOO\DFWLYH
7KHPLQXWHFODVVHVWDNHERWKWKH
FKLOGUHQDQGSDUHQWVRQDVWRU\WHOOLQJ
MRXUQH\WKURXJKIRXUGLʞHUHQWWKHPHV
WKHODXQFKWKHPHVEHLQJ7KH8QGHUZDWHU
.LQJGRP'HVHUWHG/DQGV-XPS$URXQG
-XQJOHDQG7KH([FHSWLRQDO&LUFXV(DFK
FODVVLQFRUSRUDWHVIRXURUʛYHGLʞHUHQW

VHVVLRQV/XQFKWLPHDVVLVWDQWVWHDFKLQJ
DVVLVWDQWVWHDFKHUV3(FRRUGLQDWRUVDQG
VHQLRUOHDGHUVKLSWHDPVZHUHVKRZQKRZ
WRHQJDJHDOOFKLOGUHQLQDFWLYLW\DQGKHOS
WKHPDFKLHYHWKH&02JXLGHOLQHVRI
PLQXWHVRIDFWLYLW\DGD\IRUHYHU\FKLOG
:LWKDIRFXVRQOXQFKWLPHDFWLYLW\ȲD
NH\WLPHWRJHWFKLOGUHQDFWLYHȲ
VFKRROVDFURVVWKHWZRUHJLRQVEHQHʛWHG
IURPWUDLQLQJDQGJXLGDQFHRQKRZ
WRLQFUHDVHSK\VLFDODFWLYLW\GHYHORS
FRPSHWLWLRQDQGGHOLYHUWKH(QJDJH
7R&RPSHWHFKDOOHQJHDVHWRIVLPSOH

FKDOOHQJHVWRPHDVXUHFKLOGUHQȷVSK\VLFDO
OLWHUDF\DQGʛWQHVVOHYHOVLQFOXGLQJVWDPLQD
DJLOLW\DQGFRRUGLQDWLRQ
$VDUHVXOWRIWKH(QJDJH7R&RPSHWH
SURJUDPPHWKHVFKRROVUHSRUWHGDQ
LPSURYHPHQWLQFKLOGUHQȷVEHKDYLRXUDQG
FRQFHQWUDWLRQOHYHOVLQFODVVDVZHOODV
UHGXFWLRQVLQVWDʞWLPHVSHQWGHDOLQJZLWK
LQFLGHQWVIURPWKHSOD\JURXQG&KLOGUHQȷV
DFWLYLW\OHYHOVDOVRLPSURYHGDQGVWDʞIHOW
PRUHFRQʛGHQWWRWDNHDQDFWLYHUROHLQ
SOD\WLPH$QGDOOWKLVIRUDFRVWFDOFXODWHG
WREHOHVVWKDQeSHUFKLOG

Xercise4Kids is promoting
inter-generational activity

DFWLYLWLHVWKDWNHHSWKHKHDUWUDWHKLJKDQG
FKDOOHQJHWKHPDMRUPXVFOHJURXSVZLWK
DQHPSKDVLVRQIXQ
(YHU\HLJKWZHHNVWKHWKHPHVRI
WKHFODVVHVFKDQJHWRNHHSWKHFKLOGUHQ
DQGSDUHQWVHQJDJHGȲDQGDWWKHHQG
RIHDFKHLJKWZHHNSURJUDPPHWKH

FKLOGUHQDUHSUHVHQWHGZLWKDFHUWLʛFDWH
WRGRFXPHQWWKHLUSURJUHVV
Ⱥ;HUFLVH.LGVZDVLQVSLUHGE\WKHODFNRI
LQWHUJHQHUDWLRQDODFWLYLW\DYDLODEOHLQWKH
8.ȻVD\V3KLOSȺ,WHOLPLQDWHVWKHFKLOGFDUH
EDUULHUDQGHQFRXUDJHVLQWHUDFWLRQ
EHWZHHQSDUHQWDQGFKLOGȻ
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Elaine Wyllie came up with the
idea for The Daily Mile in 2012

THE DAILY MILE
Getting kids up & running
7KH'DLO\0LOHLV an initiative designed
to get schoolchildren running for 15
PLQXWHVHYHU\GD\ȲbWKH\DYHUDJHDPLOH
LQWKLVWLPHȲbLQRUGHUWRLPSURYHQRW
RQO\WKHLUʛWQHVVOHYHOVEXWDOVRWKHLU
concentration levels, mood, behaviour
and general wellbeing.
Children run in their school uniforms,
so no kit or changing time is needed,
and the whole thing is designed to be

QRQFRPSHWLWLYHDQGIXQȲbWKHUHDUHQR
winners or losers.
7KH'DLO\0LOHZDVʛUVWFUHDWHGLQ
February 2012 by Elaine Wyllie, then
headteacher of St Ninians primary
school in Stirling. And the results have
been impressive: by September 2012,
the whole school was running for 15
minutes each day and not one of the
57 Primary 1 children was deemed
overweight by the school nurse.
Wyllie has now retired from teaching
to dedicate herself to introducing The

2YHUFKLOGUHQDFURVVVFKRROVLQʛYH
countries took part in the ALCIS pilot project

Daily Mile to schools across the United
Kingdom; there are already hundreds of
schools in England and Scotland that have
signed up to the scheme.
And its impact may even be felt
beyond primary schools, with the SNP
(Scottish National Party) announcing
in its manifesto in April that it would
encourage secondary schools and
universities to take part if it wins another
term in government; there are even
discussions about it being introduced into
KRVSLWDOVIRU1+6VWDʞ

ALCIS
A success story in Europe
2QHLQʛYH(XURSHDQFKLOGUHQ are either overweight or
obese, fewer than 10 per cent meet WHO recommendations
on physical activity, and children only spend 5 per cent of their
school time in physical activities. The objective of the Active
Learning for Children in Schools (ALCIS) project is therefore to
develop higher awareness of the importance of schoolchildren
adopting healthy lifestyles and regular physical activity.
In September 2015, as part of the European Week of Sport, an
ALCIS pilot project ran in the UK, Italy, Netherlands, Ireland and
Lithuania, with over 8,000 children across 84 schools taking part.
Fitness trainers led fun group exercise classes, complemented
by a learning programme run over four weeks with educational
materials specially developed for the project.
It proved very successful, with both teachers and children
VD\LQJLWKDGKDGDSRVLWLYHHʞHFWRQWKHLUOHDUQLQJDVZHOODV
their thought processes regarding their lifestyle: nutrition, physical
activity, stress management and more. In addition, 80 per cent of
the children who took part (all were aged 10–12 years) reported
increased levels of activity as a result of ALCIS.
The European Commission has now supported a second ALCIS
project to be re-run in the original countries, and in 2016 with
the addition of Sweden, the Czech Republic, Poland and Spain.
This second project will also feature a pilot intervention with
refugee children living in Brussels. EuropeActive will co-ordinate
the project, which is due to reach 14,000+ children this year.
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Introducing the new ClubWise app...

Never miss a
great prospect again…
Elevate your prospecting performance with
the brand new IOS ClubWise app. This truly
ﬂexible solution allows you to capture
prospect data wherever you are, whether
that’s your local supermarket, the park or
anywhere else opportunity knocks…

www.clubwise.com/ClubWiseapp

ClubWise is always striving to bring fresh new technology and vision to
the industry. The brand new prospecting app is our latest innovation,
further enhancing our award winning Club Management Software solution
Direct debit collection

Member management

Access control

Reporting/KPI management

Customer relationship
management

and much, much more
Totally integrated solution

Best Club Management Software Company – UK Technology Innovator Awards 2016.

Call our friendly sales team to learn
how we can help drive your success 01844 348 300
sales@clubwise.com
/clubwise

/+Clubwise

www.clubwise.com
/clubwise-software-ltd

ClubWise Software Ltd is authorised and regulated by the Financial Conduct Authority (FCA)
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Born to Move sessions
combine age-appropriate
movement with music

BORN TO MOVE
‘Better results than PE’
6WUXFWXUHGʛWQHVVSURJUDPPHV have
the potential to help children become
more physically active, stronger and more
agile than conventional PE lessons taught
in schools, according to the results of a
new pilot study.
Researchers at Edge Hill University in
the UK looked at the impact of twice
weekly Les Mills-designed Born To Move
(BTM) sessions on 10- and 11-year-olds
compared to regular PE classes. BTM is a

series of movement-based classes, with
music and choreography designed to
meet the unique needs of each childhood
developmental stage.
The six-week study involved 139
children from four schools in the UK
and found that those who took part in
%70GHYHORSHGJUHDWHUPXVFXODUʛWQHVV
intrinsic motivation and general physical
activity levels than the control group,
which did only normal PE.
On average, the BTM group improved
push-up test performance from 5.7 to
11.7, as well as increasing standing long-

jump distance from 130.2cm to 145.0cm;
there were also positive outcomes in
terms of length of time spent active and
engagement with exercise.
“The BTM classes are designed to
captivate toddlers through to teens by
combining a motivating mix of ageappropriate movement and music that’s
jam-packed with laughter, singing and fun,”
said Janine Phillips, the creative director
behind the BTM concept.
“They allow children to discover the
joy of movement and set them up with
healthy habits for the future.” O

IT’S TIME TO
TAKE A STAND
InMovement is working to address
the harmful effects of all day sitting.
Human bodies are built to be in
motion. But in today’s workplace,
most of us sit for up to 9 hours
a day. This lack of movement is
affecting health, productivity and
morale, which in turn increases
healthcare costs and absences.
Just one of a range of solutions
for the active workplace, the
Elevate Desktop™ DT2 offers a
generous work surface, capable of
accommodating multiple monitors
and items needed to get work done.
7KH´YHVLWWRVWDQGVROXWLRQVLQ
the Elevate Desktop Series are
ergonomically designed to ensure
correct posture and optimum
comfort. By accommodating a
variety of working preferences for
laptops and desktops, it is easy to
VWDUWH[SHULHQFLQJWKHEHQH´WVRI
standing while working.

InMovement blends healthy behaviour with daily job function
in a way that increases activity, while supporting productivity,
and leading to greater overall health returns.
Help move your workday forward at www.inmovement.com

Life@LifeFitness.com
01353 666017
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WELLBEING

&RXOG\RXUHPSOR\HHVȷZHOOQHVVFRQWULEXWHWRWKHʛQDQFLDOKHDOWKRI\RXUEXVLQHVV"
CBRE’s Hannah Hahn reports

I

QGRZQWRZQ/RV$QJHOHVWKHRʡFH
RIWKHIXWXUHKDVDOUHDG\DUULYHGLQWKH
VKDSHRIWKHZRUOGȷVʛUVWHYHU:(//
FHUWLʛHGRʡFH7KHRʡFHLV&%5(ȷV
JOREDO+4DQGLWHPEUDFHVHYHU\GLPHQVLRQ
RIZHOOQHVVDQGKHDOWKLQDZRUNHQYLURQPHQW
,WȷVDOLJQHGZLWKWKHSULQFLSOHVRIWKH
:(//%XLOGLQJ6WDQGDUGFUHDWHGE\
ZHOOQHVVUHDOHVWDWHSLRQHHU'(/26
DLUZDWHUQRXULVKPHQWOLJKWʛWQHVV
FRPIRUWDQGPLQG$QGQRWRQO\GRHVLW
ZKROHKHDUWHGO\HPEUDFHWKHVHHOHPHQWV

UHODWLQJWRZHOOQHVVEXWDQLPSUHVVLYH
SHUFHQWRILWVHPSOR\HHVVD\LWPDNHVD
UHDOGLʞHUHQFHWRWKHLUSURGXFWLYLW\
7KH&%5(KHDGTXDUWHUVGRHVPRUH
WKDQRʞHUFLUFDGLDQOLJKWLQJDQGELRSKLOLF
DPELHQWDLUWRDSDVVLYHVWDʞ:LWKLWVRZQ
GHGLFDWHGZHOOQHVVFRQFLHUJHWKHFRPSDQ\
LVDOVRDEOHWRSURYLGHWDLORUHGKHDOWKDQG
ZHOOQHVVJXLGDQFHIRUHDFKHPSOR\HHWRD
OHYHODQGDGHJUHHWKDWVXLWVWKHP
7KHUHDUHH[HUFLVHDQGVWUHWFKLQJ]RQHV
IRUHPSOR\HHVRQHDFKʜRRUDVZHOODV

FDUGLRYDVFXODUHTXLSPHQW0XOWLWDVNHUV
FDQHYHQXVHWUHDGPLOOGHVNV
.HQ5DLVEHFN(0($KHDGRIRFFXSLHU
DGYLVRU\ȲDGYLVRU\ WUDQVDFWLRQVȲDW
&%5(H[SODLQVZK\WKHFRPSDQ\KDV
HPEUDFHGZHOOQHVVVRZKROHKHDUWHGO\
Ⱥ2XUPRVWLPSRUWDQWDVVHWLVRXUSHRSOH
DQGE\HQVXULQJZHOOEHLQJLVDKROLVWLF
IHDWXUHRIRXURʡFHVZHȷUHVHQGLQJD
PHVVDJHWRRXUFROOHDJXHVWKDWZHYDOXH
WKHLUKHDOWK2XU:HOOQHVV&HUWLʛFDWLRQ
LVDGHPRQVWUDWLRQRIRXUFRPPLWPHQWȲ

:RUOGʛUVW&%5(ȷVJOREDOKHDGTXDUWHUVLVDOLJQHGZLWKDOOWKHSULQFLSOHVRIWKH:(//%XLOGLQJ6WDQGDUG
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Workplace mindfulness
programmes have been
shown to boost productivity

but more importantly for us is the positive
impact this has for our employees.”
Around the globe, other companies and
corporations are also actively involving
WKHPVHOYHVLQVWDʞKHDOWKDQGZHOOQHVV
OHGIURPWKHIURQWE\WKHZRUOGȷVELJ
companies – the likes of Allianz, Barclays
Bank, Omnicom, Nestlé, Novartis and
The Bill and Melinda Gates Foundation.
Indeed, in 2014, over half (56 per cent)
RIPXOWLQDWLRQDOHPSOR\HUVKDGWKHLURZQ
global health strategy, according to a
survey carried out on behalf of Xerox.
0HDQZKLOH&%5(ȷVODWHVWEuropean
Occupier Survey (EOS) also points to a
ZRUNSODFHZHOOQHVVWUHQG7KH
survey polled real estate decision-makers
DWJOREDOO\UHQRZQHGFRPSDQLHV
to understand their objectives, and
associated challenges, across a broad
range of issues. In this survey, around
three-quarters (74 per cent) of companies
UHSRUWHGKDYLQJDZHOOQHVVSURJUDPPH
A TANGIBLE BENEFIT
These companies have realised that
ZRUNSODFHZHOOQHVVLVLQWULQVLFDOO\
OLQNHGWRWKHLUʛQDQFLDOERWWRPOLQH
3ULFHZDWHUKRXVH&RRSHUVȷBuilding the
Case for Wellness report, produced for

One commercial company recorded a
beneﬁt to the company of £34 for every
£1 spent on its wellness programme
WKH8.JRYHUQPHQWLQDQGUHYLVHG
LQQRWHGDQXPEHURI%HQHʛW&RVW
5DWLRV %&5 WKDWPLJKWDFFUXHWRD
FRPSDQ\WKURXJKLWVZHOOQHVVSURJUDPPH
One commercial company recorded
D%&5RIȲWKDWLVDEHQHʛWWRWKH
company of £34 for every £1 spent on
WKHZHOOQHVVSURJUDPPH7KHDYHUDJH
KRZHYHULVDVDYLQJRIeLQSUHYLRXVO\
lost productivity for every £1 spent on
ZHOOQHVVSURJUDPPHV
In addition, the EOS reports that
WZRWKLUGV SHUFHQW RIFRPSDQLHV
EHOLHYHGHSOR\LQJDZRUNSODFHZHOOQHVV
VWUDWHJ\HQDEOHVEHWWHUFROODERUDWLRQZLWK
FXVWRPHUVDQGFROOHDJXHV,QOLQHZLWKWKLV
WKLQNLQJDWOHDVWRQHZHOONQRZQ$PHULFDQ
multinational technology company has
UHFRQʛJXUHGLWVJOREDOKHDGTXDUWHUVWR
enable collaboration and monitor and
adjust elements such as room temperature

DQG&22 levels. The rationale: to think
and act like a start-up, to increase creative
WKLQNLQJLQWKHZRUNSODFHDQGWRSURPRWH
HPSOR\HHVDWLVIDFWLRQDQGZHOOQHVV
Other notable examples of companies
already responding to the need for
ZRUNSODFHZHOOQHVVLQFOXGH
M&S – bearing down on absence
5HWDLOHU0DUNV 6SHQFHUVDZDSHU
cent reduction in sickness absence in the
8.DQG5HSXEOLFRI,UHODQGLQWKHRSHQLQJ
PRQWKRILWVZHOOQHVVSURJUDPPHZKLFK
ZRQWKH%XSD:RUNZHOO$ZDUGLQ
6LQFHWKHSURJUDPPHȷVLQFHSWLRQPRUH
WKDQLQGLYLGXDOVȲ0 6HPSOR\HHV
SOXVRWKHUZRUNHUVIURPDFURVVWKH
FRPSDQ\ȷVVXSSO\FKDLQȲKDYHEHHQ
WUDLQHGLQWKHLURZQKHDOWKDQGZHOOEHLQJ
including healthy eating, exercise and
PHQWDOKHDOWKDZDUHQHVV
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The company’s focus was on ensuring
that its wellbeing resource was invested
in more than just the 3 per cent of
employees absent from work; its goal was
WRFDSWXUHERWKWKLVJURXSbDQGWKHSHU
cent of employees attending work, with
the goal of ‘keeping the healthy, healthy’.
The opening series of initiatives –
including a weight-loss challenge and a 24KRXUVWDʞF\FOHHQGXUDQFHFKDOOHQJHȲZHUH
promptly scheduled as annual events due
to popular demand. These initiatives have
now been expanded into a full calendar of
events, including the Get Active programme
and additional health services such as free
early detection breast screening for female
HPSOR\HHVDJHGEHWZHHQDQG\HDUV

Volkswagen and Daimler – helping
HPSOR\HHVVZLWFKRʞWKHLUHQJLQH
Our digital age has made it hard to switch
RʞIURPZRUN,Q)UDQFHWKHJRYHUQPHQW
is currently in the process of passing
new employment legislation that gives
employees the “right to disconnect”.
%XW)UDQFHLVQRWDORQHLQDWOHDVW
trying to address this growing issue.
Similar legislation is also being developed
in Germany, where car manufacturer
Volkswagen recognises that, if it’s to
expect excellence from its workforce, in
UHWXUQLWKDVWRRʞHUWKHPDJUHDWGHDO
Employees must share in the success.
)RU9RONVZDJHQWKLVLQFOXGHVSURYLGLQJ
the best possible working conditions,

To combat the ‘always on’ culture,
Volkswagen has an email amnesty,
limiting access to work devices after
core business hours for most staff
(regular NHS screening currently supports
women aged 50+ years).
On its wellbeing website, improved diet,
hydration, sleep and exercise habits have
HPHUJHGDVVWDʞȷVPRVWSRSXODUKHDOWK
pledges, accounting for 6,000 of its current
10,500 individual employee health pledges.
General Mills – boosting
employees’ focus
General Mills, one of the world’s largest
food companies – its stable of brands
includes breakfast cereal Cheerios, Green
Giant corn and Häagen Dazs ice cream
– encourages mindfulness to help its
employees manage their stress levels and
focus on business priorities.
7KHFRPSDQ\ʛUVWH[SHULPHQWHGZLWK
mindfulness in 2006, running a trial course
at its Minneapolis headquarters for 123
of its own business leaders. The results
were described by the Financial Times as
ȺVWULNLQJȻZLWKIRXURXWRIʛYHSDUWLFLSDQWV
(83 per cent) saying they now take some
time out each day to optimise their
personal productivity.
Slowing down might intuitively seem
to be anti-achievement, but the opposite
is true. It allows focus and recharges
the batteries, managing presenteeism,
improving productivity and nurturing
creativity. Global leaders agree, and today
Apple, McKinsey, Google, Deutsche Bank
DQGRWKHUVRʞHUPLQGIXOQHVVSURJUDPPHV
52

promoting employee health, and providing
people with career prospects and
development opportunities.
The company takes a holistic approach
to health management which far exceeds
standard health and safety in the
workplace, educating employees in how
they can stay healthy at work while at the
same time motivating them to pursue a
health-conscious lifestyle outside of work.
To combat today’s ‘always on’ culture,
Volkswagen has had an email amnesty
in operation since 2012, limiting access

to work devices after core business
hours for most of its staff.
And competitor Daimler has instituted
an email auto-delete option for employees
on holiday, to avoid the stress of being
confronted by a full inbox and losing any
EHQHʛWRIWKDWZHHNRQWKHEHDFK
WELLNESS: HERE TO STAY
FOR EMPLOYEES
All the signs point to a change in attitude on
the part of business as far as the workplace is
concerned. There’s a growing understanding
of the connection between health and
wellness and businesses’ bottom lines, as well
as a change in employee expectations.
Demographic and technology trends
VXJJHVWWKLVLVQRʜDVKLQWKHSDQ6R
the question becomes: how should
companies respond, and how can the
ʛWQHVVVHFWRUEHQHʛWIURPWKLVJURZLQJ
interest in workplace wellness?
Smart organisations will follow the
lead of the likes of Volkswagen and M&S,
introducing wellness programmes that will
boost productivity and drive down cost.
But with so many new approaches to
improve wellness in the workplace, the
traditional approach of an on-site gym,
or discounted gym membership, will no
ORQJHUEHHQRXJK7RUHDOLVHWKHEHQHʛWV
of workplace wellness, organisations will
have to be more holistic. Education and
engagement will be critical.
This represents a huge opportunity for
WKHKHDOWKDQGʛWQHVVVHFWRU%\HQJDJLQJ
in conversation with large, local employers,
ʛWQHVVSURYLGHUVDUHLGHDOO\SODFHGWR
adapt to and act on these trends as they
continue to develop, creating premium
ZHOOQHVVVHUYLFHVWKDWDUHʛWIRUWKHIXWXUH
and good for both businesses.

ABOUT THE AUTHOR
Hannah Hahn is the global workplace innovation
PDQDJHULQWKH*HUPDQRʡFHRI&%5(ȷV:RUNSODFH
6ROXWLRQVGLYLVLRQ6KHLVSDUWRI&%5(ȷVUHVHDUFKDQG
GHYHORSPHQWWHDPUHVSRQVLEOHIRULGHQWLI\LQJHPHUJLQJ
WUHQGVLQVRFLHW\NH\YHUWLFDOPDUNHWVDQGWHFKQRORJ\
that support workplace innovation.
&RPPHUFLDOSURSHUW\DQGUHDOHVWDWHVHUYLFHVDGYLVHU&%5(
*URXSLVD)RUWXQHDQG6 3FRPSDQ\KHDGTXDUWHUHG
LQ/RV$QJHOHV86,WȷVWKHZRUOGȷVODUJHVWFRPPHUFLDOUHDO
HVWDWHVHUYLFHVDQGLQYHVWPHQWʛUPLQWHUPVRIUHYHQXH
,WV*OREDOb:RUNSODFH6ROXWLRQVb *:6 GLYLVLRQSURYLGHVDFRPSOHWHVHWRI
VHUYLFHVWRFRUSRUDWHRFFXSLHUVRIFRPPHUFLDOUHDOHVWDWHDFURVV(0($7KLV
LQFOXGHVIDFLOLWLHVPDQDJHPHQWVHUYLFHVIRUFOLHQWVVXFKDV1Xʡ
HOG+HDOWK
)RUDFRS\RIWKH&%5(Global Wellness in the WorkplaceUHSRUWYLVLW
www.cbre.com/research-and-reports
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Used in the workplace,
tracking technologies
could boost productivity by
improving employee health

THE SIX DRIVERS OF WORKPLACE WELLNESS
1 Employees are living and
working longer
Wellness plays an important role among
an older workforce – and in many parts
of the world, the workforce is ageing.
Since 2005, the average life expectancy
globally for both women and men
improved by nearly two years. In turn,
more of us are choosing to work past
the historic retirement age.
2 Declining health and rising
insurance costs
But while we’re living longer, we
aren’t necessarily living healthier lives.
Worldwide obesity has nearly doubled
since 1980, and non-communicable
diseases such as heart disease,
cancer and diabetes now account for
more than 60 per cent of all deaths
worldwide. As a result, health insurance
costs and ‘presenteeism’ are on the rise.
3 Wellness – a priority for talent
The global war for talent has been well
documented – and in a 2014 study from
CBRE and CoreNet Global, 80 per cent
of employees agreed that the wellness
RʞHULQJRIDQRUJDQLVDWLRQZLOOEHFUXFLDO
to attracting key and talented people
to, or keeping them in, an organisation
within the next 10 years.

4 A heightened awareness of
WKHHʞHFWVRIVWUHVV
Stress – a major cause of burn-out
and depression – is experienced by
most people during a normal working
week, and it can be costly for business.
According to a 2014 CoreNet survey, in
the UK some 10.4 million working days
are lost each year as a result of stress;
DʞHFWHGHPSOR\HHVPLVVDQDYHUDJHRI
24 working days per annum – over 10
per cent of their working year according
to the Health and Safety Executive.
5 The ‘always on’ culture
The digital revolution has brought with
it the pressure to communicate and
respond around the clock. It’s estimated
that people reach for their phone over
150 times a day and many of us rarely
disconnect for fear of missing out.
This presents many employees with a
challenge when it comes to ‘de-stressing’
and re-charging for the next day.
6 The rise of technology to
promote health management
$NH\SRLQWWRQRWHIRUʛWQHVV
professionals is that, in the healthcare
sector alone, the market for wearable
technology is forecast to reach
US$70bn by 2025. It’s no surprise that

brands like Apple, Nike and Garmin
are looking to take their wearable and
biometric gadgets and apps – which
DOUHDG\KHOSXVJHWʛWWHUIDVWHUDQG
VWURQJHUȲbDQGH[WHQGWKHUHDFKRI
these devices beyond the health club
and into the workplace.
While this technology can capture
real-time data on our pulse, heart rate
and movement, and measure changes
in our stress and energy levels – all
potentially positive outcomes – the
biggest obstacle for Apple and the
others is how employers encourage
VWDʞRQWKHVKRSʜRRUWRYROXQWDULO\XVH
a gadget associated with personal and
lifestyle activities as a work performance
aid – and which might result in
potentially negative consequences.
The smart money says we will
increasingly see tracking technologies
introduced and blended into the
workplace, as early adopting employers
use this technology to create
supportive and desirable ‘destination’
working environments for employees,
increasing productivity and reducing
presenteeism and absenteeism. These
forward-looking employers will also
reap their own rewards as their
investment in workplace wellness
generates a positive return. O
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MAKING
FITNESS

FUN
7KH5LR2O\PSLFVDUHFRPLQJ+RZFDQ\RXUFOXEXVHWKLV
HYHQWWREHWWHUHQJDJHPHPEHUV"*DPLʛFDWLRQH[SHUW
$Q&RSSHQVRʞHUVVRPHSUDFWLFDOVXJJHVWLRQV

WȷVDZRUU\LQJIDFWIRUʛWQHVV
RSHUDWRUVWKDWSHRSOHRIWHQKDYH
PRUHIXQPRUHLQWHUDFWLRQPRUH
PRWLYDWLRQDOLQSXWH[HUFLVLQJRQWKHLU
RZQWKDQWKH\GRLQDJ\P
%XWVDGO\ZKLOHJURZLQJQXPEHUVRI
ʛWQHVVDSSVDQGZHDUDEOHVKDYHJDPH
OLNHHOHPHQWVEXLOWLQWRWKHLUGHVLJQWR
HQFRXUDJHXVHUVWRNHHSGRLQJPRUH
DQGNHHSVWULYLQJWRZDUGVKLJKHUʛWQHVV
DFKLHYHPHQWVȲIURPYLVXDOGDVKERDUGV
WRXQORFNLQJRIUHZDUGVDQGȶ\RXFDQGR
LWȷW\SHPHVVDJLQJȲPRVWJ\PJRHUV
GRQȷWUHFHLYHWKLVNLQGRIHQFRXUDJHPHQW
IURPWKHLUJ\P$WEHVWWKH\JHWLWLI
WKH\SD\IRUSHUVRQDOWUDLQLQJDQGWR
DQH[WHQWWKH\PLJKWJHWLWLQDFODVVȲ
DOEHLWWKHLQVWUXFWRUVPXVWGLYLGHWKHLU
HQFRXUDJHPHQWDQGLQVWUXFWLRQDPRQJD
ODUJHUJURXSRIH[HUFLVHUV

I

AN OLYMPIC YEAR
Now imagine tapping in to this
JDPLʛFDWLRQWUHQGȲWKHXVHRIJDPH
SV\FKRORJ\DQGJDPHPHFKDQLFVIRUQRQ
JDPHSXUSRVHVȲbZKLFKKDVDOUHDG\FDXJKW
ʛWQHVVHQWKXVLDVWVȷDWWHQWLRQ
6RPHRSHUDWRUVPLJKWEHSXWRʞ
E\WKHSRWHQWLDOFRVWDQG\HVLI\RX
54

GHFLGHGWRJRWKHGLJLWDOURXWHWKHFRVWV
ZRXOGEHKLJKHU%XW\RXFDQWHVWRXW
\RXUPHPEHUVȷDSSHWLWHIRUFKDOOHQJHV
XVLQJDSDSHUEDVHGVROXWLRQ7UXWKEH
NQRZQHYHQFRPSXWHUJDPHVVWDUWOLIH
VNHWFKHGRXWRQSDSHU
:KDWEHWWHUZD\WRHQJDJHPHPEHUV
GXULQJDQ2O\PSLF\HDUWKDQWRFUHDWH
DQ2O\PSLFFKDOOHQJHZKHUHE\J\P
PHPEHUVFRPSOHWHʛYHVWDWLRQVRYHUDVHW
SHULRGDQGDLPWREHDWWKHLURZQUHFRUG
7KHNH\LVWKDWWKH\UHFRUGWKHDFWLYLW\
DQGORJLW<RXFDQWKHQHQWHUWKHVHUHVXOWV
LQWRDOHDGHUERDUGZLWKSRLQWVDOORFDWHG
IRUHʞRUWFRQVLVWHQF\DQGUHJXODULW\
<RXFDQLQYROYHWKHPHPEHUVIXUWKHU
E\KDYLQJWKHPYRWHRQZKLFKDFWLYLWLHVWR
LQFOXGH(YHQEHWWHULQYLWHWKHPWRHQWHU
ZLWKDWHDPWRHDUQWKHWHDP2O\PSLF
UHZDUGȲLWȷVDNQRZQIDFWWKDWH[HUFLVH
EXGGLHVNHHSHDFKRWKHUJRLQJIRUORQJHU
+DYLQJDQ2O\PSLFTXHVWZLWKʛYH
H[HUFLVHFKDOOHQJHVFDQDOVREHVWUXFWXUHG
E\OHYHORIʛWQHVV<RXFRXOGKDYHEHJLQQHU
JURXSVHVVLRQVLQWHUPHGLDWHFRPELQHG
FODVVHVDQGLQGLYLGXDODQGDGYDQFHG
LQGLYLGXDOFKDOOHQJHV%\DSSHDOLQJ
WRDYDULHW\RIPHPEHUSURʛOHVWKH
HQJDJHPHQWDQGEX]]W\SLFDOO\JRHVXS
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.HHSWKHFKDOOHQJHHQUROPHQWSURFHVV
DVHDV\DVSRVVLEOHȲDVLPSOHWLFNER[RQD
IRUPIRUH[DPSOHȲDQGDOVRWKHWUDFNLQJ
$VNWKHPWRMRWGRZQYLWDOLQIRUPDWLRQ
RQDFDUGȲGDWHDQGW\SHRIH[HUFLVHIRU
H[DPSOHDQGHʞRUWOHYHOȲZKLFKZLOOJLYH
\RXLQVLJKWLQWRSRLQWV\RXFDQDOORFDWH
&\FOLQJDWOHYHORQHPD\EHDOOD
EHJLQQHULVDEOHWRGREXWDOHYHOHLJKW
GLVWDQFHFKDOOHQJHPD\EHYHU\UHOHYDQW
IRUDGYDQFHGUHJXODUJ\PJRHUV
:KHQGHVLJQLQJWKLVW\SHRITXHVW
HQJDJH\RXUZKROHWHDPLQWKHSURFHVV
IURPFRPLQJXSZLWKWKHFKDOOHQJHRSWLRQV
WRLGHDVIRUSRLQWV\VWHPVSURPRWLRQ
RIWKHTXHVWDQGZD\VRINHHSLQJFOXE
PHPEHUVHQFRXUDJHGWKURXJKRXW:RUN
ZLWK\RXUWHDPWRFRPHXSZLWKFUHDWLYH
LGHDVWRPDNHVXUHLWȷVIXQ
0D\EHHYHQLQYROYHWKHVWDʞLQDWHDP
FKDOOHQJHRIWKHLURZQWKDWFRLQFLGHVZLWK
WKHPHPEHUFKDOOHQJHVRHYHU\RQHLV
ZRUNLQJWRZDUGVDVLPLODUJRDO
7KHNH\LVWRFUHDWHDIXQFRPSHWLWLRQ
RSHQWRDOODQGHQFRXUDJLQJKHDOWKFOXE
PHPEHUVWRGRPRUHPRUHRIWHQDQG
IHHOEHWWHUZKHQWKH\GR
,QDQ2O\PSLF\HDUDFKDOOHQJHOLNHWKLV
LVRQO\OLPLWHGE\\RXULPDJLQDWLRQ

* $ 0 , ) , & $7, 2 1

Consider running a team quest –
working as a team makes people
more likely to stick with it

ANATOMY OF A QUEST
And when there are no Olympic Games
to latch on to? In any other month or year,
you can always build quests around a key
sports event in the area, from triathlons
and marathons to rowing, cycling and
other community-based events.
Collaboration and encouragement are
the two key ingredients of a challenge that
must never be overlooked or neglected.
The more you engage people in the
design and completion of the quest, the
better the opportunity for them to feel
ownership and share the word about
what they’re taking part in.
,I\RXȷUHDUHJXODUXVHURIʛWQHVVWUDFNLQJ
apps yourself, start noticing what you like
about them and what keeps you going back.
Ask your members what they’re using and
why they like the apps. Doing so will give
you ideas and allow you to mirror what
already works for them in your own quests.
How to put a quest together...
1 The quest should be based on a
theme (which could be the Olympics or
another more local event)
2 Include activities that can be carried
RXWDWYDULRXVOHYHOVRIʛWQHVV

Virtual attendance can rival, if
“The key is not
toexceed,
create
aclasses
fun
that of live
competition, open to all and
encouraging members to do
more, more often and feel
better when they do”

3 Promote the quest (posters, word of
mouth, text messages, emails, etc)
4 Create an easy invitation to take part
5 Have a system to track participation
(which can be paper-based)...
6 DQGDV\VWHPWRVKRZRʞ
members’ achievements (e.g. visual
leader boards, number of participants,
number of challenges taken)
7 2ʞHUHQFRXUDJHPHQWDORQJWKHZD\
8 Have winners and completers – but no
ORVHUV$OOVKRXOGUHFHLYHDFHUWLʛFDWHRI
completion – and the choice is then yours
what the prizes should be for winners
9 Celebrate achievement, both of
members and the team – let them have
their moment of glory, whether in the
local press or simply making them
famous at your gym
Ultimately, you can be as creative as
you allow yourself and your team to be.
So get your team involved in making it fun.
Negotiate with local suppliers to create
prizes and rewards. Explore a variety of
themes, from local sporting events to the
5LR2O\PSLFV7KHQGHYHORSDQHʞHFWLYH
marketing and communication campaign
and enjoy rolling it out and engaging your
members on a whole new level. O

WILL YOURS BE THE WINNING
QUEST?
I’d love to hear about your quests, and
will feature the winning submitted quest
LQDVSHFLDOʛWQHVVTXHVWSRVWRQP\EORJ
Please email me details of your quests by
the deadline of 31 October 2016
DQFRSSHQV#JDPLʛFDWLRQQDWLRQFRP

ABOUT THE AUTHOR
An Coppens is chief
game changer at
*DPLʛFDWLRQ1DWLRQ
She specialises
LQJDPLʛFDWLRQ
design and works with companies
all over the world to help them
achieve business results with game
psychology and game elements.
Her blog reached the UK blog
DZDUGʛQDOVLQERWKDQG
ZZZJDPLʛFDWLRQQDWLRQFRP
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/LIHBack to
winning ways
/LIHKDUQHVVHGVNLOODQGLQQRYDWLRQWRDFKLHYHLWVUHFHQWFRQWUDFWZLQLQ
0LOWRQ.H\QHV 0. :HORRNDWKRZWKHEUDQGȷVWUDQVIRUPDWLRQKHOSHGLWWRRYHUFRPH
DGYHUVLW\DQGZLQEDFNEXVLQHVVLQWKHFKDOOHQJLQJ0.PDUNHW

or MK Council’s Paul Sanders,
choosing 1Life to manage one of the
Borough’s leisure contracts wasn’t
an easy decision. Having had challenges
with the company that used to be Leisure
Connection, he was going to need a lot of
persuading that the transformation into
1Life was a fresh start for the company.

F

Paul Sanders –
assistant director,
community facilities,
MK Council: During
DGLʡFXOWSHULRGLQ
LWVKLVWRU\/HLVXUH
&RQQHFWLRQRSHUDWHGIDFLOLWLHVIRUXVEDFN
LQ,WZDVFOHDUWKDWWKHFRPSDQ\KDG
ORVWLWVIRFXVRQWKHFXVWRPHUVRWKHOHLVXUH
PDQDJHPHQWFRQWUDFWFDPHWRDQHQG
Unperturbed by the past, and
emboldened by the company’s extensive
transformation under MD Neil King, the
1Life team set about putting together an
LQQRYDWLYHWHQGHULQSXUVXLWRIWKHLUʛUVW
new contract since the rebrand.
Andy Haworth –
1Life director of
development::KHQ
ZHORRNHGDWWKH
RSSRUWXQLW\LWTXLFNO\
EHFDPHDSSDUHQW
WKDWLIZHZHUHJRLQJWRJLYHRXUVHOYHVWKH
EHVWFKDQFHRIZLQQLQJWKHPDQDJHPHQW
FRQWUDFWZHZRXOGKDYHWRWKLQNGLʞHUHQWO\
DERXWLW:KLOHDORWRIRSHUDWRUVȷGHIDXOW
SRVLWLRQLVWRORRNDWLQFUHDVLQJJ\P
56

FDSDFLW\LWZDVFOHDUWKDWDOWKRXJKWKH
H[LVWLQJIDFLOLWLHVZHUHIDLUO\SRRUMXVWGRLQJ
DWUDGLWLRQDOJ\PH[WHQVLRQDQGRWKHUDGG
RQVZDVQȷWJRLQJWRDFKLHYHWKHFRXQFLOȷV
REMHFWLYHZKLFKZDVWRPD[LPLVHVDYLQJV
DQGHQDEOHXVWRFRPSHWHLQDVXVWDLQDEOH
ZD\LQWKHPDUNHWSODFH
With one of the highest densities of
private gyms in the country, in addition
to soaring rates of inactivity and obesity,
Milton Keynes is a highly challenging
marketplace for local authority operators
at the best of times. But with austerity
cuts beginning to bite hard on council
funding, the contract needed a highly
innovative solution to meet these unique
requirements while still balancing the
books.
PS::HKDGDSDFNDJHRIʛYHIDFLOLWLHV
ZKLFKZHȷGDOZD\VZDQWHGWRRXWVRXUFH
(ʞHFWLYHO\ZHZHUHVXEVLGLVLQJWKHPWRR
PXFKVRZHZDQWHGVRPHIUHVKLGHDV
SURJUDPPLQJDQGLQYHVWPHQW7KHVLWXDWLRQ

THE 1LIFE JOURNEY
In 2013 the company underwent
a root and branch transformation
which saw it change from Leisure
Connection to become 1Life: an
aspirational brand that puts people
ȲVWDʞFOLHQWVFXVWRPHUVDQG
community – at its heart.
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QHHGHGLQQRYDWLRQDQG/LIHSURYLGHG
WKDWLQWHUPVRIDGLʞHUHQWʛWQHVVRʞHU
DFURVVWKHIDFLOLWLHV7KH\FOHDUO\VWRRGRXW
SUHVHQWHGWKHPVHOYHVYHU\ZHOODQGWKH
SDFNDJHWKH\SXWIRUZDUGQRWRQO\JLYHVXV
ʛQDQFLDOQHXWUDOLW\EXWLWDOVRSURYLGHVDQ
LQFRPHDVZHOOZKLFKLVZKDWDXWKRULWLHV
H[SHFWWKHVHGD\V,QFRPHSURWHFWLRQDQG
LQYHVWPHQWZHUHWKHPDLQRXWFRPHVDQGLWȷV
EHHQDJUHDWUHVXOWIRUXV
AH:0LOWRQ.H\QHVLVDEVROXWHO\VDWXUDWHG
ZLWKWUDGLWLRQDODQGEXGJHWJ\PVȲZKLFK
KDYHDUHDVRQDEOHDSSHDOWRWKHPDUNHW
ȲEXWWKHRʞHULVUHVWULFWLYHLQWHUPVRI
WKHUDQJHRIGHPRJUDSKLFVWKHWRZQFDQ
UHDFKWKURXJKWUDGLWLRQDOSK\VLFDODFWLYLW\
LQLWLDWLYHV6RZHȷYHORRNHGDWDQXPEHURI
GLʞHUHQWRSWLRQVEDVHGRQZKDWZHWKLQN
DUHFRPSHWLWLYHLVVXHVLQWKHPDUNHWSODFH
DQGDOVRRSSRUWXQLWLHVWRGRVRPHWKLQJ
GLʞHUHQWDQGPRUHFUHDWLYH
$FURVVWKHʛYHVLWHSRUWIROLR/LIHKDV
introduced a range of inventive solutions
WRHQJDJHGLʞHUHQWGHPRJUDSKLFVLQ
physical activity. These include a specialised
health and wellbeing centre for the MK
deconditioned market; for MK families
a £1m+ project to transform an ageing
leisure centre, along with the conversion
of an underutilised space into a unique
Centre of Excellence for Group Fitness;
and the conversion of a former tractor
VKHGLQWRDFURVVWUDLQLQJIXQFWLRQDOʛWQHVV
hub for MK residents and sports teams.
1Life has worked to combine its exercise
adherence knowledge with the guiding

Above: MK Council’s Paul Sanders (left) and 1Life MD Neil King sign the MK leisure contract.
%HORZ/LIHKDVLQWURGXFHGDUDIWRILQQRYDWLYHOHLVXUHFRQFHSWVDFURVVWKHʛYHVLWHSRUWIROLR
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1Life has invested over £1.5m to engage MK’s families, sports teams and deconditioned market in physical activity

principles in the government’s recent
6SRUWLQJ)XWXUHVWUDWHJ\

58

The remarkable turnaround has meant
there is now a strong collaborative
partnership and a mutual trust built on the
IRXQGDWLRQVRIPXWXDOO\EHQHʛFLDOREMHFWLYHV

AH: We’ve ensured our initiatives for
engaging populations in activity are in step
with prevalent methods and of course the
Sporting Future strategy. And we were
particularly conscious of the council’s
objectives, so we proposed in the bid a
UDQJHRIYHU\VSHFLʛFKHDOWKSURPRWLRQDQG
participation plans designed to maximise the
SRWHQWLDORIWKHʛYHVLWHV

AH: I’ve been in business development for 17
years and the sense of partnership working
and genuine co-operation between 1Life and
MK Council has been absolutely phenomenal
so far and we’re very appreciative of the
support we’ve had from the council in terms
of moving the plans forward.

PS: Milton Keynes is one of the most obese
areas of the UK and activity participation
has gone down as well, so we’re looking
forward to seeing how 1Life’s innovations
can produce positive outcomes. They took
DGLʞHUHQWDSSURDFKDQGDQDO\VHGZKDWZH
already had in MK in terms of the saturated
J\PPDUNHW:HȷUHFRQʛGHQWDQG/LIH
DUHFRQʛGHQWWKDWWKLVGLʞHUHQWDSSURDFK
ZLOOOHDGWRDEHWWHURʞHUDQGWKHVLWHV
they’re operating are located in areas where
physical activity provisions are somewhat
lacking right now.

PS: For me to say that we want to work
with them again after our past issues says
a lot. The rebranding is good, but the
absolute key is they’ve now got a really
good team of people there in the form of
Andy Haworth, Neil King and the rest of
the senior management. These are sound
professionals who know what they’re doing
and they’re good at it. So I have faith. I can
VHHWKH\DUHDZKROO\GLʞHUHQWSDUWQHUQRZ
and I trust them. They’re now 1Life – I can
look these people in the eye and have faith
in them to deliver.
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SERIES ROADMAP
This series of promotional features
outlines the raft of innovative leisure
SURMHFWVWKDW/LIHKDVLQWURGXFHG
as part of its new contract in
Milton Keynes
CONTENTS
1. Introduction to 1Life
(HCM Jan 2016, p.40)
2. How the MK contract was won
3. Transforming Woughton
Leisure Centre
4. How we turned a tractor shed
into a functional training hub
5. Tackling inactivity at Windmill
Hill Golf Centre
PHONE: +44 (0)1480 484250
EMAIL: businessdevelopmentgroup
@1life.co.uk
WEB: www.1Life.co.uk

“Working together for a brighter future”
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Canine

activities
&RXOGGRJVEHWKHNH\WRJHWWLQJWKHLQDFWLYHPRYLQJ"Kath Hudson
ʛQGVRXWDERXWWKHEXUJHRQLQJVSRUWRIFDQLFURVV

A

V,ȷPSXʡQJDQGSDQWLQJXSWKH
7KHVSRUWFHUWDLQO\KDVLWVULVNVȺ,WȷV
QRWFDQLFURVVXQOHVV\RXȷYHIDOOHQRYHU
KLOOVDWP\ORFDOSDUNUXQ,ȷP
VHYHUDOWLPHVȲDQGWKHUHȷVQRDFFRXQWLQJ
UHJXODUO\RYHUWDNHQE\SHRSOH
IRUWKHVTXLUUHOPRPHQWVȻVD\V/DPHQ
FUXLVLQJSDVWEHLQJWRZHG
Ⱥ+RZHYHULWȷVDJUHDWVSRUWIRUWKHIDPLO\
E\WKHLUGRJDWWDFKHGWRWKHLUZDLVWE\
WRGRWRJHWKHU$OVRWKRVHZKRDUHQHZ
DEXQJHHOHDG,KDYHWRFRQIHVV,XVHG
WRUXQQLQJDUHOHVVLQWLPLGDWHGDERXW
WRWKLQNWKH\ZHUHFKHDWLQJEXWLQIDFW
MRLQLQJDFOXEZLWKWKHLUGRJWKDQWKH\DUH
FDQLFURVVLVDQHZVSRUWLQLWVRZQULJKW
DERXWSLWFKLQJXSWRDUXQQLQJFOXEE\
&DQLFURVV&RUQZDOOMRLQWO\UXQV
WKHPVHOYHV:HVHHDORWRISHRSOHJRLQJ
SDUNUXQ/DQK\GURFNZKHUH,UXQDQG
IURPFRXFKWRNZLWKFDQLFURVVȻ
FRIRXQGHURIWKHJURXS&DOYLQ0XGGVD\V
7KHDGYHQWRIVRFLDOPHGLDKDVUHDOO\
WKH\MXPSHGDWWKHRSSRUWXQLW\WRKHOS
GULYHQWKHGHYHORSPHQWRIWKHVSRUW
RUJDQLVHWKHZHHNO\HYHQWLQRUGHUWRJHW
DQGVRIDULWKDVJURZQRUJDQLFDOO\
WKHVSRUWRQWKHUDGDURIPRUHSHRSOH
+RZHYHU0XGGLVLQWKHSURFHVV
&DQLFURVVRULJLQDWHGLQ6FDQGLQDYLD
RIVHWWLQJXSDZHEVLWHLQDELGWR
VRPH\HDUVDJRSULPDULO\DVDZD\RI
FHQWUDOLVHLQIRUPDWLRQDERXWFOXEVDQG
H[HUFLVLQJKXVNLHVDQGNHHSLQJWKHPʛW
HYHQWVDVQRWHYHU\RQHLVRQ)DFHERRN
ZKHQWKHUHZDVQRVQRZ)URPWKHUHLW
7KHFOXEVWHQGWREHFDVXDODQG
GHYHORSHGLQWRDVSRUWLQLWVRZQULJKW
IULHQGO\ZLWKDSUªVUXQFRʞHHDQGFDNH
Ⱥ,WȷVEHHQJRLQJLQWKH8.IRU
SDUWRIWKHDSSHDO7KH\PHHWWZLFHD
DURXQG\HDUVEXWKDVUHDOO\JDLQHG
Canicross competitions take
ZHHNZLWKGLʞHUHQWUXQVIRUGLʞHUHQW
PRPHQWXPLQWKHSDVWʛYHWRVL[\HDUV
place most weekends in the
OHYHOV/LNHDGRJSDFNWKH\JRWKHSDFH
,WQRZLWKDVDIDLUO\HYHQVSUHDGDFURVV
winter months
RIWKHVORZHVWUXQQHUDQGDOVRZDLWIRU
WKHFRXQWU\ZLWKPRVWFRXQWLHVQRZ
WKHPWRFDWFKXS
KDYLQJDJURXS7KHUHDUHDOVRDERXW
7KLVPDNHVWKHVSRUWSDUWLFXODUO\DFFHVVLEOHIRUWKRVH
JURXSVDQGSDJHVRQ)DFHERRNDWWKHODVWFRXQWȻVD\V
ZKRDUHQHZWRUXQQLQJȲERWKSHRSOHDQGGRJV
&XVKOD/DPHQYLFHSUHVLGHQWIRUGHYHORSPHQWDWWKH
+RZHYHUPRUHDPELWLRXVUXQQHUVJHWWKHFKDQFHWR
%ULWLVK6OHG'RJ6SRUWV)RXQGDWLRQ %66) WKHERG\LQ
LQGXOJHWKHLUFRPSHWLWLYHVWUHDNSDUWO\EHFDXVHWKHGRJ
FKDUJHRIFDQLQHUHODWHGDGUHQDOLQVSRUWVLQWKH8.DQG
KHOSVWKHPWRUXQPXFKIDVWHUEXWDOVRLIWKH\ȷUHKDSS\WR
FRIRXQGHURI&DQLFURVV7UDLOUXQQHUV
WUDYHOEHFDXVHWKH\FRXOG
SDUWLFLSDWHLQFRPSHWLWLRQV
PRVWZHHNHQGV
WKURXJKRXWWKHZLQWHU
5DFHOHQJWKVUDQJHIURP
NIRUFKLOGUHQXSWRXOWUD
PDUDWKRQVȲDQGDWWKH
PRPHQWHYHQLQWHUQDWLRQDO
HYHQWVOLNHWKH(XURSHDQ
&KDPSLRQVKLSVDUHRSHQ
WRHYHU\RQH

“THOSE WHO ARE NEW TO RUNNING
ARE LESS INTIMIDATED ABOUT
JOINING A CLUB WITH THEIR DOG
THAN THEY ARE PITCHING UP TO A
RUNNING CLUB BY THEMSELVES”
60

healthclubmanagement.co.uk July 2016 ©Cybertrek 2016

PHOTO: RYAN PERRING PHOTOGRAPHY

C A N I C ROS S

There’s skill involved in getting
the dog to run in front and listen
to left and right commands

GEORGE HUMPHRIES
ASHRIDGE CANICROSS: CO-FOUNDER
Our club was formed in January 2013. We’d been running
with friends since 2010, and in early 2011 we set up a
Facebook group which we used to communicate with a
larger audience and to host regular runs.
As numbers swelled, it became clear we needed a club
identity, so we used various sources – including knowledge
from other sports clubs – to work out what guidelines were
required to set up a club. Our template has since been used
by other groups who want to transition into a club.
Gaining recognition from insurance underwriters has been a challenge, but this is
becoming less of an issue as the sport grows. We charge £10 a year membership to
pay the insurance, fund a website and buy equipment for people to try.
We’ve had challenges over group compatibility when it comes to running speeds,
VRKDYHORRVHO\IROORZHGKRZPRVWUXQQLQJFOXEVVWUXFWXUHWKHLUFOXEZLWKGLʞHUHQW
URXWHVDQGVSHHGVIRUGLʞHUHQWDELOLWLHVȲZKLFKLQWXUQUHTXLUHVPRUHUDFHOHDGHUV
Dogs can also be a challenge, as not all are compatible with canicross and in some
FDVHVZHKDYHWRHGXFDWHWKHKDQGOHUVb+RZHYHULWȷVVRUHZDUGLQJWRZDWFKVRPHRQH
who’s new to the sport change from viewing 5k with trepidation to really enjoying it.

With the UK very much a nation of
dog lovers, could we tap in to canicross
to get more people active? Lots of people
have dogs, an interest in getting one, or
access to a dog belonging to friends or
family – or even via borrowmydoggy.com.
So could leisure centres put on classes to
appeal to this market?
/DPHQFDXWLRQVDJDLQVWʛWQHVV
instructors just launching a canicross
class without proper planning, because
an understanding of dog behaviour and
handling is necessary: there’s skill involved
in getting the dog to run in front and listen
to left and right commands. That said, she
VD\VLWZRXOGEHHDV\WRʛQGVRPHRQH
ORFDOO\WRIXOʛOOWKLVUROH$OWHUQDWLYHO\D
GRJORYLQJʛWQHVVLQVWUXFWRUFRXOGGRWKH
training required to lead runs.
Mudd says he would welcome the
opportunity to team up with local operators
as a way of reaching a wider market and
mobilising more people. “There are a lot
RIXQʛWSHRSOHDQGXQʛWGRJVRXWWKHUHVR
canicross solves two problems,” he says. O
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The high-intensity urban sport of Tower Running
has a growing following among athletes of all
abilities, as Kath Hudson discovers

The Empire State
Building Run Up has been
going 39 years and is still
the best known Tower
Running race in the world

62
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ON THE

TOW E R RU N N I N G

“

T

ower running is a striking
new trend in the global
running scene. The objective
is not just racing, but also
improving general wellbeing
DQGʛWQHVVE\HQFRXUDJLQJ
people to take the stairs whenever they
can,” says Tom van Daele, director of
marketing and public relations for the
TowerRunning World Association (TWA)
the international governing body and
global marketing network for the sport.
This year more than 140,000 athletes
and running enthusiasts are expected
to take to the stairwells of towers and
skyscrapers in this glute-burning sport. The
US is the birthplace and continues to lead
WKHʛHOGEXWWKHVSRUWLVJHWWLQJLQFUHDVLQJO\
global, with 300 events expected for 2016
and new markets, like India and China,
coming on board. The number of tower
running races have almost doubled over

Tower running is a great HIIT
workout, developing the
calves, glutes, core and triceps
However, according to Patrick Gallagher,
head of Tower Running UK, the charity
aspect is also holding the sport back. He
VD\VWKHUHDUHRQO\ȲUHJXODUWRZHU
runners in the country and most people
only do one event a year, because they

THE CHARITY ASPECT IS HOLDING THE
SPORT BACK. MOST PEOPLE ONLY DO
ONE EVENT A YEAR, BECAUSE THEY
CAN’T KEEP FULFILLING FUNDRAISING
OBLIGATIONS UPWARDS OF £150
WKHSDVWʛYH\HDUVDQGVDZPRUHWKDQ
UDFHVKHOGLQFRXQWULHV
The sport appeals to three main tribes:
DPDWHXUVSRUWVSHRSOHZKROLNHDGLʞHUHQW
challenge, charity fundraisers, and then
DVPDOOEDQGRIʛHUFHO\FRPSHWLWLYHHOLWH
runners who travel the world, collecting
points for the TowerRunning Tour, a
competitive global ranking system. Last
\HDU7RZHU5XQQLQJ8.WKHXQRʡFLDO
guardian of the sport in Britain, also
grouped four races into a Championship
6HULHVWRFURZQWKHʛUVW8.FKDPSLRQ
RUNNING FOR CHARITY
Tower running has been steadily gaining
popularity in the UK since 2009, when
homeless charity Shelter started organising
Vertical Rush at Tower 42, a 42-storey,
932-step skyscraper in London. Other
charities have followed suit, with the
NSPCC organising the annual Gherkin
Challenge, as well as events at Great
Ormond Street and Guy’s Hospital.
Last year there were 14 events in the
UK, of which all but two were geared
towards charity fundraising.

FDQȷWNHHSIXOʛOOLQJIXQGUDLVLQJREOLJDWLRQV
RIXSZDUGVRIe
“This year there will hopefully be at
least four races which will be entry fee
only,” he says. “Buildings tend to like events
WRKDYHVRPHDʡOLDWLRQZLWKDFKDULW\Ȳ

probably for CSR reasons – so it’s unlikely
the link will be fully broken. However, as
events become more popular we might
see a shift where building management
can see the potential in perhaps hosting
their own events, or at least monetising
the process and allowing sports event
companies to hire sites and put on races
throughout the year.”
VIRTUAL GYM RACES
Broadgate Tower race organiser Matt
Hudson, founder of Total Motion Events,
is one organiser looking to run entry feeonly events, or events for multiple charities
with a smaller fundraising element.
“I’d like to get an established race series
together which includes London’s most
renowned landmarks – Canary Wharf,
The Shard, The Gherkin, Tower 42 – and
which ties in with international events” he
says. “The iconic buildings draw the elite
climbers and that’s good PR for the sport.”

Crossing the
ʛQLVKLQJOLQHRIWKH
Empire State Run
Up; the women’s
record is 11’23”
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Hudson says it’s currently a hard sell, as
the iconic buildings only want to partner
with charities, but going forward he
hopes more awareness of the sport and
more competitors will give them more
clout when negotiating with building
owners and managers.
Last year, Total Motion Events ran a
UDFHLQSDUWQHUVKLSZLWK1XʡHOG+HDOWK
in Surbiton, doing virtual climbs in the
gym using Stairclimbers. Participants could
virtually climb iconic buildings, or else take
the 40,000 steps needed to get to the top
of Everest. Hudson believes more events
of this type at clubs and gyms could get

BIGGEST RACES IN
TERMS OF RUNNERS
Taipei 101: 4,000
Bogota, Torre Colpatria: 3,500
Chicago, Willis Tower: 2,500
Melbourne, Eureka 88: 2,500
Kuala Lumpur, Menara: 2,000
The Empire State Building
Run Up has been going for
39 years and is still the best known
race in the world.

Elite athletes travel the world
to compete in the races
the sport on the radar of more people, as
well as encouraging active lives.
As the sport gets more recognised, it’s
likely to gain more traction, because it’s so
HDV\WRʛWLQWRFLW\GZHOOHUVȷOLYHVWKH\FDQ
UXQXSVWHSVLQWKHRʡFHEORFNDQGWDNH
the stairs at tube stations.
John Allison, founder of Street Gym,
has competed in the Gherkin Challenge
and Vertical Rush, and trains people for
the challenges by taking in steps during his
outdoor, urban gym training sessions.
+HUDWHVLWDVJUHDWWUDLQLQJȺ7RZHU
running is short, sweet and exhilarating.
It’s a great HIIT workout, developing the
calves, glutes, core and triceps,” he says.
Ⱥ7KHUHȷVQROHWXSȲ\RXJHWWRDERXWOHYHO
six and a burn starts which doesn’t go
DZD\<RXUTXDGVDUHRQʛUHE\WKHHQG
But then you get the satisfaction of the
view, which is a wonderful reward.” O
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4,000 people enter the
Taipei 101 tower run. The
FOLPELVPȲʜRRUV
The race record is 10’29”
(male) 12’38” (female)

Tower running is short,
sweet and exhilarating –
and exhausting!

SEAN PAVONE/SHUTTERSTOCK.COM

7KH(LʞHO7RZHU6WDLU
Climb is only open to 100
participants, and is the most
sought after on the tower
running calendar.

TVS SPORTS SURFACES

QSPRINT TRACKS – GYM FLOORING SPECIALISTS – ACOUSTIC SOLUTIONS
QPROFESSIONAL LINE MARKING SERVICES
QPERFORMANCE SURFACES & UNDERLAY MATERIALS FOR INDOOR & OUTDOOR SPORTS
QIMPACT PROTECTION TILES

VVYZN`TZJVT
QSUPPLY, INSTALLATION &O[[W!^^^Å
PROJECT MANAGEMENT
;LS!
-H_!
,THPS!ZHSLZ'ÅVVYZN`TZJVT
>LI!^^^ÅVVYZN`TZJVT

HEART OF THE

MATTER
Is heart rate training the magic bullet to help all your members get results?
Kath Hudson talks to some operators who have built their concept around it

MATT BOLAM
TRAINING MANAGER –
SPEEDFLEX, UK
Supplier: MYZONE
Heart rate training is an integral part
RIWKH6SHHGʜH[FLUFXLWDQGLVKHDYLO\
linked to our customer journey. We
encourage people to buy their own heart rate belts and
then record their activity outside of the club as well as in,
making it part of their lifestyle.
7KHV\VWHPDOORZVSHRSOHWRFROOHFW0<=21(HʞRUW
points (MEPs): four for every minute in the yellow/red
zone, three in the green, two in the blue and one in the
grey. If they reach 300 points a week, they know that
they’re hitting the World Health Organization’s (WHO)

activity targets. Competitive members also have the
option of signing up to the leaderboard.
We assess people at induction and re-test them
periodically, looking at their visceral fat, muscle mass,
percentage of body fat and overall weight. If people
are consistent with their training – we recommend
three times a week – we see great results in body
composition. We’re looking to support this further by
RʞHULQJPRUHGLHWDU\DGYLFHLQFOXEV
In the UK, there are currently four standalone
6SHHGʜH[VWXGLRVDQGWZRPRUHEDVHGLQWKLUGSDUW\
health clubs. Going forward, it will be our model to
operate as a club within a club – we have three more sites
in the pipeline. There’s also a studio in Dubai, which will
be followed by a second site soon.

&RQVLVWHQF\ZLWKKHDUWUDWHWUDLQLQJFDQOHDGWRJUHDWUHVXOWVLQERG\FRPSRVLWLRQIRU6SHHGʜH[XVHUV
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By committing to working out
three or four times a week,
we’re seeing people get into
the best shape of their lives
Dave Long

Orangetheory members are encouraged to train in the orange zone for 12–20 minutes of their hour workout

DAVE LONG
CEO – ORANGETHEORY
FITNESS, US & GLOBAL
Supplier: Polar Group heart
rate monitoring system
Orangetheory Fitness is a resultsdriven brand, built around the concept
of HIIT and heart rate training, because it’s objective and
JLYHVLQVWDQWIHHGEDFNRQHʞRUWZKLFKLVUHZDUGLQJ
If people train in the orange zone for 12–20 minutes of
WKHLUKRXUZRUNRXWWKHQWKHFDORULHEXUQLVKLJKHUDQG
WKHDIWHUEXUQFRQWLQXHVIRUKRXUV,IWKH\FDQFRPH
HYHU\0RQGD\:HGQHVGD\DQG)ULGD\WKH\ZLOONHHSWKHLU
PHWDEROLVPJRLQJIRUWKHZHHN
%\FRPPLWWLQJWRZRUNLQJRXWWKUHHRUIRXUWLPHVD
ZHHNZHȷUHVHHLQJSHRSOHJHWLQWRWKHEHVWVKDSHRIWKHLU
lives – in fact, they often decide to graduate to a 5k race
RUDQDGYHQWXUHUDFH
:KHQVRPHRQHMRLQVZHHQFRXUDJHWKHPWRERRNWKHLU
schedule for a month ahead because it gets them into the
KDELWSOXVWKH\JHWWRNQRZWKHVWDʞDQGWKHRWKHUSHRSOH
LQWKHLUFODVVZKLFKEXLOGVDGKHUHQFH
2XUVWXGLRVDUHHTXLSSHGZLWKFXVWRPLVHGWUHDGPLOOV
UROOHUVELNHV75;DQGIXQFWLRQDOHTXLSPHQW7KHUHDUH
FXUUHQWO\2UDQJHWKHRU\VLWHVEXWJURZWKLVDJJUHVVLYH
WKLV\HDUZLWKDVLWHRSHQLQJHYHU\GD\%\WKHHQGRIWKH
\HDUWKHUHZLOOEHPRUHWKDQVWXGLRVLQFRXQWULHV
©Cybertrek 2016 healthclubmanagement.co.uk July 2016
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Heart rate training is speciﬁc to
the individual. It doesn’t matter how
fast they run, or how heavy a
weight they lift, as long as they’re
training in the right zone
Lee Matthews
%($7RʞHUVʛYHGLʞHUHQWWUDLQLQJSURJUDPPHVZKLFKYDU\LQLQWHQVLW\IURP0RYH%HWWHUWR+,,7

LEE MATTHEWS
UK FITNESS DIRECTOR –
FITNESS FIRST
Supplier: Polar Club
+HDUWUDWHWUDLQLQJLVVRHʞHFWLYH
EHFDXVHLWȷVWRWDOO\VSHFLʛFWRWKH
LQGLYLGXDO,WGRHVQȷWPDWWHUKRZ
IDVWWKH\UXQRUKRZKHDY\DZHLJKWWKH\OLIWȲDVORQJ
DVWKH\ȷUHWUDLQLQJLQWKHULJKWKHDUWUDWH]RQHWKH\ȷUH
JHWWLQJWKHVDPHZRUNRXWDVRWKHUSHRSOHLQWKHFODVV
ZKRPLJKWEHʛWWHURUPRUHDEOH
)LWQHVV)LUVWȷVKHDUWUDWHWUDLQLQJFRQFHSW%($7LVDFOXE
ZLWKLQDFOXE7KHUHDUHWKUHHRSHUDWLRQDODOOLQ/RQGRQȲ
WKHWKLUGVLWHRSHQHGLQ)HQFKXUFK6WUHHWODVWPRQWK
%($7RʞHUVʛYHGLʞHUHQWSURJUDPPHVZKLFKYDU\LQ
LQWHQVLW\Ȳ0RYH%HWWHU)DW%XUQ3UR$WKOHWH
&DUGLR)LWDQG+,,7ȲZLWKWKHQXPEHULQHDFK
FDVHUHIHUULQJWRWKHKHDUWUDWH
7KHHDVLHUSURJUDPPHVLQYROYHFRQVLVWHQWPRYHPHQW
WKURXJKRXWPDLQWDLQLQJWKHKHDUWUDWHLQWKDW]RQH
7KHZRUNRXWVWKDWRSHUDWHZLWKLQWKHKLJKHU]RQHV
LQYROYHLQWHUYDOWUDLQLQJZLWKVKRUWHUEXUVWVRILQWHQVH
DFWLYHUHFRYHU\0HPEHUVFDQORJLQWRWKHLUDFFRXQW
DIWHUZDUGVWRYLHZWKHLUZRUNRXWGDWD
7KHFLUFXLWLQFOXGHVEHWZHHQRQHDQGIRXUSLHFHVRI
&9HTXLSPHQWDVZHOODVIXQFWLRQDONLWDQGFRUHDQG
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ERG\ZHLJKWH[HUFLVHV0XOWLSOHODUJHVFUHHQVWKHʜRRULQJ
OLJKWLQJDQGPXVLFDOVRGHʛQHWKH%($7]RQHFUHDWLQJ
DQLPPHUVLYHHQYLURQPHQW$WWHQGDQFHLVJRRGDW%($7
FODVVHV/RQGRQ%ULGJH&RWWRQVKDVIRXUFODVVHVDGD\
ZLWKDQDYHUDJHRISHRSOH FDSDFLW\ DQGWKH6WUDQG
FOXEKDVWZRWRWKUHHFODVVHVDGD\ZLWKDQDYHUDJHRI
SDUWLFLSDQWV FDSDFLW\ 

H E A RT R ATE TR A I N I N G

DARREN ANDERSON
GROUP FITNESS SUPPORT
MANAGER – INTENCITY
Supplier: MYZONE
,17(1&,7<bDW)XVLRQ/LIHVW\OH
6RXWKJDWH/HLVXUH&HQWUHUXQV
+,,7FODVVHVDZHHNZKLFK
LQFRUSRUDWHKHDUWUDWHWUDLQLQJDQGXVHIXQFWLRQDO
NLW:DWWELNHVDQGSDGDQGEDJZRUN)LYHGLʞHUHQW
SURJUDPPHVDUHRQRʞHUJLYLQJPHPEHUVWKHFKRLFHRI
EXUQLQJIDWEXLOGLQJVWUHQJWKWRQLQJLQFUHDVLQJPHWDEROLF
UDWHRUEXLOGLQJHQGXUDQFH
/DXQFKHGLQ2FWREHUDVDQDOWHUQDWLYHWRWUDGLWLRQDO
JURXSH[HUFLVHFODVVHVWKHFODVVHVDUHFXUUHQWO\UXQQLQJDW
SHUFHQWRFFXSDQF\ZLWKGHPDQGFRQWLQXLQJWRJURZ
0RUHWKDQKDOIRIWKHFODVVHVDUHUHJXODUO\IXOO
:HȷUHDOVRSODQQLQJWRLQWURGXFHDQHGXFDWLRQDO
FRPSRQHQWZKHUHPHPEHUVFDQDWWHQGDPLQXWH
KHDUWUDWHHGXFDWLRQVHVVLRQWRKHOSWKHPXQGHUVWDQGWKH
UHDVRQVDQGEHQHʛWVEHKLQGKHDUWUDWHWUDLQLQJ
,17(1&,7<LVSURYLQJHʞHFWLYHIRUJHWWLQJUHVXOWV
7KUHHPHPEHUVKDGEHHQSDUWLFLSDWLQJLQDFRQYHQWLRQDO
JURXSH[HUFLVHSURJUDPPHIRUDURXQGWZR\HDUVDQGKDG
VHHQYHU\OLWWOHFKDQJHLQDSSHDUDQFH$IWHUSDUWLFLSDWLQJ
LQIRXU,17(1&,7<FODVVHVDZHHNIRUWKUHHPRQWKVWKH\
KDYHORVWPRUHWKDQWZRVWRQHHDFK

HELEN MORRIS
SPORTS SCIENCE AND
PERSONAL CYCLE COACH –
CYCLE SPECIFIC
Supplier: Wattbike
Based in Carmarthenshire, Wales,
&\FOH6SHFLʛFRʞHUVJURXSFRDFKLQJ
VHVVLRQVRQ:DWWELNHVZLWKHYHU\RQHZRUNLQJWRKHDUW
UDWHDQGSRZHU:HȷYHEHHQWUDGLQJIRUDOPRVWRQH\HDU
DQGDIWHUVHYHQPRQWKVZHKDGWRGRXEOHRXUJURXQG

)XVLRQȷV,17(1&,7<7DNLQJWKHJXHVVZRUNRXWRIWUDLQLQJ

7KDWȷVWKHEHDXW\RIKHDUWUDWHWUDLQLQJLWWDNHVWKH
JXHVVZRUNRXWRIWUDLQLQJ,WFDQEHXVHGWRLPSURYH
SHUIRUPDQFHODFWDWHWKUHVKROGDQGUDWHRIUHFRYHU\
DQGLWHQVXUHVHYHU\RQHLVZRUNLQJDWWKHDSSURSULDWH
OHYHOWRUHDFKWKHLUJRDOV
)XVLRQ/LIHVW\OHZLOOEHUROOLQJRXW,17(1&,7<VWXGLRV
DFURVVWKHSRUWIROLRZLWKWKHVHFRQGVLWHRSHQLQJDW
5RELQVRQ3RROLQ%HGIRUGQH[WPRQWK

ʜRRUVSDFHDQGLQFUHDVHWKHQXPEHURI:DWWELNHVIURP
WR'XULQJWKHZLQWHUDOO:DWWELNHVZHUHERRNHG
IRUHDFKFODVVDQGPRVWFODVVHVKDGDZDLWLQJOLVW
$WSHDNWLPHVWKHUHZHUHRYHUFOLHQWVWUDLQLQJZLWK
XVHDFKZHHN,URQPDQ:DOHVLVDKXJHHYHQWORFDOO\VR
VRPHRIRXUFOLHQWVDUHYHU\FRPSHWLWLYHEXWRWKHUVKDYH
DPXFKORZHUVWDUWLQJSRLQW
(YHU\QHZFOLHQWFRPSOHWHVDʛWQHVVDVVHVVPHQW
ZKHUHZHHVWDEOLVKWKHLUKHDUWUDWH]RQHVPD[LPXP
+5DQGSRZHUXVLQJWKH%ULWLVK&\FOLQJUHFRPPHQGHG
0LQXWH0D[LPXP3RZHU 003 WHVW7KLVHQDEOHV
XVWRUHFRPPHQGWKHDSSURSULDWHURXWHWRLPSURYH
SHUIRUPDQFHDQGDOORZVWKHFRDFKHVWRJHWWRNQRZWKH
LQGLYLGXDOWKHLUJRDOVDQGWKHLUPHGLFDOKLVWRU\ȲDOORI
ZKLFKZLOOLPSDFWZKDWSDWKWKH\WDNHIRUFRDFKLQJDQG
KRZKDUGWKH\ȷUHSXVKHGLQWKHFODVVHV
7KHXVHRIKHDUWUDWHGDWDHQDEOHVXVWRVHHKRZ
LQGLYLGXDOFOLHQWVDUHSHUIRUPLQJLQVHVVLRQVȲLQFOXGLQJ
LIWKH\ȷUHRYHUWUDLQLQJRUQRWWU\LQJKDUGHQRXJK+5
WUDLQLQJDOORZVXVWRPD[LPLVHULGHUVȷSHUIRUPDQFHLQ
HYHU\VHVVLRQZKLFKOHDGVWRLPSURYHPHQWV
8VLQJWKH003DVDJDXJHZHȷUHʛQGLQJFOLHQWVDUH
QRUPDOO\DFKLHYLQJȲSHUFHQWJDLQVZLWKLQDQHLJKW
WRZHHNSHULRGLUUHVSHFWLYHRIWKHLUJRDOVRUVWDUWLQJ
SRLQW:HHYHQKDYHEHJLQQHUVZKRKDYHVKRZQDSHU
FHQWLQFUHDVHLQSRZHULQWKHLUPD[LPXP+5ZLWKLQHLJKW
ZHHNVDVZHOODVPRUHH[SHULHQFHGDWKOHWHVZKRVH003
VKRZHGDSHUFHQWLPSURYHPHQWO

&\FOH6SHFLʛFXVHVWKH0LQXWH0D[LPXP
3RZHUWHVWWRHVWDEOLVKKHDUWUDWH]RQHV
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With you all the way
With over 25 years industry experience,
you can count on us!
01553 763285 | jordanﬁtness.com

Hit the Ground
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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’

F

Does it matter
what I say?
Dr Melvyn HillsdonLQYHVWLJDWHVWKHHʞHFWLYHQHVVRIGLʞHUHQW
W\SHVRILQWHUDFWLRQRQPHPEHUUHWHQWLRQ

I

IʛWQHVVVWDʞLQWHUDFWZLWKPHPEHUV
WKH\UHWDLQWKHLUPHPEHUVKLSORQJHU
WKDQPHPEHUVZKRUHFHLYHOLWWOH
RUQRLQWHUDFWLRQ7KLVLVVRPHWKLQJ
ZHȷYHVKRZQPDQ\WLPHV%XWZKHQ
SUHVHQWLQJWKHVHUHVXOWVZHȷUHIUHTXHQWO\
DVNHGȺ'RHVLWPDWWHUZKDW,VD\"Ȼ
+HUHZHH[DPLQHGLʞHUHQWLQWHUDFWLRQV
DQGZKHWKHURUQRWWKH\ȷUHDVVRFLDWHGZLWK
GLʞHUHQFHVLQUHWHQWLRQUDWHVIRUPHPEHUV
FRQVLGHUHGDWKLJKULVNRIFDQFHOOLQJ 6HH
ȶ,QWHUDFWLRQFDWHJRULHV$Ȳ(ȷEHORZIRUWKH
ʛYHW\SHVRILQWHUDFWLRQ
BOOSTING ATTENDANCE…
,QWKHVWXG\PHPEHUVPDGHDQDYHUDJH
RIYLVLWVWRWKHLUFOXEHDFKPRQWK2Q

DYHUDJHRQHRIWKHVHYLVLWVHDFKPRQWK
ZDVFODVVHGDVKLJKULVN2QO\SHU
FHQWRIPHPEHUVPDGHQRKLJKULVNYLVLWV
GXULQJWKHOLIHRIWKHLUPHPEHUVKLS
)RUW\HLJKWSHUFHQWRIKLJKULVNYLVLWV
LQYROYHGQRLQWHUDFWLRQ,QWKHSHUFHQW
WKDWGLGUHFHLYHDQLQWHUDFWLRQ
 SHUFHQWZHUHLQHʞHFWLYH W\SHA)
 SHUFHQWZHUHHʞHFWLYHQRQ
FRPPLWPHQWLQWHUDFWLRQV W\SHB)
 SHUFHQWZHUHLQHʞHFWLYH
FRPPLWPHQWLQWHUDFWLRQV W\SHC)
 SHUFHQWZHUHVHYHQGD\HʞHFWLYH
FRPPLWPHQWLQWHUDFWLRQV W\SHD)
 SHUFHQWZHUHHʞHFWLYH
FRPPLWPHQWLQWHUDFWLRQVRQWKH
QRPLQDWHGGD\ W\SHE)

2YHUDOOSHUFHQWRILQWHUDFWLRQV
OHGWRDUHSHDWYLVLWHLWKHUZLWKLQVHYHQ
GD\VRIWKHLQWHUDFWLRQRUHOVHRQWKH
FRPPLWPHQWGDWHHʞHFWLYHLQWHUDFWLRQV
ZLWKKLJKULVNPHPEHUVLQFUHDVHYLVLW
IUHTXHQF\ȲDQGWKLVZHNQRZIURPSULRU
UHVHDUFKLQFUHDVHVUHWHQWLRQ
… AND DRIVING RETENTION
6RWRZKDWH[WHQWGRHVLWERRVWUHWHQWLRQ"
0HPEHUVZKRPDNHDKLJKULVNYLVLWLQDQ\
JLYHQPRQWKKDYHDSSUR[LPDWHO\DSHU
FHQWFKDQFHRIFDQFHOOLQJLQWKHVXEVHTXHQW
PRQWK+RZHYHUWKHW\SHRILQWHUDFWLRQ
WKH\UHFHLYHDWWKHFOXEFDQSRVLWLYHO\
LPSDFWWKLVȲDQGLIWKHLQWHUDFWLRQOHDGV
WRDVXEVHTXHQWYLVLWLQWKHQH[WVHYHQ

INTERACTION CATEGORIES A–E
)LWQHVVVWDʞDWFOXEVSDUWLFLSDWLQJLQWKHUHVHDUFKUHJXODUO\UHYLHZHGWKHȶZKRȷVLQWKHFOXEȷSDJHRIWKHVRIWZDUH
EHLQJXVHGIRUWKHVWXG\7KLVGLVSOD\HGPHPEHUVȷSKRWRJUDSKVULVNRIGURSRXWDQGDQ\UHFHQWLQWHUDFWLRQKLVWRU\
ZLWKVWDʞDWWKHIDFLOLW\b$UPHGZLWKWKLVLQIRUPDWLRQVWDʞFRXOGORFDWHPHPEHUVDWKLJKULVNRIFDQFHOODWLRQKDYHD
FRQYHUVDWLRQZLWKWKHPDQGWKHQTXLFNO\DQGVLPSO\UHFRUGWKHPDLQSRLQWVRIHDFKFRQYHUVDWLRQRQWKHVRIWZDUHb
(DFKKLJKULVNFOXEYLVLWZDVFODVVLʛHGDVHLWKHUUHFHLYLQJQRLQWHUDFWLRQRUHOVHRQHRIWKHIROORZLQJʛYHLQWHUDFWLRQW\SHV
A ,QHʞHFWLYHLQWHUDFWLRQV$QLQWHUDFWLRQWKDWGLGQȷWDVNDPHPEHUWRFRPPLWWRD
UHSHDWYLVLWDQGWKDWGLGQȷWOHDGWRDUHSHDWYLVLWLQWKHQH[WVHYHQGD\V
B (ʞHFWLYHLQWHUDFWLRQ$QLQWHUDFWLRQWKDWGLGOHDGWRDUHSHDWYLVLWLQWKH
QH[WVHYHQGD\VHYHQZLWKRXWDVNLQJWKHPHPEHUWRFRPPLWWRRQH
C &RPPLWPHQWLQWHUDFWLRQ$QLQWHUDFWLRQGXULQJZKLFKWKHPHPEHU
FRPPLWWHGWRDWWHQGDJDLQRQDʛ[HGGDWHEXWGLGQȷWVXEVHTXHQWO\DWWHQGRQ
WKDWGDWHRUZLWKLQVHYHQGD\VRIWKHLQWHUDFWLRQ
D (ʞHFWLYHFRPPLWPHQWLQWHUDFWLRQ$QLQWHUDFWLRQGXULQJZKLFK
WKHPHPEHUFRPPLWWHGWRDWWHQGDJDLQRQDʛ[HGGDWHȲDQG
DOWKRXJKWKH\GLGQȷWDFWXDOO\DWWHQGRQWKDWGDWHWKH\GLGDWWHQG
ZLWKLQVHYHQGD\VRIWKHLQWHUDFWLRQ
E 6XFFHVVIXOFRPPLWPHQWLQWHUDFWLRQ$QLQWHUDFWLRQGXULQJ
ZKLFKWKHPHPEHUFRPPLWWHGWRDWWHQGDJDLQRQDʛ[HGGDWH
DQGGLGDWWHQGRQWKDWGDWH
Data for analysis included 13,722 members with joining dates
between June 2010 and January 2012. Members were followed up to
track cancellations between one and 14 months.
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If all high-risk member visits received
an effective interaction, 73 per cent of
cancellations would be avoided

THE PRICE OF SILENCE
Let’s estimate the lifetime income based
RQDVDPSOHRIPHPEHUV
In Table 1, the number of members
in each interaction group is based on
the actual distribution in the full sample
RIPHPEHUV,Q Table 2, we’ve
reduced the number of members who
receive no interaction and increased the
QXPEHUZKRUHFHLYHHʞHFWLYHLQWHUDFWLRQV
The income is estimated by multiplying
the number of members in each group by
the length of membership (based on the

TABLE 2: INCOME BASED ON IMPROVED LEVELS OF INTERACTION

TABLE 1: INCOME BASED ON CURRENT LEVELS OF INTERACTION
INTERACTION
TYPE

NUMBER OF
MEMBERS

None

502

LENGTH OF MEMBERSHIP INCOME
(AVERAGE MONTHS)
6

A

73

7

£17,885

B

220

14

£107,800

C

41

7

£10,045

D

81

11

£31,185

E

83

14

TOTAL

£105,420

£40,670
£313,005

INTERACTION
TYPE

NUMBER OF
MEMBERS

LENGTH OF MEMBERSHIP INCOME
(AVERAGE MONTHS)

None

100

6

A

60

7

£21,000
£14,700

B

500

14

£245,000

C

20

7

£4,900

D

160

11

£61,600

E

160

14

TOTAL

£78,400
£425,600
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Calculations based on membership fees of £35 a month

days, or on the date the member has
committed to attending, the reduction in
ULVNLVVLJQLʛFDQW
Compared to members who receive no
interaction at all:
 Those receiving a type A interaction
have a 16 per cent lower risk of
cancelling in the next month
 Those receiving a type B interaction
have an 86 per cent lower risk
 Type C interactions make no
GLʞHUHQFHȲbSRVLWLYHRUQHJDWLYHȲ
compared to no interaction at all
 Those receiving a type D interaction
have a 19 per cent lower risk of
cancelling in the next month
 And those receiving a type E
interaction have a 55 per cent lower risk
If all high-risk member visits were to
UHFHLYHDQHʞHFWLYHLQWHUDFWLRQSHU
cent of all cancellations in this group of
PHPEHUVZRXOGEHDYRLGHG

Calculations based on membership fees of £35 a month

3+2726+877(5672&.&20

A positive interaction between
DFOLHQWDQGDPHPEHURIVWDʞ
has been shown to aid retention
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There’s currently an absence
of research into the impact of
wearables on behaviour change
retention rate for each group) and then by
a monthly fee of £35.
For every 1,000 high-risk members, the
revenue from membership dues would
increase by approximately £112,595 –
36 per cent – if interaction levels were
improved as indicated in these tables.
A CHANGE OF ROLE?
)RUHYHU\HʞHFWLYHLQWHUDFWLRQVWKDW
ʛWQHVVVWDʞGHOLYHUGXULQJKLJKULVNYLVLWVRQH
membership cancellation is prevented. It could
therefore be argued that the primary role of
ʛWQHVVVWDʞVKRXOGEHWRVHOOUHSHDWYLVLWV
So what does it take to switch the focus
RI\RXUVWDʞLQWKLVZD\"

)LWQHVVVWDʞFRXOGEHPRUHVXFFHVVIXODW
getting health club members to return within
a week of speaking to them if they adopted
motivational strategies that are integral to the
technique of motivational interviewing (MI).
MI practitioners aim to elicit a client’s
own reasons for change, known as ‘change
talk’. This is because the more clients make
their own case for change, the more likely
they are to actually change. The reverse
is also true: the more people feel they’re
being coerced into a change of behaviour,
the less likely they are to do it.
6LPLODUO\LIʛWQHVVVWDʞZHUHWREHFRPH
more skilled at eliciting members’ own
reasons for making a repeat visit, the

odds of it actually happening would be
expected to increase – this compared to
ʛWQHVVVWDʞDGYRFDF\IRUDUHSHDWYLVLW
which typically results in counter-argument
from the member and a lack of change.
The risk with the latter is that members
agree to a repeat visit date simply to
DSSHDVHWKHVWDʞEXWZLWKRXWDJHQXLQH
commitment to attend again.
This doesn’t need to be a complicated
conversation; it could be as simple as asking
the member to list some of the changes
they’ve noticed since coming to the gym,
which encourages them to recognise the
EHQHʛWVIRUWKHPVHOYHVDQGEHPRUHRSHQ
to a repeat visit. See Figure 1 (below).

FIGURE 1: COMMITMENT INTERACTIONS DON’T NEED TO BE COMPLICATED
FITNESS STAFF

MEMBER

+LP\QDPHȷV3DXO,ȷPVRUU\,GRQȷWNQRZ\RXUQDPH
,WȷV/\Q
+L/\Q:KDWDUHVRPHRIWKHFKDQJHV\RXȷYH
QRWLFHGVLQFH\RXȷYHEHHQFRPLQJKHUH"
,IHHOPRUHWRQHGKDYHPRUHHQHUJ\DQGIHHOPRUHFRQʛGHQWLQP\VHOI
<RXJHWDORWIURPLWɀ
<HV
:KHQGR\RXWKLQN\RXUQH[WYLVLWZLOOEH"
,ȷPDLPLQJIRURQHGD\QH[WZHHN
:KDWZRXOGLWWDNHWRJHW\RXWRFRPPLWWRDGD\DQGDWLPH"
,GRQȷWPLQGGRLQJWKDW,FRXOGGHʛQLWHO\
FRPHWKHVDPHWLPHQH[W7KXUVGD\
*UHDWȲb,ORRNIRUZDUGWRVHHLQJ\RX
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Software
at its best
Membership
Management
Rental
Management

Stock Control

.PM[*LY[PÄJH[LZ

Accounts
Receivables

Lead
Management

Point of Sale
& Retail

Reservation

Webshop

Facebook Booking App

Digital Signage

Promotions

Kiosk

www.tac.eu.com
24/7 support | 18 languages | 54 countries | 1.200 customers

| Single & Multi Club

PHOTO: SHUTTERSTOCK.COM

7UDLQVWDʞLQPRWLYDWLQJKLJKULVNPHPEHUVWRPDNHDUHSHDWYLVLW

STEP FORWARD TECHNOLOGY?
An inevitable question in this digital age is
whether these interactions could actually
EHDXWRPDWHGȲGHOLYHUHGE\DQDSSRU
wearable device. At this stage I would
VXJJHVWQRWUHVHDUFKLQWRWKHHʞHFWLYHQHVV
of behaviour change interventions has
FRQVLVWHQWO\KLJKOLJKWHGWKHSRVLWLYHHʞHFW
RISUDFWLWLRQHUHPSDWK\LQGHSHQGHQWRI
RWKHUDVSHFWVRIWKHLQWHUYHQWLRQ
Digital interactions can be tailored, but
FDQQRWFXUUHQWO\FRQYH\HPSDWK\RUEH
DVSHUVRQDOLVHGDVKXPDQLQWHUDFWLRQV,Q
DGGLWLRQDOWKRXJKZHDUDEOHVLQFRUSRUDWH
behaviour change techniques including selfPRQLWRULQJDQGIHHGEDFNRQSHUIRUPDQFH
WKHIRFXVLVRQSURYLGLQJH[WHUQDOPRWLYDWLRQ
&HUWDLQO\GHVSLWHWKHLUXELTXLW\
there’s an absence of research into the
LPSDFWWKDWZHDUDEOHVPD\KDYHRQ
FKDQJHVLQSK\VLFDODFWLYLW\DOWKRXJK
some trials are currently underway.
,WȷVSRVVLEOHWKDWWKHEHVWVROXWLRQLVD
FRPELQDWLRQRILQWHUSHUVRQDODQGGLJLWDO
FRPPXQLFDWLRQDOWKRXJKDWSUHVHQW
WKHEHVWHYLGHQFHLVIRUWKHHʞHFWRI
LQWHUSHUVRQDOLQWHUDFWLRQVRQERWKFKDQJHV
LQEHKDYLRXUDQGPHPEHUVKLSUHWHQWLRQ
+RZHYHULPSURYLQJERWKWKHTXDQWLW\
DQGWKHTXDOLW\RIʛWQHVVVWDʞLQWHUDFWLRQV
ZLWKPHPEHUVZRQȷWMXVWKDSSHQE\
FKDQFH6WDʞZLOOQHHGVSHFLʛFWUDLQLQJ
and clubs will need to invest in software
VROXWLRQVWRDVVLVWʛWQHVVVWDʞLQLGHQWLI\LQJ
high-risk members, monitoring interaction
OHYHOVDQGWUDFNLQJSURJUHVV

ACTION POINTS
 Identify at-risk members when they
make a visit to your health club, and target
them for interaction – the goal being to
get them to commit to a subsequent visit
within a week.
 7UDLQKHDOWKFOXEVWDʞLQGLʞHUHQWW\SHV
RIPHPEHULQWHUDFWLRQVDVZHOODVGLʞHUHQW
methods of motivating high-risk members
WRPDNHDUHSHDWYLVLW
 0RQLWRUWKHW\SHVRILQWHUDFWLRQV
WKDWKHDOWKFOXEVWDʞKDYHZLWKKLJKULVN
PHPEHUVDQGWKHSURSRUWLRQRIWKHVH
LQWHUDFWLRQVWKDWOHDGWRDUHSHDWYLVLWO

ABOUT THE AUTHOR
Dr Melvyn
Hillsdon is
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professor of
exercise and
health at the
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Exeter, where
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physical
activity
and population health. Since
his landmark retention report
in 2001 (Winning the Retention
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reports into the determinants of
membership retention.

A GLADSTONE PROMOTION

FULL CIRCLE
Gladstone’s new signature application, Gladstone360, is billed as a game-changer for leisure
management software. Managing director Tom Withers explains why

What is Gladstone360 and why did
you develop it?
Gladstone360 is our new signature
software application, which is not
only mobile-responsive but also fully
customisable. The technology we’ve used is
JHQXLQHO\JDPHFKDQJLQJLWȷVDQRʞWKH
shelf application that allows operators to
design their perfect leisure management
solution and then deliver it on any device.
Software needs to evolve to meet the
changing needs of both leisure operators
and consumers. Modern operators want
a software package that is tailored to the
VSHFLʛFQHHGVRIWKHLUEXVLQHVVDQGWKHLU
customers – Gladstone360 is our response
to that demand.
The solution is browser-based and
touch-friendly, and works on tablets as
well as PCs and Macs, meaning that for the
ʛUVWWLPH\RXUVWDʞFDQEHUHOHDVHGIURP
behind the front desk to engage more
directly with customers.
The new interface is extremely userfriendly, greatly reducing training overheads
IRUIURQWOLQHVWDʞZKLOHVFUHHQGHVLJQLV
WDLORUHGWRPHHWVSHFLʛFEXVLQHVVQHHGV
putting critical information at the forefront
DQGJLYLQJVWDʞHDV\DFFHVVWRDOOWKHWRROV
they need to interact with customers
TXLFNO\DQGHʞHFWLYHO\
Gladstone360 also continues our focus
on customer self-service, integrating online
portals, mobile apps and self-service kiosks
WRRʞHURSHUDWRUVDFRPSUHKHQVLYHPXOWL
channel sales solution.

extra charge as part of our ‘Software
for Life’ promise. Crucially, they can add
Gladstone360 to their current installation
without needing to switch out Plus2.
The new software has been designed
to work alongside the existing software,
allowing customers to migrate users at
their own pace.

What kind of functionality does
the software include?
Gladstone360 is a suite of seamlessly
linked modules, each of which focuses
RQDGLʞHUHQWEXVLQHVVRUFRQVXPHU
facing function. It is focused on the needs
of the receptionist, and combines a
number of new modules with some of
the great functionality already available
to Gladstone customers. As the product
grows, the existing software will be either
fully incorporated into Gladstone360 or
redeveloped as a new module.
At present, the solution incorporates
eight core modules, covering everything
from check in and point of sale processes
to business intelligence, plus a number of
optional advanced and consumer modules

Will your existing customers, who
currently use your Plus2 leisure
management software, be able to
upgrade to the new system?
Yes. Our Plus2 customers will be able
to get Gladstone360 software for no
78
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that operators can add on according to
their needs [see box on p77].

How is the software customised
on-screen?
Operators can personalise their screens
with their own logos and colours via
a simple landing page, before then
customising screen layouts for each of the
GLʞHUHQWPRGXOHV
Gladstone360 screens are built from
a library of ‘widgets’ – basically blocks of
functionality contained within an area of
the screen, which can be moved around
the screen and adjusted in size and shape.
Using these widgets, operators can
create their own user experience by
EXLOGLQJVFUHHQVWKDWGLUHFWO\UHʜHFWWKHLU
business model.
For example, a CheckIn screen might
be built using any or all of the following
widgets: Attendance, Correspondence,
Sales, Event Log, Picture, Bookings, Make
Bookings, Recent Usage and Basket.

Can you tell us about any of the
new modules you’ve developed?
One new module we’re very excited
about is an outcome management
product called Health. A number of our
customers are engaged by local authorities
to deliver health intervention schemes,
and therefore need to be able to measure
and demonstrate the impact of these
programmes on community health in order
to secure funding.
This software enables them to do that,
as well as helping programme managers
to identify areas for improvement and
allowing participants to review their own
progress. This new adjacent market is a big
growth area for operators, and Health has
been developed in response to that.

The solution works on tablets as well as PCs and Macs,
meaning that for the ﬁrst time staff can be released
from behind the front desk to engage directly with customers
Gladstone360 has already been
trialled by some of your customers.
How have they found it?

GLADSTONE360 MODULES
Core:
O CheckIn: one-stop shop for customer interaction, quick bookings and
immediate transactions
O 326FRQʛJXUDEOHSRLQWRIVDOHYLDGHVNWRSRUWDEOHW
O Contacts: management of customer and membership data
O $FFHVVFRQWUROOLQJDQGPRQLWRULQJFXVWRPHUʜRZ
O 5HSRUWVEXVLQHVVLQWHOOLJHQFHLQFRUSRUDWLQJGHIDXOWUHSRUWVDQG
 VHOIEXLOWTXHULHV
O 3D\PHQWVVLQJOHFHQWUDOLVHGHQJLQHIRUDOOHFRPPHUFHDQG
face-to-face payments
O %30DXWRPDWLRQRIGDLO\DGPLQWDVNVIURPDOLEUDU\RISURFHVVHV
O 6HFXULW\FRQWUROOLQJDQGPDQDJLQJVHFXULW\RI*ODGVWRQHXVHUV

Advanced:
O CoursHVFRXUVHPDQDJHPHQWZLWKPRELOHFRPSHWHQF\WUDFNHU
for teachers
O ,QWHJUDWH$3,OLEUDU\IRUFUHDWLQJFXVWRPVROXWLRQVWKDWFDQLQWHUDFW
 ZLWK*ODGVWRQH
O +HDOWK2XWFRPHPDQDJHPHQWVRIWZDUHWRPHDVXUHDQGLPSURYH
 LQWHUYHQWLRQVWKURXJKVHUYLFHSODQQLQJDQGSHUIRUPDQFHFDSWXUH

Consumer:
O 0RELOHFXVWRPLVDEOH$QGURLGDQGL26DSSIRUQHZVDQGPRELOHERRNLQJV
O -RLQUHVSRQVLYHRQOLQHMRLQLQJ
O %RRNUHVSRQVLYHRQOLQHERRNLQJV
O &RXUVHVRQOLQHFRXUVHUHQHZDOV
O $FFRXQWHPSRZHULQJFXVWRPHUVWRPDQDJHSUHIHUUHG
 FRPPXQLFDWLRQFKDQQHOV
O .LRVNFXVWRPHUVHOIVHUYLFHLQUHFHSWLRQ

Eight of our customers have worked
with us to trial the product through its
development with very positive results.
Their feedback has highlighted two
NH\EHQHʛWVRIWKHSURGXFWʛUVWO\WKH
VRIWZDUHȷVHDVHRIXVHDQGVHFRQGO\WKH
way it provides a clear call to action for
VWDʞWRHQJDJHZLWKFXVWRPHUV

What will Gladstone be focusing
on in the next 12 months?
We’re committed to delivering more
great functionality to all areas of our
VRIWZDUHZLWKWKHXOWLPDWHDLPRIPDNLQJ
it easier for leisure operators to run their
businesses. We’re continuing to develop
products that provide true self-service
for those operators who wish to make
software a key part of their engagement
VWUDWHJ\DQGZHȷUHDOVRIRFXVHGRQ
GHYHORSLQJVWDʞVRIWZDUHWKDWLVERWK
ʜH[LEOHDQGHDV\WRXVH
TEL: +44 (0) 1491 201010
EMAIL: sales@gladstonesoftware.co.uk
WEB: www.gladstonesoftware.co.uk
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GLOBAL
GROWTH
The global health club industry is showing growth despite ongoing economic
FKDOOHQJHVLQVRPHPDUNHWVȲbDQGWKHUHȷVVFRSHIRUIXUWKHUJURZWKDFFRUGLQJWR
the latest IHRSA Global Report. Melissa RodriguezVHQLRUUHVHDUFKPDQDJHU
DW,+56$RXWOLQHVWKHNH\ʛQGLQJV

n spite of weakening currency values in
some markets, the global health club
industry continued to grow in the markets
observed by The 2016 IHRSA Global Report,
which was published in late May.
Total industry revenue reached an estimated
US$81bn in 2015, as roughly 187,000 health

I

clubs served 151 million members worldwide.
While economic challenges remain in parts
of Europe and the Americas, leading markets
in these regions continue to post solid
performances. Meanwhile opportunities
UHPDLQLQHPHUJLQJPDUNHWVLQ$VLD3DFLʛF
the Middle East and Latin America.

The UK now has 8.8 million
health club members across
ʛWQHVVIDFLOLWLHV

EUROPE
7KHʛWQHVVLQGXVWU\LQ(XURSHVHUYHVPRUHWKDQ
PLOOLRQPHPEHUV5RXJKO\KHDOWKFOXEVJHQHUDWH
VRPH86EQLQDQQXDOUHYHQXHV(XURSHUHSUHVHQWV
WKHPRVWSURʛWDEOHUHJLRQUHFRUGLQJWKHKLJKHVWVXP
RIUHYHQXHDQGLVVHFRQGRQO\WR1RUWK$PHULFDLQWKH
WRWDOQXPEHURIPHPEHUVKLSV
The UK and Germany continue to lead all markets in
(XURSH,QWKH8.EDVHGRQUHVHDUFKE\7KH/HLVXUH
'DWDEDVH&RPSDQ\PLOOLRQPHPEHUVEHORQJWR
DKHDOWKFOXEXSIURPPLOOLRQWKHSUHYLRXV\HDU
5RXJKO\IDFLOLWLHVLQWKH8.JHQHUDWHDFROOHFWLYH
86EQLQLQGXVWU\UHYHQXH*HUPDQ\DWWUDFWVQHDUO\
PLOOLRQPHPEHUVDWKHDOWKFOXEVDQGVWXGLRV
(XURSHKDVVWURQJSURVSHFWVIRUJURZWKWKDQNVQRW
RQO\WRWKHPDWXUHVROLGPDUNHWVLQZHVWHUQ(XURSHEXW
DOVRWKHSRWHQWLDOLQHDVWHUQ(XURSHDQPDUNHWVȲ5XVVLD
7XUNH\DQG3RODQGIRUH[DPSOH7KHSHQHWUDWLRQUDWHV
LQWKHVHWKUHHPDUNHWVDUHDPRQJWKHORZHVWLQ(XURSH
VLJQLI\LQJSRWHQWLDOIRUJURZWK
THE AMERICAS
,QWKH8QLWHG6WDWHVWKHKHDOWKFOXELQGXVWU\FRQWLQXHG
WRJURZ5HYHQXHKHDOWKFOXEPHPEHUVKLSDQGWKH
WRWDOQXPEHURIKHDOWKFOXEVDOOURVHIURPWR
5HYHQXHLQFUHDVHGIURP86EQLQWR
86EQLQZKLOHPHPEHUVKLSLPSURYHGIURP
PLOOLRQWRPLOOLRQRYHUWKHVDPHWLPHVSDQ7RWDO
FOXEFRXQWDOVRJUHZȲIURPORFDWLRQVLQWR
VLWHVLQ
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SmartFit is one of the leading club
operators in Brazil's growing market

Club operators serve nearly 6 million members
at roughly 6,000 facilities in Canada. IBISWorld, an
LQGHSHQGHQWLQGXVWU\UHVHDUFKʛUPSURMHFWVWKDW
revenue from health clubs in Canada will continue to
JURZRYHUWKHFRPLQJWKUHHWRIRXU\HDUV6SHFLʛFDOO\
it predicts a growth in consumer demand for health
DQGʛWQHVVSURJUDPPHVWKDWKHOSDGGUHVVREHVLW\WKDW
promote active ageing and proper nutrition, and that
enhance sports performance – all of which will help
GULYHJURZWKIRUKHDOWKDQGʛWQHVVFOXEV
Leading markets also continue to perform well in
Latin America. Brazil’s 31,000 health clubs put the
FRXQWU\VHFRQGRQO\WRWKH86DPRQJJOREDOʛWQHVV
markets in terms of club numbers. Roughly 8 million
Brazilians are members of a health club.
In all, 16 markets in Latin America attract nearly 16
million consumers to more than 55,000 health clubs.
Opportunities for growth remain in the region as
member penetration rates remain low in comparison
with developed health club markets worldwide.
ASIA PACIFIC
7KH$VLD3DFLʛFUHJLRQVHUYHVPLOOLRQPHPEHUV
at 29,000 health clubs across 14 markets (excluding
the Middle East). Health club industry revenue totals
US$14.4bn in this region.
/DUJHUFLWLHVLQ$VLDȲLQFOXGLQJ%HLMLQJ6KDQJKDL.XDOD
Lumpur and Jakarta – are home to maturing industries,
while future growth is anticipated in the growing cities as
ZHOODVDFURVVWKH$VLD3DFLʛFUHJLRQRYHUDOO

At the moment, the average member penetration
UDWHDFURVVWKHUHJLRQLVMXVWSHUFHQW:KLOH
Australia and New Zealand blaze a trail in leading
DOO$VLD3DFLʛFPDUNHWVLQWHUPVRISHQHWUDWLRQ
rates – notching up 14.8 per cent and 11.4 per cent
respectively – the global economic powerhouses of
&KLQDDQG,QGLDVWLOOKDYHORZSHQHWUDWLRQUDWHVRIMXVW
0.4 per cent and 0.12 per cent respectively.
&KLQDLVKRPHWRURXJKO\KHDOWKDQGʛWQHVVFOXEV
with a total of 3.9 million members. The industry in India
has approximately 3,800 health club facilities and nearly
one million members. There are strong opportunities for
growth in both countries.

The global economic
powerhouses of
China and India have
penetration rates of just
0.4 per cent and 0.12 per
cent respectively
©Cybertrek 2016 healthclubmanagement.co.uk July 2016
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Global export: Fitness First is one of the international brands successfully operating in the Middle East

TOP 10 GLOBAL MARKETS
INDUSTRY REVENUE (US$)
7KHWRS̷̶FRXQWULHVDFFRXQWIRU71%RIWRWDOLQGXVWU\UHYHQXH
8QLWHG6WDWHV

̢̢̢̢̤̾

8QLWHG.LQJGRP



*HUPDQ\



Japan



)UDQFH



&DQDGD



$XVWUDOLD



Brazil



Italy



6SDLQ



TOTAL TOP 10: $57.5 BILLION
NUMBER OF CLUBS
7KHWRS̷̶FRXQWULHVDFFRXQWIRU67%RIWKHZRUOGȷVKHDOWKFOXEV
8QLWHG6WDWHV

̼̣̾

Brazil



*HUPDQ\



$UJHQWLQD



0H[LFR



Italy



6RXWK.RUHD



8QLWHG.LQJGRP



&DQDGD



Japan



TOTAL TOP 10: 124,633
NUMBER OF MEMBERS 7KHWRS̷̶FRXQWULHVDFFRXQWIRU73%
RIWKHZRUOGȷVKHDOWKFOXEPHPEHUV
8QLWHG6WDWHV



*HUPDQ\



8QLWHG.LQJGRP



Brazil



&DQDGD



)UDQFH



Italy



6SDLQ



Japan



&KLQD 0DLQODQG



TOTAL TOP 10: 110.4 MILLION
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MIDDLE EAST & NORTH AFRICA (MENA)
%DVHGRQʛQGLQJVJDWKHUHGE\7KH)$&76$FDGHP\
ȲLQGXVWU\H[SHUWVEDVHGLQ(J\SWȲDSSUR[LPDWHO\
PLOOLRQPHPEHUVXVHKHDOWKFOXEVLQPDUNHWV
DFURVVWKH0LGGOH(DVWDQG1RUWK$IULFD 0(1$ 7KHVH
PDUNHWVFROOHFWLYHO\JHQHUDWHURXJKO\86EQLQ
ʛWQHVVLQGXVWU\UHYHQXH
6DXGL$UDELDOHDGVDOOPDUNHWVLQWKLVUHJLRQLQWHUPVRI
UHYHQXHZLWKQHDUO\86PJHQHUDWHGDWKHDOWK
FOXEVZKLFKDWWUDFWPRUHWKDQPHPEHUV
,QWHUPVRIQXPEHURIKHDOWKFOXEVDVZHOODV
PHPEHUVKLSV(J\SWOHDGVDOO0(1$PDUNHWVZLWKDWRWDO
RIIDFLOLWLHVDQGPHPEHUV
'HVSLWHFRQʜLFWVLQVHYHUDO0(1$FRXQWULHVWKHUHȷVD
GHPDQGIRUʛWQHVVDVFRQVXPHUVVHHNWRH[HUFLVHDQGUHDS
WKHEHQHʛWVRIDQDFWLYHOLIHVW\OH6XFFHVVIXOLQWHUQDWLRQDO
ʛWQHVVRSHUDWRUVLQFOXGLQJ)LWQHVV)LUVW*ROGȷV*\P
DQG:RUOG*\PKDYHH[SDQGHGLQWRWKH0LGGOH(DVW
0HDQZKLOHLQOHVVWKDQ\HDUV)LWQHVV7LPHȲEDVHG
LQ6DXGL$UDELDȲJUHZWRPRUHWKDQFOXEORFDWLRQV
KLJKOLJKWLQJWKHRSSRUWXQLWLHVLQWKLVUHJLRQ
7KHRXWORRNRIWKHKHDOWKFOXELQGXVWU\UHPDLQV
EULJKWDQGSURPLVLQJ$VOHDGLQJHFRQRPLHVFRQWLQXH
WRLPSURYHWKHLQGXVWU\LVH[SHFWHGWRWKULYHLQWKH
JOREDOPDUNHWSODFHVHUYLQJFRQVXPHUVZLWKDYDULHW\
RIKHDOWKDQGʛWQHVVQHHGV2ʞHULQJDFFHVVWRʛWQHVV
DPHQLWLHVLQVWUXFWRUVSHUVRQDOWUDLQHUVDQGFRDFKHV
FOXERSHUDWRUVDUHZHOOSRVLWLRQHGWROHDGWKHFKDUJH
IRUDKHDOWKLHUZRUOGO

ACCESS THE FULL REPORT
The 2016 IHRSA Global Report is available at www.ihrsa.org/
LKUVDJOREDOUHSRUWȲLQSULQWRUDVD3')ȲbSULFHGDW86
IRU,+56$PHPEHUVRU86IRUQRQPHPEHUV
Questions? Please contact store@ihrsa.org

ABOUT IHRSA
)RXQGHGLQ,+56$ȲWKH International Health, Racquet
& Sportsclub Association ȲLVWKHRQO\JOREDOWUDGHDVVRFLDWLRQ
UHSUHVHQWLQJPRUHWKDQKHDOWKDQGʛWQHVVIDFLOLWLHVDQG
VXSSOLHUVZRUOGZLGH/RFDWHDQ,+56$FOXEDW www.healthclubs.com
7ROHDUQKRZ,+56$FDQKHOS\RXUEXVLQHVVWKULYH
visit www.ihrsa.org

Health Club Management is IHRSA’s
European Strategic Media Partner

We do more than just
collect your subscriptions
Billing frequencies;
Weekly, Fortnightly,
4 Weekly, Monthly,
Quarterly, Annually

more
Integrations

Get in touch today

Credit control stages;
+ debt collection

£

Billing days;
Mon, Tues, Wed, Thurs, Fri
Methods of loading;
Online (FastDD),
traditional paper forms,
EFT, Hosted API.

Follow up methods;
Email, Letters, phone call, SMS

£
more
Credit
Control

more
Billing

more
Compliance

more
Analytics

www.debitﬁnance.co.uk

Points of contact;
Average of 6 Contacts before
debt collection
Payment options;
My Payments (SMS Link),
online, Call Centre.

more
Reporting

sales@debitﬁnance.co.uk

more
Customer
Service

01908 422 000

MAKE IT

PAY

When it comes to making payments, it’s all about convenience. We look at some of
the latest innovations that remove barriers to members spending money at your club

Tom Vian
Senior product owner for R&D,
Gladstone
ʞWKHEDFNRI
our Payment
Manager
system, Gladstone
has introduced a
tokenised payment
system which integrates with WorldPay,
making it simple for members to book
services and buy products.
We were getting feedback from our
clients that they wanted to make it
easier for people to buy online, because
their members were making a high
number of small purchases – such as
booking a badminton court – but were
having to key in their card details each
time. This was inconvenient, slow and
acted as a barrier to sale.
Storing card details would have
presented a security risk for operators,
so we’ve teamed up with WorldPay. After
WKHLUʛUVWWUDQVDFWLRQPHPEHUVUHFHLYH
a token which links with their card and
WorldPay stores the details. If they lose
or change their card, the token will
automatically sync with the new one.
This reduces barriers to sales, makes
transactions quick and convenient from
both mobiles and tablets, and boosts the
self-service side of things – something
that both members and operators want.

O
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The whole process is completed on a
mobile-optimised website.
We’ve also introduced cashless
accounts, which people can top up and
then charge purchases to, meaning they
can still make impulse purchases without
having to take cash or cards to the gym.

Hanno Poesel
Business unit manager leisure,
Gantner
rom next month,
we’ll start
rolling out our
new cloud-based
software service,
Gantner Connect,
which will allow health clubs to replace
membership cards and wristbands with
VPDUWSKRQHVWKDWKDYH1)& QHDUʛHOG
communication) technology.
When members join or pay for a oneRʞFODVVRUVHVVLRQWKH\ZLOOUHFHLYH

F

authorisations through an app which will
allow them to sign in to the club, open/
lock doors, turnstiles and lockers, as
well as pay for products and services via
their phones, which will be linked to an
account. Members will no longer need
to bring wallets, cash or membership
cards to the gym and won’t have to wait
in queues to check in or pay.
From an operator’s point of view,
it means greater opportunities for
FXVWRPHUHQJDJHPHQWDVQRWLʛFDWLRQV
DERXWVSHFLDORʞHUVDQGSURPRWLRQVFDQ
be sent via SMS. It will also boost the
bottom line for clubs, as administrative
costs are reduced, while the pre-paid
function and cashless purchases, as well
as the prevention of shared membership
cards, will result in increased revenues.
We think there’s a demand for such a
solution because all young people have
smartphones, like to be connected and
OLNHWRVHOIVHUYHRQOLQH7KHʛUVWFOXEV
to adopt the technology will be those
targeting young people.

“Members will no longer need to
bring wallets, cash or membership
cards to the gym and won’t have to
wait in queues to check in or pay”
Hanno Poesel
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The new Virtuagym app makes it
quick and easy to book a PT session

Sean Maguire

Hugo Braam

Ivan Stevenson

MD, Legend

CEO, Virtuagym

MD, Debit Finance

e’ve
created
a new,
contactless selfservice kiosk that’s just
about to be rolled out
with one of our clients. It will fast-track
the front of house, allowing customers to
bypass the queue at reception.
Customers will be able to look up
any products or services the club sells,
and make a contactless payment of up
to £30 using either a phone or a debit
FDUG)RUFXVWRPHUVLWRʞHUVJUHDWHU
convenience and means they don’t miss
any of their workout by being held up
LQDTXHXH,WDOVRIUHHVXSVWDʞIURP
the time-consuming processing of small
repeat transactions.
Clubs receive most of their revenue
via direct debits, so we’ve recently put
a lot of work into making this process
DVVWUHDPOLQHGDQGHʡFLHQWDVSRVVLEOH
not just for collecting memberships
but also for collecting subscriptions for
other services such as personal training
packages and swimming lessons.
,PSURYLQJWKHHʡFLHQF\RIGLUHFWGHELW
collection improves customer service,
ERRVWVUHYHQXHDQGFDVKʜRZDQGUHPRYHV
a potential friction point. Our solution can
be worth up to a 4 per cent net increase in
direct debit revenue for customers.
Our system also allows clubs to collect
direct debits from multiple sites and
multiple contacts in one go, meaning
QRGXSOLFDWLRQRIHʞRUWUHGXFHG
administration costs and fewer mistakes.

owadays,
consumers
are used to
having information at
WKHLUʛQJHUWLSVDQG
being able to book
WKLQJVRQWKHVSXURIWKHPRPHQWVR
J\PVQHHGWRPHHWWKLVH[SHFWDWLRQ
,QUHVSRQVHWRWKLVZHȷYHMXVW
ODXQFKHGDQHZLQDSSZHEVKRSZKLFK
RʞHUVDQLQWHJUDWHGSD\PHQWVROXWLRQ
allowing members to buy and renew
FUHGLWVIRUSHUVRQDOWUDLQLQJVHVVLRQV
DVZHOODVEX\LQJSK\VLFDODQGGLJLWDO
SURGXFWVDQGVHUYLFHV
This is the functionality our clients
KDYHEHHQZDLWLQJIRUEHFDXVHLWRʞHUV
greater convenience for the customer
DQGZLOOWKHUHIRUHLPSURYHFRQYHUVLRQ
UDWHV)RUH[DPSOHLIDPHPEHULV
WU\LQJRQDSDLURIMHDQVLQDVWRUHDQG
IHHOVIUXVWUDWHGWKDWWKH\GRQȷWʛWWKH\
FDQLPPHGLDWHO\ERRNDQGSD\IRUD
SHUVRQDOWUDLQLQJVHVVLRQYLDWKHDSS
while they are still in the store dressing
URRP,IWKH\ZDLWXQWLOWKH\JRWRWKH
FOXEWKH\PD\KDYHORVWWKHLPSHWXV
Our clients had already found that
RʞHULQJWKHLUPHPEHUVWKHFKDQFH
WRERRNSHUVRQDOWUDLQLQJRQOLQH
SXVKHG37ERRNLQJVXSE\WR
SHUFHQW+RZHYHURQFHWKHSDFNDJH
KDGHQGHGPHPEHUVSUHYLRXVO\
needed to go back to the club to book
DQRWKHUFRXUVHRIVHVVLRQV7KLVDSS
ZLOOPDNHERRNLQJDSHUVRQDOWUDLQHU
even quicker and easier, and allow for
VSRQWDQHRXVERRNLQJV

ne of the
things we’ve
been working
on is My Payments,
which makes it
easier for our clients’
customers to get up to date if they
miss a payment for their membership.
Previously they needed to ring the call
centre to pay over the phone, or else
send a cheque. Now they’re sent an SMS
with a URL link, so they can go online
and pay straight away.
This saves members the inconvenience
and embarrassment of having to make a
phone call, and delivers a better and more
HʡFLHQWVHUYLFH)URPWKHRSHUDWRUȷVSRLQW
of view, it means less time spent on admin
and better management of members’
payments. Actions from customers to
settle up missed payments has increased
by 15 per cent in clubs that have
introduced My Payments.
We’re now planning to evolve the
system to allow members to self-serve, as
well as integrating with apps so members
can bring their payments up to date
through their club’s app.
We’ve also been working on our
online joining portals, and particularly on
improving the upsell. When someone
joins, they’re now automatically asked
questions like: do their children want to
MRLQIRUWKHLUMXQLRURʞHULQJRUGRWKH\
want to purchase additional services such
as personal training? Google Translate has
also been added following feedback from
clubs in multi-cultural areas. O
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Strategic Data at your Fingertips

Xn Insight
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T +44 (0)870 80 30 700

E ĜĹüŅÄƻĹĬåĜŸƚųåţÏŅĵ

xnleisure.com

U K AC T I V E U PDAT E

A SHARED MISSION
Sport England’s evolution means sport and fitness are now on the same
page, says Steven Ward, executive director of ukactive

I

f we’re to improve the nation’s health,
save the NHS and improve lives
cradle-to-grave, then a relentless
focus on reducing inactivity is the
only viable plan for organisations that have
a stake in physical activity, health or sport.
I must have typed that paragraph
– or similar – hundreds of times since
XNDFWLYHʛUVWODXQFKHGTurning the Tide
of Inactivity in January 2014, calling for a
cross-government national ambition to
reduce inactivity year-on-year.
And now, with the launch in May of
Sport England’s updated strategy, the
seeds planted by that report – pushing
for inactivity to be the primary focus
of public investment – will bear fruit.
With its clear narrative around inactivity,
EDFNHGXSE\VLJQLʛFDQWQHZIXQGLQJ
streams (nearly £250m is available),
the Sport England strategy will – in
collaboration with partners in health,
active travel, sports and so on – engage
inactive populations and make sure
activity is accessible for everyone.
The strategy makes bold, progressive
moves in a number of areas, including
openness to a broader range of
partners, a more evidence-based
approach, transparency, a healthy focus
on children and young people, and the
skills agenda; a ringing endorsement
of CIMSPA was one of the marquee
moments of the strategy launch.

Innovative new partnerships will strive to turn activity into the norm
Organisations the length and breadth
of the UK have been developing
LQLWLDWLYHVWKDWDUHLQFUHDVLQJO\HʞHFWLYH
at growing truly active communities.
Many of these have sat well outside of
the orbit of partnerships developed by
Sport England in the past.

ILLUSTRATION: SHUTTERSTOCK.COM

We’re now all on the same page. Our next job
is to ensure we’re not just carrying on as we
were while speaking the same language
THE INACTIVITY AGENDA
%XWWKHMXVWLʛHGSUDLVHIRU6SRUW(QJODQG
and the direction its new strategy has
taken must also come with a recognition
that individual organisations in the
private, charitable and third sector have
DOUHDG\OHGWKHZD\LQWKLVʛHOG
While Sport England has now adopted
the inactivity clothing wholeheartedly,
it will ultimately be through onward
tailoring – working in conjunction with
various partners – that the organisation
ZLOOHQVXUHWKH\SURSHUO\ʛW

Increasingly innovative partnerships
between our sector and the public
health sector – and recently the NHS
and CCG world – have shown the
way when it comes to engaging the
unengaged. Whether it’s the Let’s
Get Moving programme, delivered in
collaboration by local authorities and
operators, or the vast opportunity
presented by the National Diabetes
Prevention programme, there’s a real
feeling from the sector that ‘inactivity’
has been the right path to take.

WORKING AS ONE
And now Sport England deserves huge
congratulations for making this path the
central tenet of the government’s plan
to get the nation moving more.
6RZHȷUHQRZDOOʛUPO\RQWKHVDPH
page: the Department of Health, Public
Health England, ukactive and Sport
England. Our next job is to ensure we’re
not all speaking the same language but
actually just carrying on as we were.
,QVWHDGLWȷVDERXWGRLQJWKLQJVGLʞHUHQWO\
with a broader range of partners all
pulling in the same direction.
These are exciting times for operators
and suppliers who have put inactivity at
the heart of their own business planning.
Whether you’re in the public, private
or third sector, having government and
its agencies beating the drum to expand
the pool of active people in which we
ʛVKFDQRQO\EHJRRGQHZVIRUWKHORQJ
term sustainability of our sector. O

Public Affairs Media Partner
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AN EZ RUNNER PROMOTION

The Third Space chain is a high end
brand needing bespoke solutions

Personal touch

Ez-Runner’s solution for Third Space has enhanced the online and in-club member experience

T

hird Space, a chain of high-end
luxury gyms across the capital, has
over the last few months embarked
on the migration from their current leisure
management solution to Ez-Runner.
Online usability, branding and functionality
were key parts to this project.
To ensure we complemented the
requirements of Third Space we started
developing and enhancing various features
to ensure Third Space are at the cutting
edge of technology and the latest trends.
To streamline the usability of the website
once a member logs in, their credentials are
passed throughout the website, modernising
the user journey, especially via Mobile devices.

Online usability and branding
were key parts of the project

GETTING PERSONAL
Trying to achieve the personal touch online
does have its challenges. To be able to
use a customer’s history, usage patterns
and behaviours is key. To be able to take
advantage of this knowledge online, goes
some way to giving that member the
personalised approach tailoring to their
exact needs and wants.
Personalisation was also a key part to the
whole project. After a member joins, the
system determines their interests. If they’re
into Spin, then within the Member Area,
tailored blogs and articles populate this area
giving them exactly what they want. These
form part of a greater strategy to improve
retention and create brand advocates
88

We have also enhanced the way
members can book classes, giving them a
Tile view of the classes for the entire group
RIFOXEV0HPEHUVFDQWKHQʛOWHUGRZQE\
location or instructor and swipe across to
ʛQGWKHFODVVWKH\ZDQW7KHFODVVWLPHWDEOH
is also displayed in the clubs with real-time
updates to spaces available.

When it comes to payments, Third Space
will be implementing our new tokenization
functionality. Members register their
credit cards (similar to Amazon, iTunes)
and any purchases can be attributed to
the registered cards. The system then
automatically emails the member an invoice
relating to purchases.

EASY PAYMENTS
When it comes to booking personal
trainers, we’ve ensured that the member
journey complements the needs of Third
Space, giving an integrated booking process
allowing their members.
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TEL: +44 (0) 844 847 5827
EMAIL: info@ez-runner.com
WEB: www.ez-runner.com

Management Software

FOR PEOPLE WHO WANT SOMETHING MORE
A primary differentiation
between us and our competitors
is not only our flexibility but our
huge online offerings as well.
Our system can be moulded to
your specific requirements.

We’ve been around since
the 90’s, and built up quite a
reputation over the years with
over 600 clients world-wide.
All of them using some or
all aspects of our voucher
management, online facilities
and automated integrated mass
marketing tools.

Book, sign-up and pay-off debt via websites, tablets, and smart phones.
All fully integrated into your DESIGN and your ONLINE BRAND.
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0844 847 5827 www.ez-runner.com info@ez-runner.com

Exercise is a form
of escape – a way
of dealing with the
emotions. Nothing
HOVHRʞHUVPHWKLV
in the way that
exercise does

Gareth Thomas
The Welsh rugby legend was the keynote speaker at this year’s SIBEC UK. We ask him about
WKHLPSRUWDQFHRIH[HUFLVHIRUPHQWDOKHDOWKDQGȲbKDYLQJFRPHRXWDVJD\DIHZ\HDUVDJR
ȲKLVYLHZVRQKRPRSKRELDLQVSRUW
There was a lot of talk a few years ago
about a movie about your life. What story
would it tell?
I’ve achieved more than I could ever have hoped for,
becoming successful because I was able to be myself and
be judged on my ability to perform on the rugby pitch.
+RZHYHUP\UXJE\FDUHHUKDVQȷWEHHQWKDWGLʞHUHQW
IURPPDQ\RWKHUDWKOHWHV:KHUHP\VWRU\GRHVGLʞHU
though, is that my personal life morphed into my rugby
career. I’ve lived them hand-in-hand.
I think it helped that I had achieved so much by
the time I came out as gay. There was some negative
criticism from spectators and individuals, but 99.9 per
cent of my friends, fans and the people I played with or
against supported me and my decision.
Life was made very normal for me very quickly,
and that’s what I wanted. I didn’t want to be treated
GLʞHUHQWO\Ȳ,ȷYHDOZD\VZDQWHGWREHNQRZQIRUP\
achievements as a rugby player.
With developments in my personal life, my story
EHFDPHGLʞHUHQWIURPWKHRQH,VHWRXWWROLYHȲEXWLWȷV
one I’m equally proud of.

How hard was it to retire from professional
sport and transition into ‘real life’?
,WZDVYHU\GLʡFXOW,ZHQWIURPDOLIHZKHUH,ZDV
surrounded by friends and teammates, the phone ringing
HYHU\GD\VSRQVRUVKLSGHDOVFRQVWDQWO\EHLQJRʞHUHGWR
90
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a life where I was excluded from my circle of friends, the
phone didn’t ring, and the cause to which I’d dedicated my
whole life had disappeared. I’d gone from being at the top
of my career ladder to being back at the bottom.
The challenge is that many of today’s employers are
ORRNLQJIRUDFDGHPLFTXDOLʛFDWLRQVDVDZD\WRMXGJH
someone’s ability to complete tasks. As a full-time
UXJE\SOD\HU,KDGQRTXDOLʛFDWLRQVWRVKRZIRUDOOP\
\HDUVRIHʞRUWDQGDFKLHYHPHQW
However, I believe professional sports players carry
many traits that make them successful in the corporate
world: leadership, dedication, the willingness to commit
100 per cent to your teammates… All of these are
vitally important in the achievement of business goals
ȲDQGWKH\ȷUHDOVRGLʡFXOWDWWULEXWHVIRUDFDGHPLF
TXDOLʛFDWLRQVWRWHDFK
I believe businesses are starting to recognise the value
that former professional sports men and women can bring
to their organisations, but it’s still a struggle for individuals
to carve out successful career post-sport.

You talk about exercise as being one of the
big things that helped you when you were at
\RXUORZHVWSRLQWȲbKRZ"
It was the sense of satisfaction it gave me. In training
sessions, I would always compete against myself. It’s
great to out-perform teammates or opponents, but my
benchmark was always how I performed against myself

S I B EC R E V I E W

Thomas says the skills of leadership and dedication learned in sport translate well into the business world

Ȳb,DOZD\VZDQWHGWRGREHWWHUWKDQWKHODVWWLPH,IHHO
WKDWFRQWLQXDOO\VWULYLQJWRLPSURYHDQGEHEHWWHULVDQ
H[FHOOHQWYDOXHWRDSSO\DFURVVOLIH
([HUFLVHLVDOVRDIRUPRIHVFDSH,I,ȷPDQJU\RU
IUXVWUDWHGWKHJ\PRʞHUVVDQFWXDU\DQGDUHOHDVHȲDZD\
RIGHDOLQJZLWKWKHHPRWLRQV1RWKLQJHOVHRʞHUVPHWKLV
LQWKHZD\WKDWH[HUFLVHGRHV

Do you think exercise should be more widely
prescribed to tackle mental health issues?
,FDQRQO\VSHDNIURPP\RZQH[SHULHQFHDQGFRPPHQW
RQKRZH[HUFLVHKHOSVPHȲRWKHUSHRSOHIDFHGLʞHUHQW
FKDOOHQJHVDQGKDYHGLʞHUHQWPRWLYDWLRQVDQGWULJJHUV
+RZHYHU,GREHOLHYHH[HUFLVHFDQRʞHUDSRVLWLYH
VROXWLRQIRUVRPHSHRSOH,QLWLDWLYHVOLNHSDUNUXQZKLFK
SURPRWHVRFLDOLQWHUDFWLRQDVZHOODVUHJXODUSK\VLFDO
DFWLYLW\DQGZKLFKRʞHUDVHQVHRIDFKLHYHPHQWFDQ
UHDOO\KHOS,WLVQȷWDOZD\VDERXWZLQQLQJȲVRPHWLPHV
LWȷVMXVWDERXWJHWWLQJLQYROYHG
,EHOLHYHKHDOWKFOXEVDQGRWKHUʛWQHVVIDFLOLWLHVKDYH
DKXJHSDUWWRSOD\LQVRFLHW\DQGVRFLDOZHOOEHLQJ
%XWWRGHOLYHUWKLVWKH\QHHGWRFUHDWHDVDIHLQYLWLQJ
HQYLURQPHQWWKDWRʞHUVVRPHWKLQJIRUHYHU\RQH

THOMAS ON… HOMOPHOBIA IN SPORT
How big a problem do you feel homophobia is in the
world of sport?
,WȷVGLʡ
FXOWWRVD\7KHIDFWWKDWZHȷUHDVNLQJKRZELJWKHSUREOHP
LVVXJJHVWVDSUREOHPH[LVWV,ȷGSUHIHULWLIZHGLGQȷWKDYHWRWDON
DERXWLWDWDOOEHFDXVHLWGLGQȷWHYHQUHJLVWHUDVDQLVVXH
,WKLQNWKHDQVZHUOLHVLQVSRUWVRUJDQLVDWLRQVDQGRʡ
FLDOV
HQFRXUDJLQJHYHU\FOXEHYHU\SOD\HUHYHU\FRDFKDQGHYHU\IDQ
WRWDNHUHVSRQVLELOLW\IRUWKHLUDFWLRQVDQGWKHLPSDFWWKDWWKHLU
DFWLRQVKDYHRQRWKHUV
2QFHSHRSOHVWRSDVNLQJPHWKLVTXHVWLRQȲWKDWȷVZKHQ,ȷOO
NQRZWKHSUREOHPQRORQJHUH[LVWV

Do you think it might have harmed your career if
you’d come out earlier?
,I,ȷGFRPHRXWHDUOLHULWZRXOGKDYHEHHQPRUHGLʡ
FXOW
EHFDXVHDWWLWXGHVZHUHGLʞHUHQWEDFNWKHQ,PDGHP\SXEOLF
DQQRXQFHPHQWDWWKHWLPH,FKRVHIRUPDQ\SHUVRQDOUHDVRQVEXW
,GRKRSHWKDWDE\SURGXFWRIP\DFWLRQVZLOOEHWRPDNHLWHDVLHU
IRURWKHU\RXQJHUSOD\HUVWRIROORZLQP\IRRWVWHSV

If you could change anything about gyms,
what would it be?

You talk about how football has successfully tackled
racism. Are there learnings to take from this?

,ȷGJHWULGRIPLUURUV6RPHSHRSOHVLPSO\GRQȷWOLNH
WRORRNDWWKHPVHOYHV*HWWLQJULGRIPLUURUVPLJKW
DOVRHQFRXUDJHPRUHVRFLDOLQWHUDFWLRQLQWKHJ\P
ZLWKSHRSOHPRUHOLNHO\WRKHOSHDFKRWKHU7KDWLQ
WXUQPLJKWFUHDWHDOHVVLQWLPLGDWLQJHQYLURQPHQW
HQFRXUDJLQJPRUHSHRSOHWRJHWLQYROYHGO

<HV7KH)RRWEDOO$VVRFLDWLRQDQGRWKHUVSRUWLQJERGLHVFRXOG
WDNHWKHVDPHPRGHODQGDSSO\LWWRWDFNOLQJRWKHUIRUPVRI
GLVFULPLQDWLRQLQFOXGLQJKRPRSKRELD
$OOIRUPVRIDEXVHVKRXOGEHDSSURDFKHGXVLQJWKHVDPH
EOXHSULQWEHFDXVHLWȷVKDGSURYHQVXFFHVV
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High functioning
Kate CorneyURXQGVXSVRPHRIWKHQHZHVWIXQFWLRQDOʛWQHVVSURGXFWVWRKLWWKHPDUNHW
For more information, log on to ʛWQHVVNLWQHWDQGW\SHWKHFRPSDQ\QDPHXQGHUȶNH\ZRUGVHDUFKȷ
TRX TRAINING ZONES
)XQFWLRQDOʛWQHVVH[SHUW75; has
teamed up with spatial design company
$NWLY6ROXWLRQVWRFUHDWHWKH75;
7UDLQLQJ=RQH/DXQFKHGDW,+56$
LQ2UODQGR86WKH75;7UDLQLQJ=RQHV
DUHFXVWRPLVDEOHPRGXODUV\VWHPVIRUD
UREXVWIXQFWLRQDOWUDLQLQJH[SHULHQFHb
The solution has space for a range of
IXQFWLRQDOWUDLQLQJPRGHVIRULQGLYLGXDOV
small groups and groups and features
PRQNH\EDUVSXOOXSEDUVDQGVWDOOEDUV
7DLORUHGʜRRUDQGZDOOJUDSKLFV
SURYLGHDVHOIJXLGHGIXQFWLRQDOWUDLQLQJ
H[SHULHQFH$OVRLQFOXGHGDUHVWRUDJH
VROXWLRQVIRUWRROVDQGDFFHVVRULHV
7KHGLʞHUHQWPRGXOHVDYDLODEOHWR
FUHDWHD7UDLQLQJ=RQHLQFOXGHEULGJH
ZDOODQGFRUQHUXQLWV
fitness-kit.net ͙͋͗ͅ͏͒̈́

TRX

CardioWall Pro-X Club has
sensors and shock absorbers

The TRX Training Zone is a
customisable, modular system

RUGGED TARGETS BOREDOM

TRAINING CORNER

Rugged Interactive unveiled its
YHUVDWLOHERUHGRPEXVWLQJWUDLQLQJWRRO
DWWKHLQDXJXUDO(OHYDWHVKRZZKLFKWRRN
SODFHLQ/RQGRQ8.LQ0D\
7KH&DUGLR:DOO3UR;&OXEKDV
VHQVRUSRGVVKRFNDEVRUEHU
VXVSHQVLRQDUPVDQGDLQFK
WRXFKVFUHHQFRQWUROSDQHO8VHUVFDQ
FKRRVHWRWDNHSDUWLQDKLJKLQWHQVLW\
LQWHUYDOWUDLQLQJVHVVLRQ +,,7 RU
ZRUNRQUHDFWLRQVSHHG
RUVWDPLQDVHWWLQJV
The machine also has
FRJQLWLYHIXQFWLRQVDQG
EDODQFHWUDLQLQJDVZHOO
DVZDUPXSDQGFRROGRZQIXQFWLRQV
,QWHUQHWFRQQHFWLYLW\DOORZVZRUOG
UDQNLQJSRVLWLRQVWREHVKDUHGDQG
SHUIRUPDQFHVVWRUHG

Demand for versatile functional
trainingLVJURZLQJEXWPDQ\J\PVRQO\
KDYHOLPLWHGURRPWRRʞHUWKLVVRUWRI
WUDLQLQJ6WHSIRUZDUG3UHFRUȷV4XHHQD[
Corner Unit – a new addition to the
Precor portfolio of products following its
DFTXLVLWLRQRI4XHHQD[ODVW\HDUȲZKLFK
GHOLYHUVVSDFHHʡFLHQF\DQGIXQFWLRQDOLW\
The unit accommodates up to four
H[HUFLVHUVDWDQ\RQHWLPHIRUSDUWQHU
ZRUNRULQGLYLGXDOWUDLQLQJDQGIHDWXUHV
two stations designed for suspension
WUDLQLQJSXOOFKLQXSVDQGEDWWOHURSHV
along with a plyometric platform, a
ʛ[HGSDUDOOHOVGLSVWDWLRQWZRWRUVR
WUDLQHUVDQGIRXUYHUWLFDOEDUV
6L[.RPELVKHOYHVRQWKHVWUXFWXUH
SURYLGHDVWRUDJHVROXWLRQIRUIDVWDQG
HDV\VWRZLQJRIDFFHVVRULHVWRNHHSWKH
J\PʜRRUVSDFHFOHDUbb

fitness-kit.net ͙͋͗ͅ͏͒̈́

RUGGED INTERACTIVE

fitness-kit.net ͙͋͗ͅ͏͒̈́

PRECOR

F U N C T I O N A L EQ U I PM E N T

WORKING TOGETHER
The ProLog from D2F Fitness is an obstacle course-inspired
weight for group use, both indoors and out.
7DNLQJWKHWUHQGIRUH[WUHPHʛWQHVVFKDOOHQJHVLQWRKHDOWK
club programming, the ProLog is a group training system
where every team member has to work together and coRUGLQDWHWKHLUHʞRUWVWRDFKLHYHDFRPPRQJRDO
Up to four people can use the ProLog at any one time, with
its range of weighted inserts and handles across the top and
sides facilitating multiple exercises and carrying techniques.
The new ProLog is an obstacle
course-inspired weight

fitness-kit.net ͙͋͗ͅ͏͒̈́

D2F

ALL-IN- ONE SOLUTION
Exigo has developed a range of modular
functional training rigs to accommodate
multiple users at any one time.
7KHULJVRʞHUDGDSWDEOHWUDLQLQJIRFXVHG
on strength, stability and exercise form –
all designed to challenge users beyond
standard resistance training.
Exigo Functional Rigs can
be accessorised with a
wide range of attachments,
including combat bags,
cables, ropes, bands,
suspension trainers and other
smaller pieces of equipment.
The compact freestanding
designs are made from heavy duty
triangular columns, incorporating
functional attachments.
fitness-kit.net ͙͋͗ͅ͏͒̈́

Exigo Functional
Rigs come with
a wide range of
accessories

EXIGO

93

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
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+44 (0)1462 431385

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
QG)ORRU3HUU\PRXQW5RDG

To book your
advert call the
sales team on

+44 (0)1462
431385

+D\ZDUGV+HDWK:HVW6XVVH[5+7:

The leader in
upper body & inclusive
cardio exercise

EXERCISE EQUIPMENT
Tel 01344 300 022
www.SCIFIT.uk.com

01533 763285
jordanﬁtness.co.uk
sales@jordanﬁtness.co.uk

THE
FUNCTIONAL
FITNESS
SPECIALISTS

“SPEEDFLEX IS AN INCREDIBLY EFFICIENT WAY
TO EXERCISE.
“I CAN TRAIN AT A HIGH INTENSITY ALONGSIDE
PEOPLE OF ALL DIFFERENT FITNESS LEVELS AND
HAVE NO PAIN THE FOLLOWING DAY.”
ALAN SHEARER, SPEEDFLEX AMBASSADOR

WWW.SPEEDFLEX.COM
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FUNCTIONAL TRAINING / FLOORING

LOCKERS/CHANGING ROOMS

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

www.pavigym.com

Pavigym

Create a great
changing
experience
by providing Craftsman
Lockers to fully
meet your members’
expectations
t Lockers
t Cubicles
t Vanity units
t Bench seating
t Treatment room
furniture

GYM MIRRORS

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

Call now:
01480 405396
To draw on the Craftsman
experience in helping design
changing rooms that work

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

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

www.cqlockers.co.uk

gymmirror.co.uk
WE SUPPLY & INSTALL GYM MIRRORS
 Stock & bespoke sizes
 Installation service
 Fast reliable nationwide delivery
Call the experts at Aspect Safety Mirrors
01223 263555
email: info@aspectsafetymirrors.co.uk

To book your advert
call the sales team on

+44 (0)1462 431385

Lockers
Locking
Systems
Cubicles
Washrooms
Servicing
3D Design
Rendering
info@safespacelockers.co.uk
www.safespacelockers.co.uk
Telephone: 0870 990 7989
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Tel: 01803 555885
Email: sales@crownsportslockers.co.uk
Web: www.crownsportslockers.co.uk

MORE THAN JUST LOCKERS

Changing Rooms - Treatment Rooms - Washrooms

We’re No.1 in lockers and cubicles.
www.prospec.co.uk
Email: sales@prospec.co.uk

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

Tel: +44 (0) 1709 377147

O AutoCAD & Revit Facility

FITLOCKERS
Quality Affordable Locker Room Solutions

O Comprehensive selection
of locking systems
O 3D visual rendering available

SALES & MARKETING

T: 01923 770435

by

sales@ﬁ tlockers.co.uk [[[½
www.ﬁ
tlockers.co.uk
XPSGOIVWGSYO

Want an extra 200 - 700
new members for free?

Call: 0115 777 3333
S O F T WA R E
www.kitlock.com

sales@kitlock.com

Club Assistant
Membership Software

www.tac.eu.com
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RESE ARCH

Any amount of physical
activity can reduce the
risk of cervical cancer

Risk management
US scientists say exercise could lower the chances of women getting cervical cancer

A

s little as 30 minutes of
exercise per week has the
potential to significantly
reduce a woman’s risk of
developing cervical cancer,
according to a study conducted by
scientists at New York’s Roswell Park
Cancer Institute (RPCI).
The study – published in the Journal
of Lower Genital Tract Disease this May –
found that women who don’t engage in
any physical activity are two-and-a-half
times more likely to develop cervical
cancer compared to women who do.

Assessing risk
The study is believed to be the first
US research to look at the relationship
between sedentary lifestyle and cervical
cancer. It was based on 128 patients who
had been diagnosed with cervical cancer
and 512 women who were suspected

of having cancer but ultimately not
diagnosed with the disease.
The women submitted physical
activity information via a questionnaire.
Researchers defined physical inactivity as
having engaged in fewer than four sessions
of physical activity per month.
The reported rates of physical inactivity
were 31.1 per cent for women diagnosed
with cervical cancer and 26.1 per cent
among those who had been suspected of
having it. The difference in risk remained
present even after accounting for potential
differences in smoking, alcohol intake,
family history of cervical cancer and their
body mass index.

Powerful public message
“We think that this study sends a powerful
public health message: that a complete lack
of exercise is associated with the greater
likelihood of developing a serious disease,”

In addition to smoking cessation and regular
screening, we have identified another important
modifiable risk factor for cervical cancer

said Kirsten Moysich, PhD, MS, senior
author of the study and a professor of
oncology at RPCI.
“Our findings show that any amount
of exercise can reduce cervical cancer
risk. In addition to smoking cessation
and undergoing regular screening, we’ve
identified another important modifiable
risk factor for this disease.”
The research highlights the significance
of physical activity for women and comes
at a time when scientists in the UK are
also exploring the potential for exercise
to be used by the NHS as a treatment for
men with prostate cancer.
Researchers at Sheffield Hallam
University, backed by the charity Cancer
Research UK, are carrying out a pilot
study which aims to build on previous
research that indicates regular exercise
leads to better survival rates among men
with prostate cancer.
Meanwhile, another piece of research
also released in May – and published
online by JAMA Internal Medicine –
concluded that taking part in regular,
moderate exercise can help to stave off a
further 13 types of cancer, including liver,
lung and kidney cancer. O

* Moysich, KB et al. Impact of Physical Inactivity on Risk of Developing Cancer of the Uterine Cervix. Journal of Lower Genital Tract Disease, May 2016
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STRENGTH | POWER | ACCELERATED | RESISTANCE | CARDIO
For more information visit cybexintl.com/sparc

uksales@cybexintl.com

0845 606 0228

@cybexuk

