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ED I TO R’ S L E T T ER

The inactivity agenda
The new Sport England strategy, with inactivity as its primary focus,
VITVIWIRXWEQENSVXVMYQTLJSVYOEGXMZI¯ERHEWMKRM½GERXSTTSVXYRMX]
JSVXLI½XRIWWWIGXSVXSTVSZIMXW[SVXLMRKIXXMRKTISTPIQSZMRK
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port England’s recent announcement that tackling
inactivity is now part of its mandate gives huge cause
for celebration in the fitness sector. It means that, for
the first time ever, the interests of both sport and
fitness are truly aligned – with physical inactivity the top priority
for both sectors – and leads to real hopes that our joint efforts
can now make a significant difference in getting the nation moving.
This is a huge triumph for ukactive, which has championed
inactivity as the biggest health issue in the UK since November
2013, when it used its annual Summit to announce a national
ambition to reduce inactivity by 1 per cent a year. The organisation
then published its Turning the Tide of Inactivity report in January
2014 and has continued to lobby for this cause ever since.
And government has listened, with the DCMS Sporting Future
VWUDWHJ\ODXQFKHGLQ'HFHPEHUODVW\HDUbODEHOOLQJWKHGLVWLQFWLRQ
between sport and broader activity as “unhelpful, outdated and
irrelevant” – and, with it, paving the way for Sport England to take
on a far broader remit in getting the nation active.
Sport England has taken this change of direction on board: its
new strategy, published last month, makes tackling inactivity its
#1 priority, with £250m allocated to this task over four years.
As former ukactive CEO David Stalker says in his interview on
p34: “It would have been easy for Sport England to retreat to its
comfort zone, focus on NGBs, and say it would get to the rest. But
it has recognised, with the DCMS mandate, that the time is now.”
Sport England hasn’t abandoned its heartland, with many of its new
investment programmes sitting in familiar sporting territory. However,
with the organisation now embracing broader physical activity
alongside its traditional responsibilities, there are huge opportunities
for collaboration among activity providers of all shapes and sizes – not
to mention potential funding for any projects that get people moving.
As Sport England CEO Jennie Price told HCM: “What we’re
interested in is a genuinely shared objective. If someone wants to
achieve something in sport and physical activity, then we want to
work with them. If you’re a charity interested in empowering

What we’re interested in is shared
objectives. If someone wants to
achieve something in sport or physical
activity, we want to work with them - Jennie Price

women or regenerating your area, we want you to come to us
with ideas about how sport and physical activity might do that.
“We don’t have the legal permission to fund private organisations,
but we know the DCMS is open to us working with a wide range of
companies, so we’re absolutely open to partnerships.”
And there’s already evidence that Sport England will deliver on
this ‘partnership to promote movement’ mission – even before its
new strategy was announced, it had already created successful
partnerships with the Forestry Commission and the National Trust
to get people using forests and outdoor spaces to be active.
So with the new agenda playing to the strengths of the fitness
sector, the door is truly open. As ukactive executive director
Steven Ward says: “We’re raring to go to partner and deliver what
is a very substantial part of the government and Sport England’s
plan, and which providers in our sector are uniquely placed to do.”
There will be plenty of opportunities, as the Sport England
strategy spans not only the over-arching inactivity brief, but also a
new focus on getting kids moving and investing in local projects to
create a “more joined-up approach to getting active”.
Partnership details still need to be thrashed out, but it’s now
possible to see an exciting opportunity for fitness providers to
work alongside Sport England to drive through real change.

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

We read your recent article on new
regulations for data portability with interest
ȲbWKHIDFWWKDWJ\PPHPEHUVZLOOEHDEOHWR
ask their club to transfer all their personal
GDWDWRDQRWKHUJ\PZKHQWKH\OHDYHDQG
not keep a record of this data (see HCM0D\̷̼S̻̺ 
$VDGLJLWDOILWQHVVFRPSDQ\DQ\UHJXODWLRQVDIIHFWLQJGDWD
SURFHVVLQJDUHRIJUHDWLPSRUWDQFHWRXVDQGZHȷUHH[FLWHG
DERXWWKH*HQHUDO'DWD3URWHFWLRQ5HJXODWLRQ2SHUDWLQJ
DFURVVQXPHURXV(XURSHDQPDUNHWVDVZHGRZHȷUHLQIDYRXU
RIKRPRJHQHRXV(XURSHDQGDWDSURWHFWLRQVWDQGDUGV
:HȷUHDOVRLQIDYRXURIDGDWDSURWHFWLRQUHJLPHWKDW
VWUHQJWKHQVWKHULJKWVRIPHPEHUV2QO\ZKHQSHRSOHIHHO
FRPIRUWDEOHZLWKWKHKDQGOLQJRIWKHLUSHUVRQDOGDWDZLOO
WKH\EHZLOOLQJWRVKDUHWKHLULQIRUPDWLRQ7UXVWLVNH\
)LQDOO\WKHQHZVWDQGDUGVDIIHFWQRWRQO\HQGXVHUV
DQGFOXEPHPEHUVEXWDOVRH*\PȷVGLUHFWFXVWRPHUVȲ
ILWQHVVFOXEV2XUH[SHULHQFHWRGDWHLVWKDWPDQ\FOXEV
DUHQȷWVXIILFLHQWO\IDPLOLDUZLWKGDWDSULYDF\UHTXLUHPHQWV
:LWKWKLVQHZVWUHQJWKHQLQJRIFRQVXPHUULJKWV
KHDOWKFOXEVZLOOUHO\HYHQPRUHKHDYLO\RQH[WHQVLYH
FRQVXOWDWLRQ7KDWZLOOSXWDOOHQWHUSULVHVSURYLGLQJ
VHUYLFHVDQGSURGXFWVWRFOXEVWKDWLQFOXGHGDWD
SURFHVVLQJDQGVWRUDJHLQWRWKHUROHRIFRQVXOWDQWV
Businesses that are able to support clubs in their
REOLJDWLRQVȲIRUH[DPSOHWUDQVIHUULQJSHUVRQDOGDWDRU
LPSOHPHQWLQJWKHȶULJKWWREHIRUJRWWHQȷȲZLOOILQDOO\EULQJ
WKHGLJLWDOUHYROXWLRQWRFOXEV%HFDXVHGDWDLVWKHFXUUHQF\
RIWKHQHZGLJLWDOKHDOWKDQGILWQHVVH[SHULHQFH

René Hanschke
&KLHISULYDF\RʡFHUH*\P

Trust is key to getting members to share data

3+2726+877(5672&.&20

Data: The new, portable
fitness currency

Exercisers often underestimate the importance of weights

Strength training for all
I was interested
to read the recent
news coverage on
newly published
studies which have
shown how strength training and
maintaining a high level of muscle
mass are connected to living a
longer, healthier life.
With so much science now
backing up the benefits of strength
training, particularly as we age,
members’ understanding of these
connections should grow – and
ultimately lead to improved
retention rates across the sector.
The industry as a whole should
be doing all it can to dispel
the myth that weights are for
bodybuilders. We must encourage
all exercisers to incorporate
strength work into their routines

by producing intuitively designed
machines – but also by bringing
knowledgeable staff onto the
gym floor to advise and support
members in this important area.
The issue for us at Precor has
always been how we can make
strength training more attractive
and user-friendly, particularly to
women, older people and those
new to exercise – groups who
might not traditionally have seen
strength training as being ‘for them’.
Initial orientation, on-the-spot
guidance and drop-in workshops,
along with demonstration videos
and easy to understand instruction
placards on the equipment, all help
to build knowledge and confidence.

Justin Smith
Head of UK, Precor
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PEOPLE
Many brands assume we’ll do everything
for free or in exchange for product.
,QUHDOLW\LQʜXHQFHUVQHHGWREHSDLG
ZANNA VAN DIJK

PT & SOCIAL MEDIA INFLUENCER
How has social media impacted your career?
It’s transformed it. By growing a social media following, I’ve
not only developed a larger client base as a PT, but I’ve
been able to expand what my day-to-day work includes.
I’m now able to blog for a living as well as being a signed
ʛWQHVVPRGHOIURQWLQJFDPSDLJQVIRUWKHOLNHVRI7RPP\
+LOʛJHU,ȷYHGHYHORSHGP\RZQDFWLYHZHDUFROOHFWLRQ,ȷYH
worked with brands such as adidas and Nike on various
SURMHFWVDQG,ȷYHVHWXSDFRPSDQ\FDOOHGJLUOJDLQVZKLFK
hosts female empowerment events.
,ȷPDOVRQRZZULWLQJP\ʛUVWERRN The Balanced Body – a
complete guide to living a sustainable, enjoyable lifestyle
which has lasting results for health and happiness. I’m writing
it myself – there are no ghost writers – so the pressure is on!
Which social media channels and what sort of
FRQWHQWGR\RXʛQGZRUNEHVW"
Instagram has my largest following and is the quickest to
grow for most people. The content people like here tends
to be information they can use – ideas for healthy meals,
snacks, workouts and so on.
I also have a large following on Snapchat, and this is by far
P\PRVWbHQJDJHGDXGLHQFH&RQVXPHUVHQMR\WKHSHUVRQDO
nature of Snapchat – the way it feels like they’re hanging out
ZLWK\RXDQGJHWWLQJDQXQʛOWHUHGLQVLJKWLQWR\RXUOLIH
Do you ever struggle with negativity on social media?
Honestly, no. I can probably count the number of nasty
FRPPHQWVRQP\ʛQJHUVZKLFKLVQȷWEDGIRUWKUHH\HDUV
on social media. I think that’s because my message is
positive and I try to be open, honest and helpful.
Have brands recognised the power of social media
ȶLQʜXHQFHUVȷVXFKDV\RXUVHOI"
There’s been a huge shift from celebrity endorsement to
LQʜXHQFHUHQGRUVHPHQWRYHUWKHODVWIHZ\HDUVDQGVRPH
brands are catching on to this.
There are, however, many brands that still assume we’ll
do everything for free or in exchange for product. In
UHDOLW\WLPHLVPRQH\DQGLQʜXHQFHUVQHHGWREHSDLGLQ
H[FKDQJHIRUWKHLUVNLOOVWLPHVDFULʛFHVDQGDXGLHQFHb

12
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Van Dijk has more than
100,000 Instagram followers
To what do you attribute your social media success?
)LUVWWKLQJVʛUVW,ȷGKDYHWRVD\,ȷPUHDOO\QRWWKDW
successful compared to the people out there who have
millions of followers on social media!
However, I think my following has come for a number
of reasons. Firstly, I was in the right place at the right time:
I started my social media channels over three years ago,
before it even became a ‘thing’. I’ve also been consistent,
only putting out content that’s true to my brand and my
message – quality content that people can learn from
UDWKHUWKDQMXVWVSDPPLQJP\IHHGZLWKVHOʛHVEHFDXVH
what can people gain from that?
I’ve also done a huge amount of networking. In
addition to that, whenever a brand has worked with
me, I’ve gone above and beyond their expectations to
maintain a good reputation.
What do you think the future of social media holds?
The way social media has grown and developed within
the past year is insane, and I hope will continue, with
WKHUHODWLRQVKLSVEHWZHHQEUDQGVDQGLQʜXHQFHUV
becoming even stronger. The crossover from social
media into mainstream media is also happening,
with social media sensations bringing out books and
products. I see this happening well into the future.

PHOTOS: GARY MORRISROE

PEO PL E PRO F I L ES

The personal trainer says she only shares high quality,
usable content and advice on her social media channels
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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I believe the brand is strong
HQRXJKWKDWHYHQWXDOO\
people will say ‘oh, is that
like a Spartan Race?’

PETER PHILLIPS

QUEEN’S GRANDSON & MD OF SEL UK

Phillips says camaraderie is key in Spartan Races

What is SEL?
SEL (Sports & Entertainment Ltd) is a market leader in
sport and entertainment, management, marketing and
FRPPHUFLDOLVDWLRQZLWKRʡFHVLQ$XVWUDOLDDQGWKH8.

WRUXQWKHQZDON-XVWNHHSSXWWLQJRQHIRRWLQIURQWRIWKH
RWKHUDQGEHIRUH\RXNQRZLW\RXȷYHGRQHWKHʛUVWPLOH7KH
6SDUWDQFRPPXQLW\LVZHOONQRZQIRUEHLQJKHOSIXOȲWKH\
GRQȷWOLNHVHHLQJSHRSOHVWUXJJOH:DWFKKRZTXLFNO\D
KHOSLQJKDQGH[WHQGV\RXUZD\'RQȷWEHVXUSULVHGLI\RXIHHO
VRPHRQHSXVKLQJXSRQWKHVROHVRI\RXUIHHWWRERRVW\RX
XS7KDWȷVQRUPDO7KH\ȷUHMXVWKHOSLQJ\RX

What is SEL’s involvement with Spartan Race?
:HȷYHEHHQHQJDJHGE\6SDUWDQWRPDQDJHLWVEXVLQHVV
HOHPHQWVLQWKH8.7KLVLQFOXGHVFUHDWLQJEXVLQHVV
HʡFLHQFLHVVSRQVRUVKLSDQGPDUNHWLQJGHYHORSPHQWDV
ZHOODVLGHQWLI\LQJQHZDQGH[FLWLQJYHQXHVWRFKDOOHQJHDOO
OHYHOVRI6SDUWDQSDUWLFLSDQWV
Tell us about Spartan Race
6SDUWDQLVQȷW\RXUDYHUDJHUDFHȲbFRPSDUHGWRQRUPDO
URDGUDFHVLWȷVWKHDGYHQWXURXVDGUHQDOLQHMXQNLHIULHQG
ZKRWKULYHVRQH[FLWHPHQW7KHUHȷVUXQQLQJFOLPELQJ
FUDZOLQJVSODVKLQJWKURXJKPXGWDFNOLQJFKDOOHQJLQJ
REVWDFOHVDQGʛQLVKLQJZLWKDʛHU\OHDSRIYLFWRU\
What’s the secret to its success?
I believe it’s the camaraderie,
the challenge, and the
attention to detail among
the race team and the
IHVWLYDOVLWHWHDP
)URPWKHPRPHQW\RX
register to the moment
\RXOHDYH\RXVKRXOGKDYHD
JUHDWH[SHULHQFH
People of all shapes and
sizes, and from all walks of life,
have completed Spartan
5DFHV,I\RXGRQȷWZDQW
Spartan is a big brand
in the US and is now
set to grow in the UK

Why did SEL take on the Spartan Race brand?
7KHPDVVSDUWLFLSDWLRQKHDOWKDQGʛWQHVVVHFWRUKDVJURZQ
PDVVLYHO\LQWKHODVWʛYH\HDUV3HRSOHDUHORRNLQJIRU
QHZDQGLQWHUHVWLQJZD\VWRH[HUFLVH7KH\ȷUHORRNLQJIRU
FKDOOHQJHVDQGVRPHWKLQJWKDWȷVJRLQJWRSXVKWKHPQRW
RQO\SK\VLFDOO\EXWDOVRPHQWDOO\
6SDUWDQLVDOUHDG\DKXJHO\VWURQJEUDQGZLWKLQWKDW
VHFWRULQWKH86DQGZHIHOWZLWKDIHZWZHDNVLWFRXOG
EHMXVWDVVXFFHVVIXOLQWKH8.7KHUHLVQȷWPXFK,ȷG
FKDQJHDERXWWKHUDFHVWKHPVHOYHVEXW,EHOLHYHORFDWLRQV
DUHNH\ȲWKHUDFHVQHHGWREHbHDV\WRʛQGDQGDFFHVV
ȲbDQGWKDWȷVZKDWZHȷUHIRFXVLQJRQ
7KHVHDUHQȷWPDMRUFKDQJHVEXWUDWKHUUHʛQHPHQWVWKDW
,KRSHZLOOJURZDZDUHQHVVRI6SDUWDQDFURVVWKH8.,
EHOLHYHWKHEUDQGLVVWURQJHQRXJKWKDWLWZLOOHYHQWXDOO\
EHWKHSRLQWRIUHIHUHQFHIRUWKHFDWHJRU\ȲSHRSOHZLOO
say “oh, is that like a Spartan Race?”
Will there be some sort of Royal
connection moving forward?
+DKD:HOOZHKDGDUDFHDW$VWRQ'RZQLQ0D\DQG
will have one at Windsor Great Park in October for the
VHDVRQʛQDOHEXW,WKLQNWKDWȷVDERXWDVIDUDVLWZLOOJR
How can gyms and health clubs get involved?
:HUHFHQWO\DQQRXQFHGDSDUWQHUVKLSZLWK'DYLG/OR\G
/HLVXUHLQWKH8.EXW6SDUWDQLVDJUHDWRSSRUWXQLW\IRU
DOOKHDOWKFOXERSHUDWRUVWRPRWLYDWHDQGFKDOOHQJHWKHLU
PHPEHUV$6SDUWDQ5DFHLVDJUHDWWDUJHWWRVHW\RXU
PHPEHUVWRWUDLQWRZDUGV쎲

WILL YOUR
MEMBERS
Fitness has never been bigger. In fact it’s the world’s
biggest sport. 79% of over-18’s either exercise regularly
or would like to.
So why is it still so hard to keep members?
Competition from within the sector, a demanding Millenial
audience and digital disruption within the marketplace
means there are more choices for exercisers than ever.
Still 50% of members leave within the ﬁrst year.
This is because many gyms are in the business of selling
memberships, not ﬁtness.
Les Mills runs programmes in 17,000 facilities across 100
countries. We use this market insight to help shape our
practical tools to supportbusiness partners to increase
member retention.
We have six strategies to share, so if you are looking
to create bonds so strong with your members that they
simply won’t want to leave you then why not book onto
one of our FREE insight seminars today
To ﬁnd out how, book your place on a FREE Relationships
Beyond Memberships seminar today.
www.lesmills.com/insightseriesuk
lmuk.clubs@lesmills.com

LOVE
YOU
OR LEAVE
YOU?

International news
Fitness IPO flurry
continues with Basic-Fit
Europe’s largest budget health club
chain Basic-Fit has announced it’s
planning to float on the Dutch stock
market, adding to the flurry of fitness
market IPO activity in recent months.
Last month saw Technogym go public
in Italy, following on from The Gym
Group’s IPO last November, while Pure
Gym and The Bannatyne Group are also
thought to be lining up listings. Now
%DVLF)LWȲZKLFKRSHUDWHV̷̹̻FOXEV
across the Benelux countries, France and
Spain – has unveiled plans to float on the
Netherlands’ Euronext market.
The offering will consist of a primary
offering of new shares and a secondary
offering of existing shares held by
current shareholders, with money
raised to be used to refinance company
debt and repay shareholder loans. The
company says this will give it greater
financial flexibility and allow it to
continue its growth plans, which have
VHHQWKHFKDLQJURZIURP̷̿̿FOXEVWR
̷̹̻FOXEVLQOLWWOHRYHUWZR\HDUV
'HWDLOVKWWSOHLVU"D U̼0̿-B+

Fabryka Formy
opens club no.15

)DEU\ND)RUP\QRZKDV̷̻FOXEV
Polish fitness chain Fabryka Formy has
opened its latest club in the southern city of
%\WRPȲLWVILUVWLQWKDWFLW\
7KH̷̹̹̿VTPFOXELVWKHFRPSDQ\ȷV
̷̻WKLQ3RODQGDQGRIIHUVILYHWUDLQLQJ]RQHV
and two group exercise studios – one for
JURXSF\FOLQJ7KHUHȷVDOVRDZHOOQHVVDQG
VSD]RQHDQGVDXQD7KHQHZFOXEKDVEHHQ
HTXLSSHGE\6WDU7UDF
Offering a mixture of functional, CV and
VWUHQJWKWUDLQLQJZLWK̺̻GLIIHUHQWJURXS
DFWLYLWLHVRQRIIHUȲbDOOGHOLYHUHGE\3ROLVK
trainers – the Fabryka Formy chain has
JURZQTXLFNO\VLQFHLWVODXQFKLQ̸̶̶̿DQGLV
FXUUHQWO\SODQQLQJIXUWKHURSHQLQJV
Fabryka Formy membership gives access
WRDOO̷̻FOXEVDFURVVWKHFKDLQ
'HWDLOVKWWSOHLVU"D '̿U̺]B+
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7KHFKDLQZDVIRXQGHGE\ILWQHVVHQWUHSUHQHXU,ULQD.XWLQD

New Russian chain opens flagship
New Russian fitness chain Encore Fitness
will open its flagship club in Moscow this
summer. Due to open its doors in July, the
̶̶̹̿VTPVLWHZLOOLPPHGLDWHO\EHFRPH
among the largest health clubs in the capital
city and includes a large luxury spa.
Spread across two floors, the club will be
set in an art deco setting within Moscow’s
OKO Tower building and will include eight
fitness zones, each based on different trends
and innovations. There’s a cardio theatre
with the newest Life Fitness and Hammer
6WUHQJWKHTXLSPHQWDODUJHIXQFWLRQDO
training zone for group and individual HIIT
VHVVLRQVD3LODWHVVWXGLRDJURXSILWQHVV
DUHDDEDODQFHVWXGLRDQGDPDUWLDODUWV
zone with a professional boxing ring.
7KHVHFRQGIORRUKRXVHVDVSDFLRXV̸̻P
SRROȲbILWWHGZLWKD6LOYHUWURQL[K\GUR
SXULILFDWLRQV\VWHPȲbDQGUHOD[DWLRQDQG
hydro-massage areas.

0RUHWKDQ̶̼GLIIHUHQWJURXSH[HUFLVH
classes will be also available, including
programmes from Les Mills as well as TRX,
mixed martial arts, AntiGravity yoga and
WKHUDTXDWLFVEDODQFHERDUGFODVVHV
The club’s spa has been designed as a
major feature and a revenue generator for
the club and houses a steamroom, sauna,
traditional hammam, snow room, bio-sauna,
halotherapy suite, Finnish sauna, fantasy
shower, Kneipp treading pool and a lounge
zone with Yamaguchi massage chairs.
Encore Fitness was founded by fitness
entrepreneur Irina Kutina, who leads
the chain as CEO. “Encore Fitness fully
reflects the idea of the perfect premium
club,” she says. “It’s based on sound
LQIUDVWUXFWXUHDXQLTXHGHVLJQDGYDQFHG
HTXLSPHQWWUDLQHGFRDFKHVDQGEUDQGHG
international fitness programmes.”
'HWDLOVKWWSOHLVU"D S̸)̼XB+

Study of centenarians in Italy
The secret to a long, healthy life could finally
be revealed if a study of a remote Italian village
– where a high proportion of people live to
̷̶̶\HDUVRIDJHȲLVVXFFHVVIXO5HVHDUFKHUVDW
University of California, San Diego School of
Medicine have teamed up with Italy’s University
RI5RPH/D6DSLHQ]DWRVWXG\DJURXSRI̶̶̹
centenarians living in Acciaroli, a hamlet of
IHZHUWKDQ̷̶̶̶SHRSOH
Acciaroli is nestled between the ocean
and mountains on the Campania coast
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in southern Italy and one theory is that
the craggy surroundings force people to
OLYHDFWLYHOLYHVȺ:HȷUHWKHILUVWJURXSRI
researchers to be given permission to study
this population,” said Alan Maisel, MD, lead
8&6DQ'LHJR6FKRRORI0HGLFLQH
Due to the location of the village, Maisel
said locals rely on local, organic produce but
also walk long distances and hike through the
PRXQWDLQVDVSDUWRIWKHLUGDLO\DFWLYLW\
'HWDLOVKWWSOHLVU"D W̹\̺;
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FFME opens first
standalone studio

HFN aims to capitalise on the growing popularity of yoga

Fitness First Middle East has opened its
first ever standalone studio not attached
to a traditional health club.
7KH̶̶̾VTPVWXGLRLQ'XEDLKDVD
three-in-one concept. XFit (CrossFit-style),
;̶̹ +,,7 DQG%R[; ER[LQJWKHPHG 
FODVVHVȲDPRQJPDQ\RWKHUVȲDUHRIIHUHG
DFURVVWKUHH]RQHV/,)7%2;DQG+,,7
Ⱥ$VDEXVLQHVVZHZDQWHGWRH[SORUH
QHZPRGHOVDZD\IURPWKHWUDGLWLRQDODQG
standard Fitness First health club concept,”
*HRUJH)ORRNV&22IRU)LWQHVV)LUVW
Middle East and North Africa, told Health
Club ManagementȺ7KHPDUNHWLQWKH
0LGGOH(DVWLVUDSLGO\JURZLQJDQGHYROYLQJ
DQGRXUPDUNHWGDWDVKRZHGXVWKHUHZDV
DQHHGIURPFRQVXPHUVIRUDERXWLTXH
VWXGLRER[FRQFHSWPRGHOȻ
'HWDLOVKWWSOHLVU"D \̻J̻TB+

SATS owner launches new yoga brand
Health & Fitness Nordic +)1 RZQHURI
6$76(/,;,$DQG)UHVK)LWQHVVKDVODXQFKHG
DQHZVWDQGDORQH\RJDEUDQGIRUWKH1RUGLF
FRXQWULHV/RRNLQJWREHQHILWIURPWKH
JOREDOJURZWKRI\RJDWKHILUVW+L<RJDFOXE
LVORFDWHGLQWKH1RUZHJLDQFDSLWDORI2VOR
DQGVLWVZLWKLQWKHFLW\ȷV%RJVWDGYHLHQDUHD
ȲbDSUHPLXPVKRSSLQJGLVWULFWZKLFKDOVR
LQFOXGHVOX[XU\UHVLGHQWLDOGHYHORSPHQWV
$FFRUGLQJWRJHQHUDOPDQDJHU$QLWD+HJJH
WKHODXQFKRI+L<RJDLVDVWUDWHJLFPRYHWR
HQVXUH+)1UHPDLQVLQDSRVLWLRQWREHDW
WKHIRUHIURQWRI\RJDWHDFKLQJDVLWVSRSXODULW\
JURZVȺ+)1RIIHUV\RJDFODVVHVWKURXJK6$76
(/,;,$DQGLVSUREDEO\WKHODUJHVWSURYLGHURI
\RJDLQWKH1RUGLFDUHDDOUHDG\Ȼ+HJJHVD\V

Ⱥ,QRUGHUIRU+)1WRFDSWXUHWKHIXOO\RJD
PDUNHWKRZHYHULWȷVLPSRUWDQWWRKDYHDKLJK
TXDOLW\DQGGHGLFDWHGRIIHULQJRI\RJDIRUDOO
WDVWHVDQGOHYHOVIURPWKHEHJLQQHUVWRWKH
PRVWH[SHULHQFHG\RJLV,QRUGHUWRDFKLHYH
that, it was decided to launch a standalone
RIIHULQJZLWKVHSDUDWHEUDQGLQJDOORZLQJIRU
VRPHWKLQJWKDWȷVYHU\GLIIHUHQWIURPWKHFOXEVȻ
2SHQHGLQ$SULOWKHILUVWVWXGLRLQ2VOR
IHDWXUHVWKUHHVKDODVWRWDOOLQJ̶̺̽VTPZLWK
RQHRIWKHVWXGLRVDEOHWRRIIHUKRW\RJD
7KHUHDUHVSDFLRXVGUHVVLQJURRPVVKRZHU
facilities and a sauna. Facilities also include a
VKRSDQGDFDI«ZLWKSOHQW\RIVSDFHWRKDQJ
RXWZLWKRWKHU\RJDHQWKXVLDVWV
'HWDLOVKWWSOHLVU"D ̼]̻J̿B+

Luxury resort invests in wellness
Resort operator Six Senses has invested
and improve personal fitness levels.
in a new health club, wellness pavilion and
The Wellness Pavilion is equipped with
an elevated yoga platform at its luxury
flying yoga hammocks that are used in
property on Yao Noi island in Thailand.
conjunction with the resort’s yoga classes.
Fitted with functional training,
'HWDLOVKWWSOHLVU"D 4̻D̹$B+
cardiovascular and
resistance equipment,
the health club offers
̷̶̾GHJUHHYLHZVRIWKH
surrounding jungle.
Equipment includes
7HFKQRJ\PȷV2PQLD̾
functional fitness kit
as well as Fusionetics
performance testing
SODWIRUPȲDQHYLGHQFH
based sports science
solution helping guests
The wellness areas offer great views
understand, monitor

The studio at Dubai Media City

CMG opens first
sports hub club
France-based Core Motion Group (CMG)
has launched a new club under its CMG
Sports Club brand in Paris, France. The
̶̶̶̹VTP21(6DLQW/D]DUHFOXERSHQHG
LWVGRRUVRQ̸̾$SULODQGLVGHVFULEHGDV
DQHZFRQFHSWE\%HQRLW0D]HUDW&0*ȷV
GLUHFWRUIRUEXVLQHVVGHYHORSPHQW
“The Saint-Lazare site has been
GHVLJQHGDVDȶVSRUWVKXEȷȲbWKHILUVWRI
LWVNLQGLQ3DULVȲbDQGEULQJVWRJHWKHU
WKUHHHOHPHQWVbDILWQHVVFOXEERXWLTXH
H[HUFLVHVWXGLRVDQGDMXLFHEDUȻKHWROG
Health Club Management. “Spread across
VL[IORRUVWKHUHDUHWZRJURXSH[HUFLVH
VWXGLRVRIIHULQJ̷̸̶FODVVHVDZHHNDKXJH
&9DUHDȲbLQFOXGLQJDIUHHVW\OHWUDFNZLWK
V\QWKHWLFJUDVVȲbDQGWZRIUHHVW\OHDUHDV
ZLWKNHWWOHEHOOVURSHV75;DQGVDQGEDJVȻ
(TXLSPHQWKDVEHHQVXSSOLHGE\/LIH
)LWQHVVDQG(OHLNRDQG&0*KDVSDUWQHUHG
ZLWK'HWR['HOLJKWIRUWKHMXLFHEDU
HOHPHQW&0*KDVVHWDWDUJHWRIKDYLQJ
̶̶̶̻PHPEHUVZLWKLQWZR\HDUVZLWKWKH
WDUJHWPDUNHWEHLQJ\RXQJXUEDQLWHV
'HWDLOVKWWSOHLVU"D V̸M̸PB+
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UK news
Snap Fitness signs 30club UK franchise deal
International gym franchise Snap Fitness
has announced that it has signed a major
UK development plan with MSG Life to
RSHQ̶̹QHZKHDOWKFOXEVȲWKHODUJHVWGHDO
in the brand’s history.
Financial terms of the deal were not
UHOHDVHG+RZHYHU6QDS)LWQHVVȲZKLFK
KDVPRUHWKDQ̸̶̶̶FOXEVRSHQRULQ
development worldwide – said the move
advances the current UK plans in place with
master developer TwentyTwoYards.
“With millions of prospective members
LQWKLVDUHDWKLVLVDSDUDPRXQWPRYH
IRURXUEUDQGȻVDLG6QDS)LWQHVVFKLHI
development officer Steele Smiley.
“Snap Fitness will be the gym that
dominates the market – as it does in
FRXQWOHVVRWKHUFRXQWULHVȻ
MSG Life plans to open clubs across the
UK. The company is primarily owned by
WKH*UHZDOIDPLO\ZKLFKKDVKDGVXFFHVVDV
a prominent franchisee of Domino’s Pizza.
'HWDLOVKWWSOHLVU"D 9̾G̻<B+

Group fitness body aims
to double participation

FitGroupUK will represent group ex
A new body representing the group
fitness market has laid out ambitious
growth targets as it bids to make exercise
classes the workout of choice.
FitGroupUK, a body of stakeholders
involved in the group exercise industry,
ZLOOVWDJHLWVLQDXJXUDO6XPPLWWKLV
summer with a view to realising the full
SRWHQWLDORIWKHJURXSILWQHVVVHFWRU:LWK
around five million people currently taking
part in group fitness, FitGroupUK wants
to double this figure in the next five years.
5RVV3HUULDP&(2RIWKH([HUFLVH
0RYHPHQWDQG'DQFH3DUWQHUVKLS
(0'3 ȲZKLFKKDVEHHQLQVWUXPHQWDOLQ
JHWWLQJ)LW*URXS8.RIIWKHJURXQGȲWROG
HCM the body will “cast the net wide”
to align a broad range of bodies behind
the bold ambition. This includes reaching
RXWEH\RQGWKHILWQHVVLQGXVWU\WRPDMRU
retailers and TV shopping channels.
'HWDLOVKWWSOHLVU"D W̻9̼MB+
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£250m war chest for inactivity

The strategy includes dedicated funding to get children active from the age of five
Sport England has made tackling physical
inactivity its number one priority, with plans
to triple the amount it spends on the issue
as part of its new strategy.
3XEOLVKHGRQ̷̾0D\6SRUW(QJODQGȷV
new strategy seeks to deliver against the
five health, social and economic outcomes
VHWRXWLQWKHJRYHUQPHQWȷVSporting Future
strategy released in December. As part of
LWVUHYDPSHGDSSURDFKWRIXQGLQJ6SRUW
(QJODQGZLOOLQYHVWe̸̶̻PLQWDFNOLQJSK\VLFDO
inactivity over a four-year period (starting
'HFHPEHU̸̶̷̼ ZLWKWKLVPRQH\DYDLODEOH
to anyone who can get more people moving

DQGPHHWWKHRUJDQLVDWLRQȷVFRUHREMHFWLYHV
7KHVKLIWLQJRI6SRUW(QJODQGȷVWRSSULRULW\
from broadening sports participation to
WDFNOLQJLQDFWLYLW\PDUNVDPDMRUZLQIRUWKH
physical activity sector. It comes following
high profile campaigns from organisations
VXFKDVXNDFWLYHDQG3+(WRXQGHUOLQHWKH
VHYHULW\RI(QJODQGȷVLQDFWLYLW\HSLGHPLF
XNDFWLYHH[HFXWLYHGLUHFWRU6WHYHQ:DUG
said the focus on inactivity is “certainly a
step in the right direction” and said it adds
to the policy momentum on the importance
of reversing sedentary lifestyles.
'HWDLOVKWWSOHLVU"D (̽;̾[B+

Bannatyne profits prime IPO
The Bannatyne Group
returned an impressive set
RIILQDQFLDOUHVXOWVIRU̸̶̷̻
putting the health club chain
on firm foundations for an
expected IPO in the next
couple of weeks.
The business is thought to
EHOLQLQJXSDe̶̶̹PIORDW
on London’s Alternative
Investment Market (AIM)
and the announcement that
the chain’s pre-tax profits
MXPSHG̷̹̾SHUFHQWWR
e̾PLQ̸̶̷̻ZLOOQRGRXEW
Duncan Bannatyne’s chain enjoyed a strong 2015
catch the eye of investors.
The latest set of accounts show that last
WKHFRVWRIDQe̾PIUDXGE\IRUPHUILQDQFH
year signalled a return to form for Duncan
director Christopher Watson. However the
%DQQDW\QHȷVEXVLQHVVDVUHYHQXHVFOLPEHG̹
firm credited strong leadership – under CEO
SHUFHQWWRUHDFKe̷̶̶̿P3URILWVKDGWDNHQD
Justin Musgrove – as a key driver in its revival.
VLJQLILFDQWKLWLQ̸̶̷̺DVWKHFRPSDQ\XQFRYHUHG 'HWDLOVKWWSOHLVU"D U̾I̹JB+
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Xercise4Less to grow
presence in Wales

The gym will span 30,000sq ft

Budget operators like Pure Gym are harnessing technology to break new ground

Membership hits record high
The UK’s gyms and health clubs have more
PHPEHUVWKDQHYHUEHIRUHZLWKDUHFRUG̸̿
PLOOLRQZRUNLQJXSDVZHDWODVW\HDU
That’s according to the ̸̶̷̼6WDWHRIWKH
8.)LWQHVV,QGXVWU\ 62), 5HSRUW which shows
that the fitness market remains on an upward
WUDMHFWRU\$VLQSUHYLRXV\HDUVWKHEXONRI
the growth was driven by budget operators,
who are harnessing the power of technology
WREUHDNQHZJURXQG/RZFRVWJ\PVQRZ
DFFRXQWIRUDSSUR[LPDWHO\̷̸SHUFHQWRIWKH
8.ȷVSULYDWHKHDOWKFOXEVDQG̸̹SHUFHQWRI
WKHSULYDWHPDUNHWȷVPHPEHUVKLS
The buoyancy of the fitness sector was
reflected in meaningful gains across all three

.3,V0DUNHWYDOXHMXPSHG̸̹SHUFHQWWR
e̺̺EQWKHQXPEHURIJ\PVLQFUHDVHGE\̷̿
SHUFHQWWRKLW̼̺̹̻ZKLOHPHPEHUVKLSJUHZ
̻̹SHUFHQWWRUHDFKWKHUHFRUGKLJKRI̸̿P
Building on last year’s gains, the penetration
UDWHOHDSWIRUZDUGWRKLW̷̺̹SHUFHQW
'DYLG0LQWRQGLUHFWRURI7KH/HLVXUH
Database Company – the firm behind the 62),
report – told HCM smarter use of technology
was a big driver of growth and predicted the
XSOLIWWRFRQWLQXHIRUVRPHWLPH
“We’ve seen sustained growth over the last
few years and I would expect this to continue
WREHWKHFDVHȻVDLG0LQWRQ
'HWDLOVKWWSOHLVU"D X̿X̽=B+

;HUFLVH̺/HVVSODQVWR launch its second
Welsh site as the Leeds-based gym chain
seeks to accelerate it UK-wide expansion
with growth in the ‘land of song’.
;HUFLVH̺/HVVZLOODGGWRLWV̹̻VWURQJ
portfolio with a spot at Newport Leisure
Park in Spytty Park, taking a central
position in the former Megabowl unit.
The Park is owned by Otium Real
Estate, the property investment company
WKDWUXQVDe̸̶̶PLQYHVWPHQWIXQG
focused on leisure real estate.
'HWDLOVKWWSOHLVU"D M̺%̻4B+

Nuffield Health: new
sports performance lab

PHOTO: SHUTTERSTOCK.COM

Fitness market ‘to grow 300%’
The global fitness market is
primed for explosive growth
over the next decade, as
accelerated digitalisation and
a convergence of big brands
into the sector will spawn a
billion global fitness users.
That’s according to
renowned fitness expert Bryan
O’Rourke, who says more
consumers will buy into fitness
experiences as technology
makes it easier to access them.
He believes the combination of
wearable technology, smarter
Technology will alter the fitness landscape drastically
mobile apps and better use
of the resultant data will profoundly affect the
as SoulCycle, Equinox and Under Armour
way people think about their wellbeing and fuel
– will continue to reap rewards, whereas
significant industry growth.
established brands unable to shake-off their
He says omnichannel brands with a blend
legacy costs will feel further pain.
of digital and physical experiences – such
'HWDLOVKWWSOHLVU"D $̽;̿UB+

GM Adam Hanover and his team
Nuffield Health has opened its first
specialist sports performance lab at its
flagship City Fitness and Wellbeing gym in
/RQGRQRIIHULQJHOLWHOHYHOGLDJQRVWLFVWR
KHOSFOLHQWVGHYHORSWDLORUHGSURJUDPPHV
The City Fitness site, which recently
EHQHILWHGIURPDe̷̿PLQYHVWPHQW
LVDLPLQJWREULQJHOLWHOHYHOWRROVDQG
DQDO\VLVWRDZLGHUDXGLHQFH7KH1XIILHOG
+HDOWK6SRUWV3HUIRUPDQFH/DEZLOO
support those looking to improve sports
performance while also supporting injury
UHKDEYLDDWHDPRIVSHFLDOLVWV
'HWDLOVKWWSOHLVU"D J̹-̽YB+
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UK news
Finalists announced for
Flame Awards 2016
)LQDOLVWVIRUWKH̸̶̷̼)ODPH$ZDUGVZHUH
unveiled recently by ukactive executive
director Steven Ward during a live webinar.
Leisure centre operator Everyone Active
led the way with eight nominations, closely
IROORZHGE\̷/LIHZLWKVL[«QHUJLH*URXS
and Fusion Lifestyle both received four
nods, while Places for People Leisure and
*//KDYHWKUHHDSLHFH
The awards – which are sponsored
by Matrix Fitness – will be announced at
DJOLW]\VKRZWDNLQJSODFHRQ̸̿-XQHDW
Telford International Centre. As ever, they
will be held in conjunction with the annual
Flame Conference – which this year sees
New Zealand rugby star and leadership
expert Sean Fitzpatrick deliver a keynote.
Also speaking at Flame is futurist Stefan
Hyttfors, who has worked with brands
such as Unilever, IBM and PwC to teach
businesses about how they can deal with
change in an uncertain world.
'HWDLOVKWWSOHLVU"D ̾8̽Y̽B+

Virgin Active unveils new
Tough Mudder tie-ups

ClassPass price
hike hits hard

Plans from ClassPassWRFKDUJH̹̿SHUFHQW
PRUHIRULWVSUHPLXPSDFNDJHZHQWGRZQOLNHD
̶̻NJNHWWOHEHOODPRQJ/RQGRQXVHUVODVWPRQWK
ZKRYHQWHGIXU\RQVRFLDOPHGLD
,QDQHPDLOWRFRQVXPHUVWKHVWXGLR
VXEVFULSWLRQVHUYLFHH[SODLQHGWKDWLWVFXUUHQW
RIIHULQJ ZKLFKDOORZVXQOLPLWHGDFFHVVWR
FOXEVLQLWVQHWZRUNȲDOWKRXJKXVHUVFDQRQO\
YLVLWWKHVDPHVWXGLRWKUHHWLPHVLQDPRQWK 
ZLOOVRRQLQFUHDVHLQSULFHIURPe̽̿WRe̷̷̶
DPRQWK0HDQZKLOHDQHZEDVHRIIHULQJRI
e̻̻DPRQWKJLYHVDFFHVVWRDWRWDORIILYH
FODVVHV7KHSULFHKLNHSURPSWHGDQDQJU\
UHVSRQVHIURPXVHUVRQ7ZLWWHUZLWK
PDQ\VXJJHVWLQJWKH\ZRXOGFDQFHO
WKHLUPHPEHUVKLSV
$FFRUGLQJWR&ODVV3DVV&(23D\DO
.DGDNLDWKHFKDQJHUHIOHFWVDQHHG
ȺWRFUHDWHORQJHYLW\ZLWKPHPEHUV
DQGSDUWQHUVȻ
6KHDGGHGȺ:HȷYHUHDOLVHGD
RQHVL]HILWVDOOPHPEHUVKLSLV
QRWGLYHUVHHQRXJKWRVHUYH
DOORXUPHPEHUVȷXQLTXH
QHHGVZKLFKLVZK\ZH
KDYHGHFLGHGWRUROORXW
QHZSODQV:HZDQWHGDQ
HDVLHUHQWU\SRLQWIRUQHZ
XVHUVDVZHOODVWKHDELOLW\
WRNHHSRIIHULQJDQH[FHSWLRQDO
H[SHULHQFHWRWKRVHZKRORYHRXU
ClassPass CEO Payal Kadakia says the
XQOLPLWHGSURGXFWȻ
move will ensure ‘longevity’ for partners
'HWDLOVKWWSOHLVU"D <̽D̽=B+

Extreme events are in high demand

Fitness First back on the BEAT

Virgin Active has announcedQHZ
RIIHULQJVDLPHGDWH[WUHPHILWQHVVIDQV
DKHDGRIWKH7RXJK0XGGHUHYHQWVHDVRQ
6KDNLQJXSLWV7RXJK0XGGHU
SDUWQHUVKLSZKLFKEHJDQODVW\HDU
0XGGHU0DNHU̸̶LVDQHZFODVVIURP
9LUJLQ$FWLYHGHVLJQHGWRSXVK0XGGHUV
LQWUDLQLQJWRWKHLUSK\VLFDODQGPHQWDO
PD[7KH̺̻PLQXWHFLUFXLWVW\OHFODVVZLOO
SXWSDUWLFLSDQWVWKURXJKILYHFKDOOHQJLQJ
REVWDFOHVDQGILYHERG\ZHLJKWFRQGLWLRQLQJ
H[HUFLVHVVHWWRDURFNVRXQGWUDFN
0XGGHU0DNHU̸̶ZLOORIIHUDQ
DGUHQDOLQHEDVHGZRUNRXWWRSUHSDUHDOO
ILWQHVVOHYHOVIRU7RXJK0XGGHU
0HDQZKLOH9LUJLQ$FWLYHLVDOVRRIIHULQJ
DOO0XGGHUVVLJQHGXSWRDOLYHHYHQWWKH
FKDQFHWRMRLQDQ\RILWV̶̿8.J\PVZLWK
QRMRLQLQJIHHRQDQRQFRQWUDFWEDVLV
IRUDVOLWWOHRUDVORQJDVWKH\OLNHWRKHOS
WKHPWUDLQIRUWKHHYHQW
'HWDLOVKWWSOHLVU"D W̺H̻XB+

Fitness First is planning
to push ahead with the rollout of its microgym concept
BEAT, with ‘club-within-aclub’ boutiques soon to be
added to a number of the
chain’s London sites.
BEAT, which debuted
LQ0DUFK̸̶̷̺LVDKHDUW
rate focused studio concept
launched in response to
the growing popularity of
boutique studios among
London gym-goers. However,
the inaugural BEAT boutique
was closed earlier this year,
Fitness First retains broad ambitions for BEAT
casting doubt on the future
of the concept.
But HCM has learned that Fitness First
locations by the end of the year. BEAT is
retains broad ambitions for BEAT and is
currently available at two clubs: Fitness
working to add the concept into its health
First The Strand and Fitness First London
clubs at Fenchurch Street and Bishopsgate
Bridge Cottons.
sites this summer, plus up to four more
'HWDLOVKWWSOHLVU"D 1̿\̼&B+
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UNLEASH EXPLOSIVE
ATHLETIC PERFORMANCE

WITH THE S-DRIVE PERFORMANCE TRAINER

Discover the unmatched versatility of the S-Drive Performance Trainer, and increase
your explosiveness and endurance, while refining your form. The S-Drive Performance
Trainer combines the benefits of self-powered treadmills, weighted sleds, and
resistance parachutes and harness systems, in one, space-saving footprint.

6HH::C6I

UK news
New data intelligence
hub for fitness operators

The new portal rolled out last month
payasUGym has launched a new
business intelligence platform – dubbed
WKHȶ3DUWQHU3RUWDOȷȲGHVLJQHGWRKHOS
ILWQHVVRSHUDWRUVPD[LPLVHWKHSRWHQWLDO
of their business and drive profits.
The fitness marketplace provider has
invested in the platform as it moves to
SURYLGHSDUWQHUVZLWKPDUNHWGDWDDQG
information that enables them to make
better-informed strategic decisions.
SD\DV8*\PȷV3DUWQHU3RUWDOZLOOXVH
transactional data gathered from more
WKDQ̸̶̶̹ILWQHVVYHQXHVRYHUDILYH\HDU
period to power innovative new tools
VXFKDVWKH3ULFH&DOFXODWRU0LVVHG6DOHV
$QDO\VLV&RPSHWLWLYH5DQNDQGQHZ
Customer Feedback analysis.
It will also enable operators to assess
the importance of online assets such as
SKRWRJUDSK\GHVFULSWLRQVDQGUHYLHZV
'HWDLOVKWWSOHLVU"D ̸4̹0̽B+

Classes are
soundtracked
by live DJs
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Green Gym offers physical
Green Gym
to reduce isolation and support better mental wellbeing
activity
withaims
a purpose

Big ambitions for Green Gym
A conservation initiative which aims to
offer “physical activity with a purpose” is
planning to become the UK’s largest physical
activity initiative as it gears up for expansion.
*UHHQ*\PZKLFKZDVFRIRXQGHGLQ̷̿̿̾
by activity expert Dr William Bird with The
Conservation Volunteers, has steadily grown
WRUHDFK̷̶̺VLWHVDFURVVWKH8.DQGODVW\HDU
ZRQe̶̶̶̺̻̽LQJURZWKIXQGLQJIURP1HVWD
and the Cabinet Office. Organisers now want
WRUHDFK̶̶̼ORFDWLRQVLQWKHQH[WILYH\HDUV
Green Gym aims to improve the health
and wellbeing of its participants – typically
harder to reach demographics who may be
experiencing joblessness, ill health due to
lifestyle, or mental health conditions – by
boosting their activity levels, reducing isolation
and supporting better mental wellbeing.

“We’re committed to building healthier and
happier communities and are firmly of the belief
that we need to empower people to look after
themselves,” said Green Gym MD Craig Lister,
a physiologist who has held senior roles in both
the fitness and public health sectors with the
OLNHVRI3XEOLF+HDOWK(QJODQGDQGWKH1+6
“People need to feel valued and feel that
they’re providing value, which is why physical
activity with a purpose – creating a new pathway
for a park, for example – might appeal to some
people more than running on a treadmill.”
Green Gyms are a weekly activity, running
for three to four hours at a local community
facility such as a park. Each Green Gym has
XSWR̶̻Ȳ̶̼YROXQWHHUVZLWKWXUQRXWRQDQ\
RQHZHHNW\SLFDOO\UDQJLQJIURPVL[WR̸̶
'HWDLOVKWWSOHLVU"D P̽T̻=B+

Best’s Bootcamp enters the fray
DW Sports Fitness director Scott Best
has moved into the booming boutique
studio sector with the launch of his first
Best’s Bootcamp site in central London’s
Charing Cross area.
Best is owner of the brand and is said to
have “ambitious plans to open other sites
in London”. The new class-based model is
pitching itself alongside Barry’s Bootcamp
DQG̷5HEHOLQZKDWLWFDOOVWKHȶOX[HILWQHVV
block’ and says it wants to offer a more
SHUVRQDODSSURDFKWRJURXSH[HUFLVH
Key to this is the studio’s Trainer Cam
H[SHULHQFHZKLFKHQVXUHVWKHWUDLQHULV
visible on screens as they move around
the studio – designed to help participants
maintain form and technique.
7KHUDQJHRI̶̻PLQXWHFODVVHV e̸̶
each) are soundtracked by Best’s resident
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'-VZKRPL[IUHVKWUDFNVIRUHYHU\
session to ensure workout participants
never listen to the same music twice.
Ⱥ:HȷUHVRH[FLWHGWRODXQFKWKLV
dynamic new offering to the boot
FDPSVHFWRULQWKHKHDUWRI/RQGRQȻ
VDLG/HH'UDEEOHPDQDJLQJGLUHFWRURI
%HVWȷV%RRWFDPSVȺ*XHVWVFDQH[SHFWD
FRQYHQLHQWHIIHFWLYHDQGVW\OLVKH[SHULHQFH
DWRXULQDXJXUDOVOHHNQHZVWXGLRZLWKWKH
capital’s top trainers in a high octane and
sociable environment.”
The studio features FreeMotion
Treadmills and has an array of floor-based
H[HUFLVHVFHQWUHGRQWKH%HVWȷV%R[ȲZKLFK
has been designed in-house in conjunction
with Escape Fitness and offers two different
height options for a versatile workout.
'HWDLOVKWWSOHLVU"D ̸W̽Q̻B+

PRAMA.
THE INTERACTIVE FITNESS PLATFORM.

PRAMA is a new category of ﬁtness. PRAMA is a revolutionary
experience. PRAMA is simple to use. PRAMA means a completely NEW
and UNIQUE experience for your members.
PRAMA Experience enables you to see our fully integrated system in
action, where our entire portfolio of sound, lights, ﬂoors and walls come
to life to motivate and guide you through a completely unique training
session!

PAVIGYM UK
Tel: 01223 969 870
email: support.uk@pavigym.com

UK news

Cycling in bus lanes
̣5HEHOLVSODQQLQJLWVRZQVSLQRQDFWLYHFRPPXWLQJZLWKF\FOLQJVWXGLRVRQ
/RQGRQEXVHV6RZKDWȷVWKHFRQVHQVXVRQWKLVH\HFDWFKLQJQHZLGHD"

̣5HEHO

KDVJUDEEHGWKH
KHDGOLQHVRQFHDJDLQ
ZLWKSODQVIRUDVHULHVRIJURXSF\FOLQJ
EXVHVGHVLJQHGWRKHOSILWQHVVIDQV
PDNHWKHPRVWRIWKHLUFRPPXWH
7KHERXWLTXHVWXGLRLVLQWDONVZLWK
7UDQVSRUWIRU/RQGRQ 7I/ DQGFRDFK
FRPSDQLHVRYHUWKHSODQVZKLFKZRXOG
VHHVSHFLDOO\DGDSWHG5LGH5HEHOEXVHV
RIIHU̧̦PLQXWHJURXSF\FOLQJFODVVHV
ZKLOHIHUU\LQJFRPPXWHUVLQWR/RQGRQ
,QLWLDOLQWHUHVWLQWKHVFKHPHKDVEHHQ
ȺSKHQRPHQDOȻVD\Ṿ5HEHOFRIRXQGHU-DPHV
%DOIRXUZKRKRSHVWRVRRQQDPHDEXV
FRPSDQ\SDUWQHUZLWKDYLHZWRODXQFKLQJ
WKHFRQFHSWE\WKHHQGRIVXPPHU
Ⱥ7LPHLVSUHFLRXVLQ/RQGRQDQGIRU
WKHPDQ\SHRSOHZKRZDQWWRZRUNRXW
EHIRUHZRUNWKH\RIWHQIDFHDWKUHHKRXU

The Ride2Rebel buses
would offer 45-minute
classes while ferrying
commuters into London

We received more than 300
registrations in the first couple of
hours. The demand is definitely there
– James Balfour, 1Rebel
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door-to-door commute each morning,”
Balfour told Health Club Management.
“We want to break the monotony of the
soulless commute and offer people a more
fulfilling experience by adding our popular
Ride class into their morning routine.”
Balfour hopes that, by securing an
agreement whereby the vehicles can use
bus lanes, the service will be a no-brainer
for commuters, both in terms of grabbing a
morning workout and cutting travel time.
̣5HEHOLVFXUUHQWO\FDOOLQJIRUUHJLVWUDWLRQV
of interest on its website and will collate the
data to help decide how many bus services
it should run, and from which locations
around London. The operator plans to end
MRXUQH\VDWLWV6W0DU\$[Ḥ5HEHOVWXGLRLQ
the City, where participants will be able to
have a shower and a pre-work smoothie.
“We still have a few hurdles to clear in
terms of health and safety and permits, but
we’ve seen incredible enthusiasm for the
concept so far and we’re convinced it will
be a hit,” added Balfour. “We received more
WKDQ̢̢UHJLVWUDWLRQVLQWKHILUVWFRXSOHRI
hours, and so much interest that our website
crashed. The demand is definitely there.”

VIEWS FROM THE INDUSTRY
STEVEN WARD

Executive director, ukactive
̣5HEHOȷVDQQRXQFHPHQWRIDFRPPXWLQJ6SLQFODVVLVH[DFWO\
what its disruptor brand is all about: being rebellious.
b6ROXWLRQVWRWKHELJLVVXHVRIWKHGD\FRPHWKURXJK
radical innovation, which is the category this concept fits
in to. Unless we work out ways to make our commutes,
our jobs and our everyday lives more active, we won’t
make the significant dents into inactivity that are needed.
Bold plans lead to real change.
7KHLGHDRID6SLQFODVVRQDEXVJHWVSHRSOHWDONLQJ
and gets people thinking. It sparks a debate about the
undeniable dangers of cycling to work, and the need for all
of us to find time within increasingly busy schedules to exercise.
0\KXQFKLVWKDWWKLVVWDUWHGRXWDVDQLGHDZKLFKHYHQWKḤ5HEHOWHDPWKRXJKW
less likely to happen than commuting on a magic carpet ride – albeit a fantastic piece
of brand-led PR – but it's something that just might be crazy enough to work.
If the genie is let out of the bottle, then I can guarantee I’ll be one of the first
paying customers for this new service.

Solutions to the big issues of the day come
through radical innovation, which is
the category this concept fits in to
SAM YOUNG

Sustainable Design graduate & active travel expert
The Ride2Rebel bus is a very creative and
intriguing ‘spin’ on active commuter travel.
Based on my own research and concept creation in this
area, I believe it eliminates a few of the main barriers to active
travel – for example, weather conditions, safety on the roads,
and initial set-up and cost of equipment. By offering a shower
at the end of the journey, and presumably somewhere on
the bus for people to leave clothes to change into after
their workout, other major barriers will be overcome.
In my research, I also found some of these barriers
created a gender split. For example, although road
safety is a universal concern, women were particularly tuned in to this issue.
Women also placed more importance on showers and changing facilities
after an active commute. The Ride2Rebel bus service will help eliminate
this gender split and encourage active commuting across the board.
As an active commuter myself, I like to be in full control of my commute,
able to alter the time I leave to factor in tasks. Ride2Rebel won’t offer this
degree of flexibility as it will have to run to a set schedule, but I nevertheless
IHHOLWȷVDJUHDWZD\WRHQFRXUDJHQRQDFWLYHFRPPXWHUVWREUHDNWKHPRXOGb
The concept will have a few major hurdles with infrastructure and safety, but
in the long run I can even see the potential for energy harvesting – which in
turn opens up the possibility of creating a fully eco-friendly, renewable service.
That would be an amazing step in the right direction in terms of reducing
carbon emissions in London, in line with the Ultra Low Emission Zone set
IRU̢̢DVZHOODVRSHQLQJGRRUVWRIXUWKHUVHOISRZHUHGWUDQVSRUW

In the long run I can see the potential
for energy harvesting – and with it a
fully eco-friendly, renewable service
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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Technology news
Fitbit marches on with
strong Q1 sales growth

Fitbit Blaze was a key driver of growth
Fitbit reported salesRIe̹̺̻PIRU
WKHILUVWTXDUWHURI̸̶̷̼ȲD̶̻SHU
FHQWLQFUHDVHRQ4̷̸̶̷̻ȲSURPSWLQJ
the fitness tracking giant to raise profit
guidance for the rest of the year.
The company shook off potential
lawsuits around the accuracy of its fitness
WUDFNHUVWRVHOO̺̾PLOOLRQFRQQHFWHG
health and fitness devices in the first
TXDUWHUZLWK̶̽SHUFHQWRIUHYHQXH
coming from the US market.
The new smartwatch-inspired Fitbit
Blaze – which the company unveiled at
this year’s CES Show in January – has
sold one million units since it launched
DQGDFFRXQWHGIRU̺̽SHUFHQWRIWKH
FRPSDQ\ȷV4̷UHYHQXH+DYLQJUHFHQWO\
floated on the New York Stock Exchange,
the company cheered investors with an
XSJUDGHGIRUHFDVWIRU4̸UHYHQXHDVZHOO
'HWDLOVKWWSOHLVU"D U̻\̺*B+

Goals is designed to help people squeeze ‘me time’ into their busy daily schedules

Google wants to boost gym visits
Google has continued efforts to get more
people active with the introduction of a new
tool to its Calendar platform which helps
hard-pressed people find time to work out.
The new addition to Google Calendar,
which is used by millions of people around
the world via Gmail and the mobile app, is
called Goals and is designed to help people
squeeze time out of their busy schedules
to fulfil their aspirations.
Users simply have to add a goal into their
calendar – for example ‘work out more’ –
and then answer a series of questions about
the frequency, duration and other aspects
of their desired activity. Using artificial
intelligence, Goals then scours a person’s
Calendar schedule and suggests suitable
times to squeeze in sessions.

If someone is unable to make a session,
Goals will automatically seek out the next
slot and then analyse workout patterns to
inform its scheduling moving forwards.
The development – which was released
for iPhone and Android users to celebrate
*RRJOH&DOHQGDUȷV̷̶WKELUWKGD\ȲPDUNV
Google’s latest initiative over recent years to
get people exercising more.
The company has teamed up with a
number of wearable tech devices via its
Android Wear platform and has launched its
own fitness tracking and analysis app, Google
Fit. The tech giant has also enabled health
clubs to offer virtual tours to prospective
customers through its virtual marketing
tool Google Business View.
'HWDLOVKWWSOHLVU"D M̼9̿6B+

New app to get children active
A serial entrepreneur with
experience of working in Silicon
Valley has turned his attention to
boosting youth activity through an
innovative new booking platform
designed to get young people moving.
Robin Brattel – who has founded
multiple tech companies and who
previously worked alongside the
inventor of the World Wide Web,
Tim Berners-Lee – is due to launch
Goplaygo this month, a booking app
/ platform which aims to take the
pain out of arranging physical activity
sessions for young children.
“It was born out of my frustration at
how difficult it was to book activities such
as swimming and dancing for my own kids,”
Goplaygo CEO Brattel told HCM. “Parents
26

Booking on the app takes two minutes
want a painless way to arrange their kids’
activities and providers want to maximise
capacity, but no-one’s really cracked it yet.”
Currently, only half of seven-year-olds
are meeting recommended physical activity
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JXLGHOLQHVRI̶̼PLQXWHVDGD\ZLWK
bad habits often being forged through
sedentary early years. There’s been
increased focus among policymakers
on how to reverse the situation, amid
warnings that inactive lifestyles are a
ȶWLFNLQJWLPHERPEȷIRUWKH1+6
The timely new app follows
recent policy calls from ukactive
for the government and technology
companies to incentivise and
reward developers who are
creating technology that can get
children moving.
Brattel intends to launch in north
London before scaling up across the United
.LQJGRP+HDOVRKDVSODQVLQSODFHIRUD86
launch later this year.
'HWDLOVKWWSOHLVU"D \̻Z̸;B+

Supplier & training news
Virtuagym announces
raft of new tech tie-ups

NEO Health’s tracker The One

ESA staff including astronaut Tim Peake, currently in space, value their fitness highly

Health and fitness software provider
Virtuagym has unveiled several new
partnerships as the Dutch-based firm
seeks to boost its offering for gym
operators, PTs and members.
+DYLQJUHFHQWO\VHFXUHGɳ̸̷PLQ
funding from Belgium-based Saffelberg
Investments to fuel international growth,
Virtuagym is seeking to strengthen
its range of products through several
symbiotic collaborations.
As such, the firm has partnered with
Amsterdam-based tech start-up NEO
Health, which is introducing both a
new body composition monitor and
activity tracking device. The tie-up sees
Virtuagym providing software integration
and marketing support for NEO Health
products, which will automatically sync
ZLWKWKH9LUWXDJ\PSODWIRUP VHHS̽̿ 
'HWDLOVKWWSOHLVU"D '̿W̿;B+

Life Fitness ready for lift-off
Life Fitness is playing its part in the
space race, having equipped a brand new
corporate gym at the European Space
Agency’s (ESA) first UK centre in Didcot.
To celebrate the launch, ESA staff
supported their astronaut Tim Peake in his
recent space marathon by putting the new
equipment to good use and completing the
̸̼PLOHVDVSDUWRI7HDP$VWURQDXW
7KHQHZe̸̶̶̶̻ILWQHVVIDFLOLW\ȲDW7KH
European Centre for Space Applications and
7HOHFRPPXQLFDWLRQV (&6$7 ȲLVRSHQWR
(6$ȷV̶̾VWURQJZRUNIRUFHRIVFLHQWLVWVDQG
HQJLQHHUVDORQJZLWK(6$YLVLWRUVIURP̷̸
different European nations and Canada.
Based at the Harwell Campus in
2[IRUGVKLUHȲDOVRNQRZQDVWKH8.
6SDFH*DWHZD\Ȳ(&6$7LVWKHODWHVW

addition to ESA’s operational sites across
Europe and supports activities related to
telecommunications, integrated applications,
climate change, technology and science.
Having previously supplied the ESA centre
in the Netherlands, Life Fitness was again
chosen to cater for ESA’s activity needs after
winning a competitive tender process.
For CV training, Life Fitness has installed a
number of durable, high performance pieces
from the Integrity Series including a treadmill,
FURVVWUDLQHUDQGXSULJKW/LIHF\OHELNHDORQJ
with the Row GX trainer for a realistic
URZLQJH[SHULHQFHDQGIXOOERG\ZRUNRXW
Strength stations include the versatile
Signature Series dual adjustable pulley and
Smith machine.
'HWDLOVKWWSOHLVU"D %̻3̿(B+

CIMSPA: New member scheme
CIMSPA has launched a new
membership scheme for sector
professionals, which it has billed as an
‘alternative to REPs’.
The introduction of a rival accreditation
system marks the latest chapter in
CIMSPA’s efforts to establish itself as the
industry’s main professional body, as it
seeks to improve skills standards.
7KHSDVW̸̺PRQWKVKDVVHHQDSHULRG
of intense debate over the direction of
workforce development in the sector, with
several big name employers calling for
change in the form of new skills standards
being established under CIMSPA.
The chartered body was handed a
significant boost in December, when the
government’s Sporting Future strategy
charged Sport England to work with

CIMSPA to deliver a single set of skills
standards for the physical activity sector.
Eager to strike while the iron is hot,
CIMSPA has now unveiled its new
membership scheme to a number of
leading physical sector employers, in
addition to universities, colleges, awarding
organisations and training providers.
“We are delighted with the response
that we have received from the
soft launch of our new membership
categories,” said Tara Dillon, chief
executive of CIMSPA.
“This is a vital step towards our goal
of professionalising the sport, fitness and
activity workforce and meets the sector’s
demand for a robust and quality assured
skills development framework.”
'HWDLOVKWWSOHLVU"D 5̾J̻4B2

New scheme is ‘an alternative to REPs’
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People news

Averis has spent 15 years in the sector

Pavigym names Colin
Averis UK sales director
Sports and health club flooring
specialist Pavigym has announced Colin
Averis as sales director, UK and Ireland.
Averis, who takes over the reins from
Alan Cuthbert, will be tasked with driving
sales for Pavigym’s suite of products,
which includes the functional interactive
wall and floor solution Prama.
Averis arrives with broad experience from
across the sector, having held a wide range of
UROHVGXULQJKLV̷̻\HDUVLQWKHLQGXVWU\
Having started in the public sector as
a leisure operations manager working
on large commercial projects and
procurement, Averis later moved to
commercial sales, occupying positions
including an account management role for
Nautilus, Stairmaster and Schwinn. More
recently, Averis held sales roles with
Keiser UK and Matrix Fitness.
'HWDLOVKWWSOHLVU"D 9̺Q̺KB+

Wexer’s new global marketing and communications manager Lucy Button

Wexer unveils new London HQ
Wexer Virtual has opened a new central
London headquarters as the virtual fitness
provider seeks to scale up its offering to new
and existing partners.
Currently working with leading fitness
RSHUDWRUVDFURVVPRUHWKDQ̶̹FRXQWULHV
worldwide, Wexer wants its office in
Bishopsgate to be the launchpad for “a
new wave of innovation across the digital
landscape”. The company now has offices in
London, Copenhagen and New York.
“After eight years of continued growth,
we are proud to achieve another important
milestone in the company’s short history,”
said Paul Bowman, CEO of Wexer Virtual,
who took up the reins from founder
Rasmus Ingerslev a year ago. “With our new
headquarters, we aim to remain focused

on innovation and opportunity as we strive
to work with our partners and build new
relationships to make exercise more accessible
through the use of virtual fitness.”
In addition to the London premises, Wexer
has also announced new recruits in the form
of Daniel Waide and Lucy Button.
Waide will be based in the US office, where
he will serve as country manager, handling
relationships with Wexer’s existing partners as
well as working to generate new business.
Meanwhile, Button will join Bowman and
the team in London, where she will focus
on the company’s global marketing and
communication strategy. Bowman said both
bring a “wealth of expertise” to help the
company reach the “next level”.
'HWDLOVKWWSOHLVU"D H̸'̺FB+

Stalker steps down at ukactive
ukactive has begun its search for a new
chair of its Membership Council, with
previous incumbent David Stalker having
stepped down at the end of last month.
Stalker, who became ukactive
Membership Council chair after quitting
DV&(2LQ̸̶̷̻LVOHDYLQJWKHIURQWOLQHRI
the fitness sector to focus on growing his
trampolining business Oxygen Freejumping.
As such, the search is now on to find
a new chair for the Membership Council,
which underwent a significant restructuring
ODVW\HDUDVSDUWRIXNDFWLYHȷV̷̸PRQWK
governance review.
The Council is seeking a new chair
who will bring a “substantial track record
of leadership gained in the sector” with
experience of key issues relevant to the
ukactive membership base.

28

“The Membership Council plays a leading
role in setting the agenda and tackling the
critical issues for the sector,” said ukactive
executive director Steven Ward.
“We look forward to bringing a person
on board with the experience and calibre
to continue the excellent work that has
been started by the Council. We would
like to thank David Stalker for his excellent
work in forming and galvanising the
Membership Council as he hands it over
to his successor and concludes his formal
time with ukactive.”
To read an explosive interview with
Stalker on the future direction of the
sector, why we should be working with
big business, and what must be done to
SURIHVVLRQDOLVHWKHVHFWRUWXUQWRSDJH̹̺
'HWDLOVKWWSOHLVU"D W̹E̽TB+
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Stalker is to focus on his business ventures

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

0
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A PAYASUGYM PROMOTION

THE FITNESS MARKETPLACE,
THE FITNESS MARKETPLACE,
PUTTING CLUB OPERATORS IN
PUTTING CLUB OPERATORS IN
CONTROL
CONTROL

ǡ

The term ‘marketplace’ used to mean
a physical location that suppliers and
customers would congregate to do
business, whether that was a street
market or a shopping centre. Today,
the marketplace is very much online
and the health and fitness sector is
no different. Since December 2010 the
volume of searches in Google for ‘gym
membership’ and related terms has
increased by 250%.

Whilst other sectors can point at successful
marketplace service providers such as Zoopla,
Just Eat and AirBnB, health and fitness has been
comparatively slow to realise the benefits of
marketplace scale and the new customers they
attract.
Since launching in February 2011, PayAsUGym has
grown to become the leading online destination for
customers to compare and select a gym and now
caters for over 3 million customer searches every
month in the UK alone.

CONTROL
In the PayAsUGym fitness marketplace, operators
control every aspect of pricing, pass sales,
photography and can interact with highly influential
new customer feedback. They can carry out A/B
testing rapidly and make their own proposition more
competitive as a result.
ǡ

COMPETITION
League tables show how clubs perform versus
one another in local markets and missed sales
opportunities are analysed and shared to ensure
continuous improvement.
ǡ
As a result of its 5-year investment in UK club
operators, PayAsUGym has become a true partner to
the industry and the only genuine fitness marketplace
for customers to find the right club for them.

INTELLIGENCE
The key to the success of clubs using the marketplace
is based on PayAsUGym putting UK operators at the
heart of the proposition by taking customer insight and
sharing this through innovative decision making tools.ǡ

Whilst the name suggests a simple pay-as-you-go
gym service you would be wrong to judge a book by
its cover. Look again in more detail and you will find a
highly tuned sales engine, driving revenue and data
for almost half the clubs in the UK.
PayAsUGym recently upgraded their Partner
Portal using customer data taken from more than
2,500 fitness venues over a 5-year period. The
upgrades to the marketplace provide operators
with access to unique customer insight and the
tools needed to gain an advantage in three main
areas: Intelligence, Control and Competition.

INTERESTED IN ACCESSING MARKETPLACE
DATA AND CUSTOMER INSIGHT?
To find out how the PayAsUGym marketplace can
support your business, please get in touch via:
PayAsUGym.com/marketplace

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

SIBEC 16

SIBEC 16

UK

Europe

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

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

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

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

20
20

= Unparalleled value for money
= High Quality Seminar Program

Celebrating 20
years of SIBEC

For more information about
SIBEC please contact:

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

www.sibec.com

www.hoteceu.com

www.spateceu.com

powered by www.leisurediary.com

EVENTS CALENDAR
C H A R I T Y

JUNE
25–26 | GoFest

Sportcity, Manchester, UK
Now in its second year, GoFest is hailed
as a family festival of sport, dance, health
DQGʛWQHVV2WKHUHYHQWVLQWKHVHULHVDUH
scheduled on 13–14 August in Surrey, and
on 3–4 September in Winchester
www.gofest.co.uk

29 | ukactive
FLAME Conference

3+2726+877(5672&.&20

Telford International Centre,
Telford, UK
Attracts more than 850 delegates, with
a range of motivational and educational
VSHDNHUV,WȷVIROORZHGE\WKH)ODPH
$ZDUGVGLQQHULQWKHHYHQLQJ
www.ukactive.com

J U LY
13–17 | IDEA World
Fitness Convention

2DNIRUHVWVPDQJURYHVZDPSVFRʞHH
plantations, tropical rainforests, stunning
beaches and smoking volcanoes – this
12-day trek across Costa Rica, from the
3DFLʛFWRWKH&DULEEHDQSURPLVHVPXFK
adventure. And it’s not for the weakwilled: the longest day has up to 12 hours
of walking through tough, tropical terrain.
Along the route, participants will see
exotic birds and animals, experience
white water rafting, take in the country’s
highest volcano and have some free time
WRHQMR\WKHEHDFKHVEHIRUHʜ\LQJKRPH
The open charity challenge carries
a £399 registration fee and £3,850
minimum sponsorship.
www.discoveradventure.com

Los Angeles, California, US

SEPTEMBER

&ODLPHGWREHWKHZRUOGȷVORQJHVWUXQQLQJ
LQWHUQDWLRQDOʛWQHVVFRQYHQWLRQZLWK
HGXFDWLRQDOVHVVLRQVIURPWRSSUHVHQWHUV
www.ideafit.com/world

São Paulo, Brazil

27–28 | active-net Australasia
Melbourne, Australia

7KLVQHZHYHQWFRPSULVHVRQHWRRQH
business meetings between suppliers and
educators, a networking lunch and dinner,
SOXVZRUNVKRSV3DUDO\PSLDQDQGYLVLRQ
impaired triathlete John Domandl will also
JLYHDNH\QRWHSUHVHQWDWLRQ
www.active-net-australasia.org
C H A R I T Y

E V E N T

28 Jan–8 Feb 2017
Coast to Coast Rainforest
Trek, Costa Rica

1–3 | Annual IHRSA / Fitness
Brasil Latin American
Conference & Trade Show
2ʞHUVLQWHUDFWLYHVHVVLRQVLQFOXGLQJKRZ
WRVHVVLRQVDQGEHVWSUDFWLFHVKDULQJ
www.ihrsa.org/fitness-brasil

7 | UK National Fitness Day
UK-wide

Fitness providers across the UK open their
doors for free to allow the public to try
RXWDZLGHUDQJHRIʛWQHVVDFWLYLWLHV
www.nationalfitnessday.com

E V E N T

June–October 2016 (various dates)
The Channel Row Challenge
Youth charity the AHOY Centre puts together rowing challenges, complete with
instructors and training programme, for groups looking to make it 23 miles across the
English Channel from Dover harbour to Abbeyville Bouy. For teams of six to eight people.
www.ahoy.org.uk

8–10 | FIBO China
Shanghai, China

About 6,000 trade and private visitors
attended in 2015, while over 80 exhibitors
VKRZFDVHGRYHUGLʞHUHQWKHDOWKDQG
ʛWQHVVEUDQGV([SHFWVLPLODULQ
www.fibo-china.cn

20–21 | Leisure Industry Week
NEC, Birmingham, UK

7KH8.ȷVOHDGLQJOHLVXUHLQGXVWU\HYHQW
ZLWKDQHZʛWQHVVRULHQWDWHGIRFXVWDNHV
SODFHDWWKH1(&%LUPLQJKDPHDFK\HDU
www.liw.co.uk

21–23 | Interbike Expo

Mandalay Bay, Las Vegas, Nevada, US
:LWKKXQGUHGVRIH[KLELWRUVRQRQHʜRRU
WKHDQQXDO,QWHUELNH,QWHUQDWLRQDO%LF\FOH
Expo is where the bike industry gathers to
FHOHEUDWHHGXFDWHDQGFRQGXFWEXVLQHVV
www.interbike.com

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

Seminars are designed to help the 500+
delegates improve and grow their business,
DQGWKHUHȷVDOVRSOHQW\RIQHWZRUNLQJ
www.ihrsa.org/congress
healthclubmanagement.co.uk June 2016
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DAVID
STALKER

'XULQJKLVVHYHQ\HDUVDVXNDFWLYH&(2'DYLG6WDONHUZDVQHYHUVKRUWRIRSLQLRQVEXWRIWHQ
IRXQGKLPVHOIGXW\ERXQGWRKROGKLVWRQJXH1RZDVKHOHDYHVWKHʛWQHVVIURQWOLQHWRVFDOHXS
2[\JHQ)UHHMXPSLQJKHVKHGVWKHVKDFNOHVRIUHVSRQVLELOLW\DQGWHOOVJak Phillips why the sector
VKRXOGGLWFKLWVROGJXDUGHPEUDFHELJEXVLQHVVDQGVFUDS6NLOOV$FWLYH

What were the biggest changes to the
ʛWQHVVVHFWRUGXULQJ\RXUWLPHDWXNDFWLYH"
,QWKHSDVWIRXU\HDUVWKHLQGXVWU\ȷVEHHQFDXJKWLQWKH
FURVVKDLUVRIWKHFRQʜXHQFHRIKHDOWKWHFKQRORJ\VSRUW
DQGSRSXODUFXOWXUH LQFOXGLQJIDVKLRQDQGPXVLF 
2XUVLVRQHRIWKHIHZVHFWRUVDEOHWRVWUDGGOHWKHVH
PHJDWUHQGVDVUHOHYDQWLQJUDSSOLQJWKHFRVWVRIDQDJHLQJ
VRFLHW\DVLQDSSHDOLQJWRQHZJHQHUDWLRQVGHPDQGLQJ
HYHU\WKLQJRQLQGLYLGXDOLVHGWHUPV
:HȷYHVHHQWKHERUGHUVRIRXUVHFWRUVPDVKHGGRZQ
ZLWKQHZHQWUDQWVGRPLQDWLQJLQDOOVSKHUHVȲIURP$SSOH
OHDGLQJLWVSULPHWLPH79DGYHUWLVLQJZLWKDFWLYLW\WR3XUH
*\PEHFRPLQJWKHODUJHVW8.RSHUDWRUIURPDVWDQGLQJ
VWDUW$WWKHVDPHWLPHZHȷYHVHHQERWKSXEOLFVHFWRU
DXVWHULW\DQGDEHOLHIDPRQJ9&VWKDWWKHUHZDVDTXLFN
EXFNWREHPDGHIURPSURYLGLQJQRVHUYLFHDWKLJKIHHV
7KLVKDVDOOFRPHFUDVKLQJWRJHWKHULQWKHSDVWIRXU\HDUV
DORQH:HȷUHVHHLQJQHZEXVLQHVVPRGHOVDQGLQYHVWPHQWV
LQVHUYLFHWRPHHWQHZGHPDQGVDQGH[SHFWDWLRQV,ȷP
SURXGWKDWXNDFWLYHZDVOD\LQJWKHSDWKIRUWKLVGXULQJP\
WLPHWKHUHZHȷYHKHOSHGWUDQVIRUP&,063$ZRQQDWLRQDO
DZDUGVIRUOREE\LQJDQGUDLVHGPLOOLRQVIRUSK\VLFDODFWLYLW\

:K\LVQȷWWKHVHFWRUPDNLQJIDVWHUSURJUHVV"
7KLVLVVWLOODQLQGXVWU\ODUJHO\EDVHGRQJXWIHHOZHGR
WKLQJVEHFDXVHWKDWȷVWKHZD\ZHȷYHDOZD\VGRQHWKHP,WȷV
ZK\FRQFHSWVVXFKDVWKHROG/,:UXQE\8%0VXUYLYHG
ZHOOSDVWLWVH[SLU\GDWH$OOWRRRIWHQWKHUHȷVDUHOLDQFH
RQKDELWXDOGHFLVLRQPDNLQJLQWKHVHFWRUDVRSSRVHGWRD
JHQXLQHFRQVLGHUDWLRQRIWKHYDOXHWKLQJVEULQJ

Too many people are still in the sector when they
VKRXOGEHRʞGRLQJVRPHWKLQJQHZDQGWKH\ȷUH
SUHYHQWLQJDQHZJHQHUDWLRQIURPFRPLQJLQZKRDUH
PRUHLQWRXFKZLWKWKHIXWXUHGLUHFWLRQRIWKHVHFWRU
DQGWKHFKDQJLQJGHPDQGVRIFRQVXPHUV:HKDYHD
ZKROHJDJJOHRIVRFDOOHGȶJXUXVȷVWULGLQJDURXQGWKH
LQGXVWU\ȲJXUXVRIGDWDUHWHQWLRQEHKDYLRXUPDUNHWLQJ
DQGVRRQȲZKRPDNHDJUHDWOLYLQJUXQQLQJWKHLQGXVWU\
GRZQDQGFRQWULEXWLQJYHU\OLWWOHWRLWVSURJUHVV,VKRXOG
DGGWKDWWKHH[FHSWLRQWRWKLVLV'U3DXO%HGIRUGȲD
WUXHJXUXRIUHWHQWLRQZLWKYDOXDEOHDGYLFHWRRʞHU
%XW,EHOLHYHFKDQJHLVFRPLQJ:HȷUHQRZPRYLQJ
LQWRDQHUDRIGDWDVFLHQFHDQGIDFWEH\RQGWKLV
ILUVWJHQHUDWLRQRIWKHVHFWRUZKHUHZHZHUHGRLQJ
HYHU\WKLQJIRUWKHILUVWWLPH
:HQRZKDYHWKLQJVOLNH*<0HWUL[ZKLFKFDQ
VFLHQWLILFDOO\VKRZXVKRZWRGHVLJQJ\PIORRUVWR
PHHWFRQVXPHUQHHG:HKDYHWKHXNDFWLYH5HVHDUFK
,QVWLWXWHEULQJLQJZRUOGFODVVDFDGHPLFH[SHUWLVHDQG
LQVLJKWWRXNDFWLYHPHPEHUV
:HDOVRKDYHRXWVWDQGLQJSHRSOHMRLQLQJRXULQGXVWU\
IURPRXWVLGHȲ7KH*\P*URXSȷV-LP*UDKDPDQG3XUH
*\PȷV+XPSKUH\&REEROGEHLQJMXVWWZRH[DPSOHV
:HKDYHJHQXLQHLQQRYDWRUVGULYLQJFKDQJHLQWKHSXEOLF
VHFWRUVXFKDV0DOFROP0F3KDLODW/LIH/HLVXUH$QG
ZHȷUHEUHHGLQJDQHZJHQHUDWLRQRI)XWXUH/HDGHUV
ZKRDUHDVFRPIRUWDEOHWDONLQJWRWKHERDUGRID&&*
DVWKH\DUHLQVHFXULQJLQYHVWPHQWIURPWKH&LW\7KH\ȷOO
VZHHSDZD\WKHJXWIHHOHUVLQWKHFRXUVHRIWKHQH[W
IHZ\HDUVȲDQGWKDWQHHGVWRKDSSHQ

This is still an industry largely based on gut feel; we do
things because that’s the way we’ve always done them
34
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Too many people are
still in the sector when
they should be RʞGRLQJ
VRPHWKLQJQHZ

PHOTO: PAUL McLAUGHLIN

David Stalker
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6WDONHUȺ2QO\WKHVHFWRU
LWVHOIFDQIDLO&,063$QRZȻ

It would help dramatically if SkillsActive accepted
its time has come and slip away into the night
Another area we must focus on is diversity. We
recently had a Parliamentary Dinner with the
Conservative Party, where there were more female Tory
03VWKDQIHPDOHʛWQHVVLQGXVWU\UHSUHVHQWDWLYHV:H
have events where Steve Ward is the most ethnically
GLYHUVHUHSUHVHQWDWLYHDQGKHȷVMXVWDOLWWOHELW*UHHN
We have to become more diverse at a senior level, and
WKDWPD\SURYHDPDMRUFKDOOHQJH

How do we improve the credibility of
ʛWQHVVSURIHVVLRQDOV"
7KHYLVLRQIRU&,063$LVFOHDUDQG,IHHO,ȷYHGRQHP\ELW
WKHUH7KHPDMRUHPSOR\HUVDUHEHKLQGLW'&06KDV
EDFNHGLWWROHDGWKHWUDQVIRUPDWLRQWRZDUGVKDYLQJWKH
ZRUNIRUFHZHQHHGDQG6SRUW(QJODQGLVKXJHO\HQJDJHG
DQGUHDG\WRVXSSRUWLWWKURXJKOLIWRʞ
%XWQRZZHQHHGWRUDOO\DURXQGWKLVDQGJHWRQZLWK
LW,IRSHUDWRUVGRQȷWVWHSXSDQGUHVSRQGWRWKHLQVWLWXWH
WKH\VKDSHGYLDWKHFRQVXOWDWLRQ,XQGHUWRRNLQWKH\
ZLOOKDYHQRWKLQJ,KHDURSHUDWRUVDUHDOODOLJQHGZLOOLQJ
DQGJRRGWRJREXWWKHȶJXWIHHOHUVȷDUHZDLWLQJWRVHH
ZKRHOVHJRHVʛUVW7LPHWRVKRZVRPHOHDGHUVKLS7KH
MRELVGRQHȲRQO\WKHVHFWRULWVHOIFDQIDLO&,063$QRZ
36
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,WZRXOGDOVRKHOSGUDPDWLFDOO\LI6NLOOV$FWLYHDFFHSWHG
LWVWLPHKDVFRPHDQGVOLSDZD\LQWRWKHQLJKW,WKDV
QRSXUSRVHDQGLVVLPSO\QRWQHHGHG7KHLQGXVWU\
VHWRXWZKHUHLWZDQWHGWRJRH[SOLFLWO\LQWKH63(/*
SURFHVVJDYH6NLOOV$FWLYHʛYH\HDUVWRGHOLYHUDQGLW
IDLOHG5DWKHUWKDQUHFRJQLVHWKDWLWVWLPHLVXSWKH
RUJDQLVDWLRQKDVʜRSSHGDURXQGOLNHDʛVKRQWKHGHFN
RIDERDWKDYLQJEHHQOLIWHGRXWRIWKHZDWHUȲJDVSLQJ
IRUOLIHDQGVSUD\LQJHYHU\RQHLQWKHSURFHVV
7KHULVNRIFROODWHUDOGDPDJHLVUHDODQGZHȷGEHEHWWHU
RʞOLVWHQLQJWRWKHPDMRUHPSOR\HUVWUDLQLQJSURYLGHUV
DQGDZDUGLQJRUJDQLVDWLRQVJHWWLQJEHKLQGRXURQH
SURIHVVLRQDO&KDUWHUHG,QVWLWXWHDQGGULYLQJWKHVHFWRU
IRUZDUG,Q7DUD'LOORQZHQRZKDYHDG\QDPLF&(2DW
&,063$ZLWKWKHVNLOOVWRGULYHWKLVDJHQGDIRUZDUGWKH
LQGXVWU\PXVWPDNHLWDSULRULW\WRVXSSRUWKHUIXOO\

:KDWȷVKROGLQJWKHVHFWRUȷVPDMRUERGLHVDQG
DVVRFLDWLRQVEDFNIURPFORVHUFROODERUDWLRQ"
,WȷVDQDUHDRIUHJUHWIRUPHWKDWUHODWLRQVKLSVZLWK
6SRUW(QJODQGZHUHQȷWEHWWHUGXULQJP\WLPHDW
ukactive. I think there was a lack of fundamental trust
LQWKHSDUWQHUVKLSDV6SRUW(QJODQGZDVUXQQLQJD

3+2723$8/0c/$8*+/,1

I NTE RV I E W DAV I D STA LK E R

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

I NTE RV I E W DAV I D STA LK E R

If there’s going to be £500m coming our way,
we’d better make sure we can show its impact
strategy that believed ‘how do we get more people
playing sport?’ was the question and that 49 National
Governing Bodies were the answer. At ukactive, we
knew that was ridiculous and we said so.
While we were able to do lots of great work together,
this lack of trust and fundamental disagreement on
strategy undermined our mutual chances of success.
I’m delighted to see this is changing and I’ve no doubt
the governance review of ukactive is a major part of that.
Sport England can now see a very strong, independent,
independently sustainable organisation with a unique
network and genuine expertise that can enable Sport
England to achieve the big tasks within its strategy. ukactive
is run by a world-class board and an outstanding chair in
7DQQL*UH\7KRPSVRQȲZKRSHUVRQLʛHVWKHOHYHORILQWHJULW\
needed – while in Steve Ward, Sport England has someone
to work with who knows its pain and wants to help.
The new Sports Strategy will be key to closer
collaboration between Sport England and ukactive, as
it’s now all about more people, more active, more often.
Movement is the goal, not sport, and the wider set of
outcomes play to the abilities of ukactive and its members.
The DCMS strategy was a major step in the right direction
and Sport England is now following suit. It would have been
very easy to retreat to its comfort zone, focus on NGBs, and
say it would get to the rest. But Sport England has recognised,
with the DCMS mandate, that the time is now.
38
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Where do you stand on big brand
partnerships? Does the industry really
need to work with the likes of Coca-Cola?
Ask the Treasury: it’s just announced plans to have school
sport sponsored by soft drinks through the ‘sugar tax’. My
view on this is simple: big brands have a marketing reach
DQGDELOLW\WRLQʜXHQFHFRQVXPHUVLQZD\VRXUVHFWRU
can only dream of. Does it absolve them of the need to
remove sugar from the national diet, educate consumers
on portion sizes and create a country of nutritionconscious people? No. They’ll be held to account for that.
What I think is interesting is that the sugar tax now
gives these companies a fundamental right to have an
opinion on all of this. They’ll be individually writing
FKHTXHVZLWKQLQHʛJXUHVRQWKHP7KH\ȷOOZDQWWRNQRZ
what they’re getting for that and where the evidence of
impact is. At the same time, you’ll have the nutrition lobby
stating that you can’t outrun a bad diet, with some truth
in it. So, if there’s going to be £500m coming the way of
our sector, we’d better get our house in order to avoid a
situation where these two powerful lobbies point out the
lack of impact they think we and their funding are having.

Does the rise of the ‘mega-trusts’ mean
reduced competition or a stronger sector?
Whoever said mega-trusts are reducing competition is wrong.
,WȷVʛHUFHUWKDQHYHUDQGWKDWȷVJUHDWIRUORFDOFRPPXQLWLHVO

PHOTO: SHUTTERSTOCK.COM

If school sport can be sponsored by soft
drinks via the sugar tax, why shouldn’t the
ʛWQHVVVHFWRUZRUNZLWK&RFD&ROD"

“Working together for a brighter future”

©Cybertrek 2016 healthclubmanagement.co.uk
www.1lifemanagementsolutions.co.uk

February 2016

53

BEATING
DIABETES
'LDEHWHVFRVWVWKH1+6eEQD\HDU,QDELGWRWDFNOHWKHULVLQJQXPEHURIVXʞHUHUV
WKHKHDOWKVHUYLFHLVWXUQLQJWRWKHKHDOWKDQGʛWQHVVLQGXVWU\IRUKHOS
Is this the move we’ve been waiting for? Kath HudsonUHSRUWV

A

mbitious plans were unveiled in March
to try and combat the growing issue
of type 2 diabetes across the UK – a
FRQGLWLRQWKDWFXUUHQWO\DʞHFWV
million people in England, with around
QHZGLDJQRVHVHYHU\\HDU
The new Diabetes Prevention Programme – a
collaboration between NHS England, Public Health
England and Diabetes UK – will identify those with
high blood sugar levels, deemed at high risk of
developing diabetes, and refer them into a
QLQHPRQWKSURJUDPPHRIKHDOWKDQGʛWQHVV
FRDFKLQJIXQGHGE\WKH1+6
Known as Healthier You, the programme
will incorporate personal training,
H[HUFLVHFODVVHVDQGQXWULWLRQDODGYLFH
Over nine months, patients will be
RʞHUHGDWOHDVWHGXFDWLRQDQG
exercise sessions – a total of at
OHDVWKRXUVIDFHWRIDFH,WZLOO
EHRʞHUHGWRDWRWDORIWR
people over the next four years, and
IURPDWDUDWHRISHRSOH
each year (see HCM0D\S 
And why? Because Britain
LVQRZRʡFLDOO\WKHVHFRQG
fattest nation in Europe, with
SHUFHQWRIDGXOWVFODVVHG
DVREHVH2QFXUUHQWWUHQGV
one in three people will be
REHVHE\ZKLOHRQHLQ
ZLOOGHYHORSW\SHGLDEHWHV
7KH1+6FDQȷWDʞRUGWKLV
diabetes already accounts
40
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IRUDUHSRUWHGSHUFHQWRILWVEXGJHW'LDEHWHV
8.HVWLPDWHVWKDWLWFRVWVeDPLQXWHWRWUHDW
GLDEHWHVDQGLWVFRPSOLFDWLRQV
:KLOHW\SHGLDEHWHVFDQȷWEHSUHYHQWHGDQGLVQȷW
linked to lifestyle, type 2 diabetes is strongly linked to
OLIHVW\OHDQGEHLQJRYHUZHLJKW2QWKHXSVLGHZLWKWKH
right diet and exercise, it’s a reversible disease, even for
WKRVHZKRKDYHVXʞHUHGWKHFRQGLWLRQIRUXSWRDGHFDGH
And that’s where Healthier You DLPVWRVWHSLQDSLORW
VFKHPHWKDWRʞHUHGWZRH[HUFLVHFODVVHVD
ZHHNȲLQFOXGLQJ+,,7DQGLQWHUYDOWUDLQLQJȲDV
well as classroom sessions on diet and lifestyle
found all participants lost weight, with more than
KDOIDOVRUHGXFLQJWKHLUGLDEHWHVULVN
Now would seem to be the perfect moment
IRUWKHʛWQHVVVHFWRUWRSURYHLWVHOIZKLOH
there are already examples of best practice at
health clubs around the country, the health
DQGʛWQHVVLQGXVWU\KDVEHHQZDLWLQJ
for the medical community to get
IXOO\EHKLQGLWVVHUYLFHV
But how can it make
the most of this golden
opportunity – not just to
get a slice of the action, but
to make sure the
results are achieved
and the burden on
the NHS is reduced?
And can the industry
use this initiative to
spearhead more preventative
healthcare measures? We ask
the experts…

PHOTO: SHUTTERSTOCK.COM

TA L K I N G P O I NT

To enhance compliance, it’s important that programme participants are shown tangible markers of improvement

Oliver Patrick
&RIRXQGHU9LDYL$FDGHP\
KLVVFKHPHUHʜHFWVDJURZLQJ
XQGHUVWDQGLQJRIWKHUROHRIʛWQHVV
DQGZHOOEHLQJSURIHVVLRQDOVLQ
UHOLHYLQJWKHSUHVVXUHRQDQRYHUORDGHG
1+6b:HQHHGWRJHWWKHFRVWRIGLDEHWHV
GRZQIDVWOLIHVW\OHPDQDJHPHQWLQWKH
IRUPRIPRYHPHQWDQGGLHWDU\FRQWURO
ZLOOEHDYLWDOFRPSRQHQWRIWKLV
b,QRXUH[SHULHQFHWRVXVWDLQHQJDJHPHQW
ZLWKKHDOWKLQWHUYHQWLRQSURJUDPPHVLWȷV
LPSRUWDQWIRUSDUWLFLSDQWVWREHVKRZQ
WDQJLEOHPDUNHUVRILPSURYHPHQWLGHDOO\
EORRGVXJDUOHYHOVDQGFHUWDLQO\ERG\
FRPSRVLWLRQ0HDVXUHPHQWVWDNHQDWWKH
EHJLQQLQJRIDSURJUDPPHJLYHDVHQVHRI

T

VWUDWHJ\DQGLPSRUWDQFHEXWDOVRJLYHDFOHDU
VHQVHRIUHIHUHQFHDQGDFKLHYHPHQWZKHQ
FRPSDUHGWRHQGUHVXOWV3URYLQJWKHHʞRUW
ZDVZRUWKZKLOHLVNH\WRGULYLQJFRPSOLDQFH
ZLWKKHDOWK\EHKDYLRXUVEH\RQGWKHHQGRI
WKHSURJUDPPHDQGDVSDUWRIDOLIHORQJSODQ
:LWKSURJUDPPHGHOLYHU\ZHȷYHIRXQG
LWȷVKHOSIXOWRFUHDWHDVIHZH[WUDORRSVLQWKH
SURFHVVDVSRVVLEOH2XUPRGHOVDLPWRKDYH
RQHKLJKO\FRPSHWHQWʛWQHVVSURIHVVLRQDO
GRWKHFOLQLFDOWHVWLQJUXQWKHH[HUFLVHFODVV
DQGFRDFKWKHQXWULWLRQHOHPHQW Fitness
SURIHVVLRQDOVFDQEHHDVLO\VNLOOHGXSWRGR
DOOWKUHHUROHVDQGDQLQGLYLGXDOSUDFWLWLRQHU
DVRSSRVHGWRDWHDPRISHRSOHFDQKDYH
DQDGYDQWDJHLQEXLOGLQJVWURQJUHODWLRQVKLSV
ZLWKWKHSDUWLFLSDQWVb

Create as few extra loops as possible. We have one
KLJKO\FRPSHWHQWʛWQHVVSURIHVVLRQDOGRWKHFOLQLFDO
WHVWLQJH[HUFLVHFODVVDQGQXWULWLRQHOHPHQW
Oliver Patrick

©Cybertrek 2016 healthclubmanagement.co.uk June 2016

41

Dr John Morgan

GP, Pennygate Medical Centre
ype 2 diabetes is a reversible
and curable disease, so this is
a very welcome development.
Sometimes only a small amount of
exercise is needed to bring a massive
EHQHʛWWRSK\VLFDODQGPHQWDOKHDOWK
as well as quality of life.
Education will be key to making
this programme a success, and
DQ\VXSSRUWWKHKHDOWKDQGʛWQHVV
industry can give to promote the
message that poor lifestyle, and poor
GLHWSRVHVDVLJQLʛFDQWULVNWRKHDOWK
would be very helpful.
([HUFLVHLVWKHPDLQVWD\LQWKHʛJKW
against diabetes, but this doesn’t only
have to happen in gyms and health
clubs, or even as deliberate ‘exercise’.
I think, if we’re going to reverse the
pandemic, we need to create living
and working environments that
encourage people to move more.
This could include measures such as
LQWURGXFLQJVWDQGLQJGHVNVWRRʡFHV
encouraging active commuting
and moving more during the day.
Ultimately, we need to build more
muscle and reduce the amount of
glucose in our system.
,ȷGOLNHWRVHHPRUHʛWQHVV
professionals coming out of clubs and
engaging with people in medical and
community settings, such as churches
DQGGD\FHQWUHVHʞHFWLYHO\WDNLQJWKH
gym into the community setting to
reach the unconverted.

7

Jenny Patrickson

MD, Active IQ
e’ve been talking about this for
some time, and now it’s a case
of working out the mechanics
to establish how the NHS can roll the
programme out in conjunction with the
physical activity sector. At the moment,
I don’t think the medical community and
our sector fully understand what we can
do for each other.
b7KLVGHPRJUDSKLFQHHGVVSHFLDOLVW
knowledge, so instructors may need
WRXSVNLOOWRD/HYHOTXDOLʛFDWLRQ
in order to deliver the programme.
+RZHYHUTXDOLʛFDWLRQVDOVRKDYHWREH
updated to make sure they’re in line with
current needs. We’re in the process of
UHIUHVKLQJWKH/HYHOTXDOLʛFDWLRQVQRZ
that ownership has transferred from
SkillsActive to awarding organisations
(following the recent changes to the
TXDOLʛFDWLRQIUDPHZRUN DQGWKHUHZLOOEH
an emphasis on client counselling, lifestyle
management and motivational change
strategies for dealing with people who
have health issues like diabetes and obesity.
b7KLVLQLWLDWLYHUHSUHVHQWVJUHDWSURJUHVV
from the medical community, but a more
proactive approach is needed as well, to
SUHYHQWWKHVHSUREOHPVLQWKHʛUVWSODFH
Could it be taken a step further, having
physical activity professionals based in
GP surgeries to give exercise and lifestyle
advice as a further preventative measure?
b6LPLODUO\WKHKHDOWKDQGʛWQHVVLQGXVWU\
is still predominantly focused on formal
sessions in the gym and studio, rather than
the broader-based community physical
activity spectrum, and we need to move
beyond that approach.

W
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Nikki Joule

Policy manager, 'LDEHWHV8.b
joint initiative between
Diabetes UK, NHS England
and Public Health England,
Healthier You: NHS Diabetes Prevention
Programme has been designed
based on the evidence of successful
trials and programmes. It will offer
personalised support to help those at
KLJKULVNRIW\SHGLDEHWHVbWRUHGXFH
their risk by making changes to their
diet and levels of physical activity.
Behaviour change is a key component
of the programme, so as well as
lifestyle advice, those referred will get
support to set and achieve goals and
make lasting changes.
b+RZHYHUZKLOHWKH1+6'LDEHWHV
Prevention Programme is a major step in
the right direction, the programme will
not be enough on its own to halt the rising
tide of obesity and type 2 diabetes. We
want to see action taken across a range
of areas to encourage people to lead
KHDOWKLHUOLYHV7KLVPXVWLQFOXGHSODFLQJ
restrictions on marketing junk foods to
children and having the government set
targets for the food and drinks industry
to reduce the salt, fat and sugar content
in their foods. All of these measures
should be included in the government’s
Childhood Obesity Strategy.
0HDQZKLOHWKHKHDOWKDQGʛWQHVV
industry needs to make sure it’s
VXʡFLHQWO\DZDUHRIZKDWW\SH
diabetes is, and how diet and physical
DFWLYLW\FDQKHOSUHGXFHULVNbRIWKH
condition. Fitness professionals also need
WREHFRQʛGHQWWRUHIHUWKHLUFOLHQWVWR
their GP if they think they’re at risk.

A

PHOTO: SHUTTERSTOCK.COM

TA L K I N G P O I NT

The medical community is waking up to the reach and impact that physical activity providers can bring

Neil King
MD, 1 Life
ur healthcare system won’t
be sustainable without a
plan to tackle the growth of
lifestyle diseases, so it’s important that
the dialogue which has been opened
between the medical community and the
active leisure sector remains intact and
grows stronger. We need a partnership
approach, with consideration given to the
reach and impact that physical activity
providers can bring.
Operators need to ensure they have a
WHDPRISURSHUO\WUDLQHGVWDʞDVZHOODV

O

a clear vision of what outcomes they’re
trying to achieve – and these should be
VSHFLʛFWRWKHORFDODXWKRULWLHVȷKHDOWKDQG
wellbeing objectives.
As a bare minimum, we need to
engage with the agenda and decide how
best we can help, without trying to be
a total solution. As with many things,
collaboration will be the key.
We also need to have a plan in place
to promote physical activity to the next
generation in a way that’s fun, engaging
and creates habits for life. That will be
the best possible safeguard against the
continued rise of diabetes. O

We need to have a plan in place to promote
activity to the next generation in a way that’s fun,
engaging and creates habits for life Ȳb1HLO.LQJ
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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Annie
Holden

The head of SLM’s Everyone Health talks to Kate Cracknell about the huge opportunity
that lies in preventative healthcare – if you tick all the boxes and do it right

I

“I became caught up with the politics of education
though, and had an opportunity to get out and pursue the
avenue of physical activity for cardiovascular health at a
local council. I was then seconded to a European research
programme focused on preventive cardiology. It took
a very multi-disciplinary, lifestyle approach to managing
risk, with physical activity as an integral component. I was
responsible for the physical activity element of the study.
“It was a very successful trial and was published in The
Lancet. That integrated model was subsequently rolled out
into local communities with some great success stories.
The project gave me an insight into the huge opportunities
out there to apply academic rigour to local settings.”
All of which brought her to her current role
ȲbDOWKRXJKVKHKDV\HWPRUHVWULQJVWRKHUERZ6KH
explains: “I also work for the BACPR – the British
Association of Cardiac Prevention and Rehabilitation
ȲbDQGKDYHGRQHVRIRUDERXW\HDUV,TXDOLʛHGDVDQ
exercise instructor 18 years ago in the pilot course for
working with cardiac patients, so I now course direct,
assess and tutor. Although that’s more of a sideline for
me, it nevertheless contributes to my day-to-day work.”

think ‘leisure’ as a term underrates what operators
provide,” says Annie Holden, head of Everyone
Health, which was launched in early 2014 as
a division of management contractor SLM. “It
certainly underrates what SLM provides: it’s been in
the business of health and wellbeing for many years.
“With the Health and Social Care Act of 2012, which
opened things up for a range of providers to deliver
community health services, SLM realised there was an
opportunity to further grow and diversify its business
in relation to public health. It was a natural extension to
future-proof the business by creating Everyone Health to
sit alongside its existing Everyone Active brand.”
Not only that, but the new business had a head-start:
a receptive ear among the 37 local authorities with which
SLM already had a relationship through its Everyone
Active leisure centre brand. “Everyone Health is fortunate
to operate under the wider umbrella of a very successful
business with 27 years’ strong trading history, a huge
national infrastructure and an existing relationship with
ORFDODXWKRULW\FOLHQWRʡFHUVȻFRQʛUPV+ROGHQ

CHAMPIONING ACTIVITY

SINGLE ACCESS APPROACH

+ROGHQMRLQHG6/0LQ)HEUXDU\ZLWKWKHVSHFLʛF
brief to set up Everyone Health, bringing with her 15
years’ experience in the healthcare sector and having
already set up Mytime Active.
Her background, though, was in teaching: “I started
out as a PE teacher and have always championed physical
DFWLYLW\,ZRUNHGʛUVWLQVHFRQGDU\DQGWKHQIXUWKHU
education, where I taught physical education but also
WDXJKWDERXWʛWQHVVH[HUFLVHVSHFLDOSRSXODWLRQVDQG
chronic disease management through exercise.

Holden is excited about the growth potential of
Everyone Health. Although it’s yet to penetrate all 37
local authorities with which Everyone Active has a
contract – its key contracts are in Cambridgeshire and
Nottinghamshire, with smaller projects dotted around the
country – as Holden explains: “People are living longer
but with more chronic, long-term conditions, and the
NHS is overly stretched when it comes to acute care and
treatment. Prevention is therefore critical.”

We’re here for the good of the individual and the
community. We want people to remain active.
It doesn’t matter who the provider is
Annie Holden
44
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Activity champion:
Holden started out
as a PE teacher

45

ChangePoint weight loss services
are run free of charge for locals

:HZHUHNHHQWRGHYHORSRXURZQLGHQWLW\ʛUVW
VHSDUDWHIURP(YHU\RQH$FWLYH,QWKHKHDOWKZRUOG
SHRSOHDUHGLVGDLQIXORIOHLVXUHGHOLYHULQJKHDOWKFDUH
She continues: “Prevention is at the heart of the
(YHU\RQH+HDOWKRʞHULQJ%XWFUXFLDOO\LWKDVWREH
VFDODEOH7KDWPHDQVSURYLGLQJLQWHJUDWHGKROLVWLFVROXWLRQV
WKDWDUHYHU\PXFKFOLHQWFHQWUHGDQGIRFXVHGDURXQG
ORFDOQHHGVȲDFFHVVLEOHFRPPXQLW\VHUYLFHVGHOLYHUHGWR
WKHULJKWSHUVRQDWWKHULJKWWLPHLQWKHULJKWZD\
Ⱥ.H\WRWKDWLVDVLQJOHDFFHVVDSSURDFKZKLFKPHDQV
WKHSDWLHQWRQO\KDVWRWHOOWKHLUVWRU\RQFH
Ⱥ2QFHDFOLHQWRUDSDWLHQWLVLQWHUHVWHGLQRXUVHUYLFH
RUUHIHUUHGLQWRWKHVHUYLFHZHKDYHDWULDJHSURFHVV
WKH\ȷUHDVVHVVHGWRGHWHUPLQHZKDWVWDJHRIEHKDYLRXUDO
FKDQJHWKH\ȷYHUHDFKHGWRLGHQWLI\WKHLUQHHGVDQGWR
GHFLGHZKLFKVHUYLFHRUZKLFKH[SHUWFROOHDJXHLVEHVW
SODFHGWRVXSSRUWWKHPWKURXJKWKHLUSHULRGRIFKDQJH
Ⱥ7KDWȷVWKHSULQFLSOHEHKLQGWKHVHUYLFHVZHRʞHULQ
1RWWLQJKDPVKLUHDQG&DPEULGJHVKLUH,WȷVXOWLPDWHO\DOO
DERXWZUDSDURXQGFDUHWKDWHPEUDFHVWKHIXOOH[WHQWRI
VRPHRQHȷVQHHGVDVRSSRVHGWRWKHVLORDSSURDFKZKHUHE\
DQLQGLYLGXDOJRHVWRRQHVHUYLFHKHUHRQHGD\DQGRYHU
WKHUHWKHQH[WUHVXOWLQJLQDGLVMRLQWHGDSSURDFKȻ

CARE WHERE IT’S NEEDED
6KHFRQWLQXHVȺ$ORWRIRXUZRUNLVDOVRXQGHUSLQQHG
E\WKHQHHGWRDGGUHVVKHDOWKLQHTXDOLWLHV(YHQ
WKRXJKVSHFLILFVROXWLRQVDUHUHTXLUHGZLWKLQ
&DPEULGJHVKLUHDQG1RWWLQJKDPVKLUHZHKDYH
WRGHPRQVWUDWHDPRUHLQWHQVLYHLQSXWLQWRWKRVH
VRFLDOO\GHSULYHGDUHDVFRXQW\ZLGH:HDOVRKDYH
WRHQFRPSDVVWKHZLGHUGHWHUPLQDQWVRIKHDOWKDQG
SURYLGHVROXWLRQVDFURVVWKHIXOOOLIHFRXUVH
Ⱥ7RGHOLYHUDVROXWLRQWKDWȷVVFDODEOHDQGPHHWVDOOWKHVH
QHHGVʛUVWO\\RXQHHGDUREXVWPRGHOȲXQGHUSLQQHGE\
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HYLGHQFHQDWLRQDOUHFRPPHQGDWLRQVDQG1,&(JXLGDQFHȲ
WKDWȷVFRPSOLDQWZLWKDOOWKHUHOHYDQWSROLFLHVSURFHGXUHV
JRYHUQDQFHFOLQLFDODQGTXDOLW\DVVXUDQFH
Ⱥ6HFRQGO\\RXKDYHWRSURYLGHUREXVWGDWDDQGZHUHSRUW
DFURVVWKHIXOOPHQWDOSK\VLFDODQGSV\FKRORJLFDOVSHFWUXP
Ⱥ:HȷUHQRZEHLQJDSSURDFKHGE\DQXPEHURIUHVHDUFK
ERGLHVZLWKDYLHZWRSXEOLVKLQJGDWDDVZHȷUHJHWWLQJ
JRRGUHVXOWV)RUH[DPSOHRIWKHSOXVUHIHUUDOVDQG
VHOIUHIHUUDOVLQWRRXUSURJUDPPHVLQWKHODVW\HDU
ZHQWRQWRWDNHXSRXUVHUYLFHV-XVWIURPDSK\VLFDO
DFWLYLW\SHUVSHFWLYHDWWKHRXWVHWRQO\SHUFHQWZHUH
PHHWLQJDFWLYLW\JXLGHOLQHVE\WKHHQGRIWKHLUUHVSHFWLYH
SURJUDPPHVWKDWʛJXUHZDVPRUHWKDQSHUFHQW
Ⱥ7KLUGO\ZHKDYHDKLJKO\H[SHUWZRUNIRUFHJXLGHG
E\XVDVWHFKQLFDOH[SHUWVEHKLQGWKHVFHQHV$OORIRXU
FROOHDJXHVDUHH[SHUWVLQEHKDYLRXUFKDQJHȲbZKHWKHU
WKH\ȷUHDGLHWLFLDQQXWULWLRQLVWFRPPXQLW\EDVHGKHDOWK
WUDLQHURUSK\VLFDODFWLYLW\VSHFLDOLVWȲEXWZHȷUHDOVRDEOH
WREULQJRQERDUGVSHFLDOLVWH[SHUWLVHYLDSDUWQHUVKLSV
)RUH[DPSOHLQ&DPEULGJHVKLUHZHZRUNZLWKVSHFLDOLVW
REHVLW\WHDPVDW$GGHQEURRNHV+RVSLWDO:HKDYH
DSK\VLFLDQRQD1RWWLQJKDPVKLUHSURJUDPPHDQGD
QXUVHVSHFLDOLVWZKRZHVXEFRQWUDFWIURP'HUE\5R\DO
+RVSLWDO:HDOVRZRUNZLWKDSV\FKRWKHUDS\WHDP6RZH
KDYHDGLYHUVHFOLQLFDODQGKHDOWKFDUHSUDFWLWLRQHUWHDP
Ⱥ)LQDOO\WKHNH\LVWRPDLQWDLQFKDQJHIRULQGLYLGXDOVVR
ZHDOVRVLJQSRVWWKHPWRZDUGVDFWLYLWLHVDQGRSSRUWXQLWLHV
RʞHUHGE\ORFDOSDUWQHUVWRPDLQWDLQWKHLUQHZ
EHKDYLRXUV)URPDSK\VLFDODFWLYLW\SHUVSHFWLYHWKDWPLJKW
EHDJ\PRULWPLJKWEHRXWGRRUDFWLYLWLHVDJUHHQJ\P
RUSHUKDSVZDONLQJRUF\FOLQJ<RXKDYHWRDGRSWDPHQX
DSSURDFKIRUYDULHW\DQGFKRLFHȻ

I NTE RV I E W A N N I E H O LD E N

In practice that menu approach means, although
Everyone Health will work with sister company Everyone
Active where possible, it’s also fully open to working with
other leisure providers. “In the end, we’re here for the
good of the individual and the local community. We want
to make sure people remain physically active. It doesn’t
matter who the provider is – we have to work positively,
FROODERUDWLYHO\DQGLQKDUPRQ\ȻFRQʛUPV+ROGHQ

A COLLABORATIVE APPROACH
Nevertheless, the relationship between Everyone Active
and Everyone Health is increasingly reaping rewards. So if
the launch of Everyone Health was a natural progression
for SLM, not to mention complementary to its existing
Everyone Active brand, why has the company been
reluctant to overtly connect the two in public thus far?
“The decision to keep it separate was directed by us
at Everyone Health as much as anything. In the health
world, people are a bit disdainful of leisure delivering
healthcare. The credibility of leisure is improving, and
LQLWV/HYHODQG/HYHOTXDOLʛHGVWDʞLWDFWXDOO\KDVD
very strong base, but there’s still a way to go in terms
of providing the sort of evidence and data and rigour
that the medical world will acknowledge. We were
WKHUHIRUHYHU\NHHQWRGHYHORSRXURZQLGHQWLW\ʛUVW
separate from Everyone Active.
“We also had a lot of development to do – setting up
the robust clinical and information governance procedures
and quality control that I mentioned before. We wanted
to get that properly established.
Ⱥ%XWQRZZLWKWKH+HDOWKDQG6RFLDO&DUH$FWʛUPO\
embedded – and simultaneously public health within local
DXWKRULWLHVȲZHȷUHʛQGLQJDXWKRULWLHVDUHDSSURDFKLQJXV
IRULGHDVRQKRZWRGHYHORSDMRLQWRʞHULQJ
Ⱥ7KH\ZDQWWRNQRZKRZ(YHU\RQH$FWLYHȷVRʞHUFDQ
extend beyond leisure to meet the indicators within the
public health outcomes framework, and that’s where
Everyone Health comes in.
“One example: we’ve worked with Everyone Active in
)DUHKDPWUDLQLQJWKHVWDʞWRGHOLYHU1+6KHDOWKFKHFNV
That’s a great example of Everyone Active extending its
RʞHU,WȷVRSHQLQJLWVGRRUVJRLQJRXWWRWKHFRPPXQLW\
and working collaboratively with public health to deliver
DVSHFLʛFPDQGDWRU\KHDOWKVHUYLFH
“We’re also supporting Everyone Active in
a number of tenders at the moment,
looking at how to add value to
the leisure tender by providing
other health opportunities or
health services.
“Everyone Active
has recognised that, in
its centres, it’s dealing
with the 20 per cent of
the population who are
currently physically active.
It’s therefore looking to take
its services out to where the 80

The aim is to reach the whole
population – people of all ages

Everyone Health’s sessions are helping to meet the
indicators within the public health outcomes framework

per cent are. In doing so, it will also create pathways to
bring those people back into the leisure centre.
“In addition, it’s aiming to work with us to create
more of a community hub around the leisure centres
themselves. We’ll help them deliver more and more
preventative healthcare services within the leisure
centre space, bringing in more people who might
eventually decide to get active while they’re there.”

A HUGE OPPORTUNITY
Holden concludes: “Ultimately there’s a huge
opportunity in preventative healthcare. There’s a
UHDOFKDQFHQRZWRGLYHUVLI\DQGH[WHQGWKHRʞHU
and these conversations are being started by
local authorities and Everyone Active alike.
“Scalability, getting out into the
community and diversifying to meet the
needs of the local population – that’s the
opportunity we have at the moment. And
if, through initiatives such as CIMSPA’s
drive to professionalise the sector, we
FDQVLPXOWDQHRXVO\UDLVHWKHSURʛOHDQG
credibility of the sector.... I’d love to
see that day come.” O
healthclubmanagement.co.uk June 2016
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PROOF IN

NUMBERS

Les Mills has opened a club in Auckland, New Zealand, which proves the powerful impact virtual
classes can have on attendance and bottom line. Manager Carrie Kepple talks to Kath Hudson

N

inety-three per cent member
retention, 4,200 group
exercise attendances a week,
and smashing its annual target just six
months after opening: the new Les
Mills Newmarket club, which opened
on 2 November 2015, appears to have
found the perfect model. And what’s
driving its success? Group exercise,
says manager Carrie Kepple, with
virtual classes a vital component to
EXLOGXVDJHGXULQJRʞSHDNKRXUV

PUTTING GX FIRST
The club spans 1,900sq m and 70 per
cent of the exercise space is given
over to group exercise. There are two
studios: one with capacity for 110, and
the other for around 70, as well as an
immersive cycle studio with 28 bikes.
“Group exercise is our bread and butter,
VRZHGHFLGHGWRWU\DGLʞHUHQWPRGHO
SXWWLQJJURXSH[HUFLVHʛUVWDQGWKHJ\P
ʜRRUVHFRQGȻ says Kepple.
48

This model wouldn’t be viable without
DYLUWXDORʞHULQJZKLFKDOORZFODVVHV
to be scheduled throughout the day
without creating a huge wage bill.
“Most club timetables are designed
around catering for the peaks in usage,
but we knew we needed to manage
capacity throughout the day to make the
FOXEZRUNȻVD\V.HSSOH
“What we’ve tried to do is pull people
away from the peak times and create an
even spread throughout the day. Virtual
has empowered us to sell memberships
to an audience we couldn’t reach before,
because their personal timetables didn’t
ʛWZLWKRXUFODVVHVȻ
To achieve its goals, Les Mills has
come up with a concept of capacity
management called ‘spread and churn’.
“Spread is about attracting customers
more evenly throughout the day, which
means we can service them better,
so they get a better experience and
UHWHQWLRQLVLPSURYHGȻVD\V.HSSOH
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Ⱥ&KXUQLVDQHʡFLHQWWXUQDURXQGRI
FODVVHVOLNHWXUQLQJWDEOHVLQDUHVWDXUDQWȻ
SMASHING TARGETS
Incorporating virtual technology has
DOORZHGWKHFOXEWRRʞHUDQH[WUD
classes a month, with no further set-up
RUVWDʡQJFRVWV$OORIWKHYLUWXDOFODVVHV
are scheduled and promoted on the
programme, rather than allowing people
to choose their own exercise class, as
this can limit the appeal and drive down
participation numbers.
The annual target for visits was
originally set at 100,000, but after just
six months the club had already reached
YLVLWVDQGPHPEHUV
*URXSʛWQHVVȲOLYHDQGYLUWXDOFRPELQHG
ȲDFFRXQWHGIRURIWKHVHYLVLWVOf
the 66 per cent of all daily attendances
DFFRXQWHGIRUE\JURXSʛWQHVVSHU
cent have been for virtual classes.
“During the month of March, virtual
DFFRXQWHGIRUH[WUDDWWHQGDQFHV

V I RT UA L C L A S S ES

Virtual attendance can rival, if
not exceed, that of live classes

COM PARE & CONTRAST: LIVE vs VIRTUAL
March 2016 live class attendance
Programme

Number of classes

Attendance

Average attendance

CXWorx

89

3,285

37

Body Pump

79

2,941

37

Grit Strength

78

2,262

29

Grit Cardio

60

1,243

21

BodyAttack

28

837

30

RPM

57

717

13

Yoga

25

646

26

BodyBalance

27

635

24
11

Sprint

52

573

The Trip

10

355

36

BodyStep Athletic

18

302

17

BodyCombat

17

282

17

Grit Plyo

15

218

15

Sh’bam

5

158

32

BodyVive

13

148

11

Seniors

3

33

11

March 2016 virtual class attendance
Programme

Number of classes

Attendance

Average attendance

RPM

236

1,278

5

BodyPump

78

918

12

BodyCombat

70

371

5

CXWorx

45

359

8

BodyBalance

39

327

8

Sh’bam

20

126

6

Annualised that equates to a lot of
money,” adds Kepple.
Although live instructors are retained
for the peak classes, virtual technology
means the class programme starts at
5.30am and runs until 10.00pm.
“I went into the small studio at 9.40 this
morning and there were 15 people doing
Virtual Pump. Given there aren’t many
overheads for that class, it’s awesome,”
says Kepple. “It’s good to have a club that
has a nice energy all day long.”
Most of the virtual classes have
somewhere between 10 and 20
participants (see ‘Compare & contrast’,
left), but the 7.30pm virtual BodyPump
class was regularly pulling between 40
and 50 exercisers, so Kepple decided to
install an instructor.
Meanwhile the virtual RPM classes are
often busier than the live classes, as a
NZ$5 booking fee is charged for the live
classes, while virtual is free.
SOCIAL NIGHT OUT
As well as boosting the bottom line
and driving higher usage of the club
throughout the day, virtual classes also
provide a marketing hook. “We’re
promoting the fact that we’re running
more classes, more often,” says Kepple.
“It’s also another lever to pull in the
referral game. We’ve run a social media
campaign where you tag a friend to
come for free to try virtual – we’re
WU\LQJWRPDNHLWOLNHJRLQJWRDʛWQHVV
movie with friends.”
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V I RT UA L C L A S S ES - E X P E RT A DV I C E

Sell virtual as part of
your membership tours

MAKING VIRTUAL WORK FOR YOU
We ask four experts for their advice on how to maximise the impact of virtual classes in your club
ROBERT LOUW

BRAND MANAGER,
FITNESS ON DEMAND
쎲 Let the system advertise itself: in
DGGLWLRQWRRʞHULQJSUHVFKHGXOHGFODVVHV
make sure the user interface kiosk is
prominently placed for members to see
쎲+ROGSRSXODUSUHVFKHGXOHGFODVVHV
DQGʛOOWKHPWRFDSDFLW\ZLWK\RXUVWDʞ
DQG\RXUPRVWDFWLYHLQʜXHQWLDOPHPEHUV
WRJHQHUDWHDEX]]DERXWWKHQHZRʞHULQJb
쎲 Continue to promote and tailor the programme to your
DXGLHQFHRYHUWLPHUHJXODUO\UHIUHVKLQJDQGSURPRWLQJLW
쎲 Monitor the built-in reports to identify trends at your
IDFLOLW\,IFHUWDLQFODVVHVDUHSRSXODUZLWKRQGHPDQGXVH
consider putting them on the schedule
쎲'RQȷWWKLQNRIYLUWXDODVDUHSODFHPHQWIRU\RXUOLYH
instructor-led classes: it is the perfect complement

PAUL BOWMAN

IAN DONLEY

CEO, WEXER

쎲 Plan your virtual schedule around the

members in the club at that time. If there
are a lot of male members using the gym
DWDVSHFLʛFWLPHSXWRQDYLUWXDOFODVV
that caters to them – eg a HIIT class –
and avoid choreographed classes
쎲 Allow on-demand timeslots for
PHPEHUVWRFKRRVHWKHLURZQFODVVHVDVWKLVJLYHVFRQWURO
RYHUWKHVWXGLRVSDFHDQGDOORZVPHPEHUVWRKDYHʜH[LELOLW\
쎲 Get your team on-board with a workshop and by taking
part in a virtual class. Then get the whole team to do a
virtual work out – one of the latest releases – each quarter
쎲$SSRLQWWUDLQHUVRUNH\KHDOWKFOXEPHPEHUVDV\RXU
VRFLDOPHGLDDPEDVVDGRUVWRUHSRUWRQWKHLUWKRXJKWV
H[SHULHQFHVDQGIHHGEDFNRQWKHYLUWXDORʞHULQJ
쎲 Hold themed events: this could be when new content
KDVEHHQUHOHDVHGRUDWUDLQYLUWXDOZKHUHʛYHGLʞHUHQW
classes must be attended within a given timeframe
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ANDREW EVENSON

COMMERCIAL DIRECTOR,
CLUBVIRTUAL INTERNATIONAL
쎲&UHDWHDUHDOH[SHULHQFHE\XVLQJD
darkened room with the biggest screen
SRVVLEOHDQGPDWFKLQJVRXQGDQGOLJKWLQJb
쎲 Remember that quality is more
LPSRUWDQWWKDQbTXDQWLW\ZKHQLWFRPHV
to virtual content
쎲0DQDJH\RXUYLUWXDOʛWQHVVFODVVHVLQ
the same way you manage live classes: set goals and monitor
activity. Organise a launch event to give your members a
IRUPDOLQWURGXFWLRQWRWKHV\VWHPLQYLWLQJWKHPWRWU\LWRXW
and ask questions
쎲 Think of virtual as another selling point and include it in all
membership tours and as part of the induction
쎲8VHRQOLQHRʢ
LQHPDUNHWLQJVWUDWHJLHVWRFUHDWHDEX]]
within the club
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MD, WELLBEATS

쎲 Get your supplier to provide product

IDPLOLDULW\WUDLQLQJWRHQVXUH\RXUZKROH
team understands virtual’s potential and
gets behind the concept
쎲 Design a launch plan and dedicate
DPHPEHURI\RXUVWDʞWRSURMHFW
manage the both launch and the ongoing
operation of the virtual class system
쎲0DUNHWWKHV\VWHPH[WHQVLYHO\DVSDUWRIWKHODXQFKSODQ
LQFOXGLQJSURPRWLRQIURPDOOPHPEHUVRIVWDʞDWHYHU\
customer touch point
쎲6HWWDUJHWVPHDVXUHSHUIRUPDQFHDQGNHHSGHVLJQLQJQHZ
strategies to drive participation
쎲 Use the customer engagement tools provided by the supplier
to ensure members become familiar with the system and
GHYHORSDKDELWRIXVLQJLWZLWKRXWFRQVWDQWVWDʞLQWHUDFWLRQ
쎲5HODXQFKWKHV\VWHPDWOHDVWWKUHHWLPHVD\HDUXVLQJIUHVK
content from your provider

™

WELLBEATS
VIRTUAL
IN CLUB
SYSTEM

NEW STREAM
CLASSES TO
ANYWHERE
MILLIONS OF CLASSES PLAYED WORLD WIDE
CONTACT DETAILS
Tel: 01642 931 012
E-mail: info@teesvalleyinnovation.com
Web: www.wellbeats.co.uk

O
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Is an app the key
to connecting your
members socially?

W

A perfect

M

embers who make a friend at the gym
are 40 per cent less likely to cancel their
membership – this according to The
Retention People’s TRP 10,000 report, the
biggest and most comprehensive survey of member
behaviour ever completed.
In this ongoing survey, the lowest levels of
cancellation are being seen among members who
report having made friends at the gym in the last three
months, irrespective of whether this was one of their
VWDWHGPRWLYHVIRUH[HUFLVLQJLQWKHʛUVWSODFH
But whereas team sports naturally engender a social
atmosphere and make friend-making easy, it’s less
natural to strike up a friendship with a stranger on the
treadmill next to you. Nevertheless, people do want
a social experience at the gym, and in the past year a
number of entrepreneurs have recognised this, creating
internet dating-style apps for people looking for friends
with similar workout habits.
Mark Spuy, co-founder of GymPal, says he noticed
members looking lost when they had incompatible
ʛWQHVVSDUWQHUVȲbRULQGHHGQRERG\WRZRUNRXWZLWK
at all. He therefore set out to create a way of teaming
SHRSOHXSZLWKVXLWDEOHʛWQHVVIULHQGVȺ%\RʞHULQJ
XVHUVWKHFKDQFHWRʛQGVRPHRQHWRH[HUFLVHZLWK
ZHȷUHSURYLGLQJDʛWQHVVVRFLDOQHWZRUNWKDWDFWXDOO\
PDNHVDGLʞHUHQFHWRSHRSOHȷVOLYHVȻKHH[SODLQV
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But while internet dating has been a huge success, do
we need this sort of approach to make friends? Grant
+LOWRQIRXQGHURI*\P&RPUDGHEHOLHYHVVRȺ3HRSOH
are reluctant to approach others in a gym environment:
some are too afraid to ask for help and some just need
DVLPSOHWRRODSSWRPDNHWKHLQLWLDOLQWURGXFWLRQȻ
Fitssi CEO Emily Stephens believes these apps could
be transformative in creating social networks for
H[HUFLVLQJȲbDVXSSRUWVWUXFWXUHVKHEHOLHYHVZLOOEH
SDUWLFXODUO\UHOHYDQWIRUZRPHQȺ,WSURYLGHVWKHPZLWK
a friendly environment to arrange meet-ups, and to
ʛQGDVWURQJVRXUFHRIVXSSRUWDQGHQJDJHPHQWWRVWD\
DFWLYH%XWJX\VDUHRIFRXUVHZHOFRPHWRRȻ
There’s been a rush of these gym buddy apps recently,
ZLWKDQXPEHUȲDOORʞHULQJVLPLODUIXQFWLRQDOLW\Ȳ
launching within a few months of each other. It will
EHLQWHUHVWLQJWRVHHLIWKHWUHQGZLOOWDNHRʞDQG
which apps will thrive. Whatever happens, one thing
operators should take from this trend is that members
have the appetite to make friends and be sociable at the
gym. Any moves to foster this would be welcomed.

“WE’RE PROVIDING A FITNESS SOCIAL
NETWORK THAT ACTUALLY MAKES A
DIFFERENCE TO PEOPLE’S LIVES”

PHOTO: SHUTTERSTOCK.COM

'HVFULEHGLQMHVWDVGDWLQJDSSVIRUJ\PVJ\PEXGG\DSSVȲZKLFKKHOS\RXʛQGWKH
perfect workout partner – have burst onto the scene. Kath Hudson reports

F ITN ES S A PP S

Apps can enable people
to buddy up with those
RIVLPLODUʛWQHVVOHYHOV

FITSSI
Originally launched in the UK in April 2015, the new
improved version of Fitssi launched last December. With
XVHUVQRZLQWKHWKRXVDQGVFRIRXQGHU&KULV6ZHHQH\ȲbD
personal trainer – is setting his sights on the US market, and
is currently looking for brand partnerships and ambassadors.
Fitssi is aiming to raise £150,000 in seed funding
and Sweeney says the impending monetisation of the
app – by adding an ‘Uber for PTs’ type function – will
significantly increase its chances.
According to Sweeney, Fitssi’s USP is that it allows people
to post messages and photos, and the friendship searches
are very targeted. The next market on the hit list after the
US is Australia.

GYM COMRADE
*\P&RPUDGHKHOSVSHRSOHʛQGOLNHPLQGHGIULHQGVWRWUDLQ
ZLWKDQGRʞHUVHDV\FRPPXQLFDWLRQWRDUUDQJHZRUNRXW
times. Free to download, it has so far gained 1,700 users in
the US, Canada, Australia and New Zealand with minimal
advertising or promotion. More countries will be added in
the coming months, with a goal of at least 10,000 users by
the end of 2016.

GYMBUDDIESAPP
Described as a social networking platform for gym junkies,
WKLVDSSDOVRKHOSVSHRSOHʛQGRWKHUVZLWKVLPLODUZRUNRXW
habits and ability levels. Launched last July, the app allows
people to set up routines and exercises and can record
weights and reps. It also uses charting and visualisation tools
to view data, so users can keep track of progress and identify
areas for improvement.

GYMPAL
GymPal enables users to look up nutritionists, dieticians, PTs
DQGʛWQHVVLQVWUXFWRUVLQWKHLUDUHDDVZHOODVʛQGDVXLWDEOH
training partner, new gyms or exercise classes and look up
VSHFLDOLVWIRRGDQGVXSSOHPHQWVWRUHVb

Free to download, the app is set to make money by
PRQHWLVLQJDGYLFHIURPSHUVRQDOWUDLQHUVʛWQHVVLQVWUXFWRUV
and nutritionists who provide their services through the app.
There are currently 1,500 members of GymPal worldwide,
with the app also allowing users to send instant messages,
videos and photos to each other.
The GymPal team is currently working on developing new
functionality to allow users to interact directly with gyms
and personal trainers via the app.

SPORTSBUDDY
“Our mission is to connect people through sports,” claims
the team behind SportsBuddy. The app extends beyond
WKHKHDOWKDQGʛWQHVVFOXEWRHQFRPSDVVUXQQLQJWHQQLV
yoga and other sports. It also helps people discover venues,
review matches and create events.

SWEATT
This app has been described as ‘Tinder for people in really
good shape’. The founders say they created Sweatt because:
“We believe that great dates and great relationships start
ZLWKVWURQJPRWLYDWHGFRQʛGHQWSHRSOHȻ
Users are asked to provide information of their preferred
method of working out, how many times a week they go to
the gym, which diet they follow, their favourite workout and
favourite time to work out. This is coupled with large photos.

WELLSQUAD
WellSquad pairs people with partners who have compatible
ʛWQHVVJRDOVIDYRXULWHDFWLYLWLHVPRWLYDWLRQOHYHOVDQG
geographical location. The founders are aiming to create a
ʛWQHVVFRPPXQLW\VLPLODUWRZKDW6WUDYDKDVDFKLHYHGZLWKLQ
the running and cycling arena.
The app is free to download and use, but is monetised
through its WellSquad Squad Leaders functionality: PTs,
ʛWQHVVLQVWUXFWRUVDQGGLHWLFLDQVZKRGHOLYHUFODVVHVDQG
personal guidance through the app. Users get an initial
phone assessment, plus unlimited in-app messaging. O
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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A VISUAL

EXPERIENO
OE
Do you know how to fully engage Millennials in your social media marketing?
Kate Cracknell shares the lessons from the recent Millennial 20/20 Summit

G

one are the days of overtly
ȺVHOOLQJVWXʞȻ7KDWZDV
the message from Sid
Jatia, Under Armour’s
vice president of digital, at the recent
Millennial 20/20 Summit – an event
that looked at all aspects of doing
EXVLQHVVZLWKWKH\RXQJHUJHQHUDWLRQV
2IFRXUVHEXVLQHVVHVZLOOVWLOOZDQW
to drive sales of their products and
services – but the process that leads
WRWKDWSRLQWZLOOEHLQFUHDVLQJO\PRUH
H[SHULHQWLDODQGOHVVWUDQVDFWLRQDO
7RJURZ\RXUEUDQGLQWRGD\ȷV
marketplace, you have to focus on
three key, interlinked things, Jatia said:
HQJDJHPHQWDQGFRQYHUVDWLRQFRPHʛUVWȲ
and only after those have been established
VKRXOG\RXEHJLQWRIDFWRULQFRPPHUFH
CONTEXT IS GOD
Indeed, engagement is so key that it
actually surpasses the product itself.
“Don’t over-indulge the product,” urged
Jatia. “Think about the experience around
it, because ultimately the experience will
become your product.”
Marcello Fabiano, head of sport at The
Social Chain, agreed. You might have a great
new app, he said, but in fact it isn’t about the
app itself but about how you sell it: “Content
might be king, but context is god. It’s all
about the experience you wrap around it.”
He continued: “For example, we ran
a campaign for an app called TippyTap.
Focusing on the positives – how great it
was – wouldn’t have made it stand out
from the crowd. So instead we focused on
the negatives: ‘This app is addictive. It will
ruin your life. Don’t download it if you’re
doing exams – you will fail.’
“It received over 100,000 downloads in
WKHʛUVWHLJKWKRXUVPHQWLRQVLQWKH
ʛUVWʛYHKRXUVWUHQGHGDWQXPEHURQHRQ
Twitter for two hours, and has now had
over 2 million downloads.”
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A SOFTER SELL
Conversations with the consumer stem
IURPWKDWVRUWRIHQJDJHPHQWȲbDQGRQFH
WKHFRQYHUVDWLRQLVʜRZLQJFRPPHUFHFDQ
ʛQDOO\EHZRUNHGLQȺ:HVSHQW86P
acquiring MyFitnessPal, MapMyFitness and
Endomondo and their 165 million users,”
FRQWLQXHG8QGHU$UPRXUȷV-DWLDȺ3HRSOH
asked us how we’d get a return on that
investment, but it comes in many forms.
“It’s brought more of an equal gender
EDODQFHWRRXUFXVWRPHUSURʛOHIRU
example. That in itself is very valuable
to the business. But we also make every
moment on our apps ‘shoppable’. For
example, photos of people working out
LQ8QGHU$UPRXUDSSDUHODUHWDJJHG
so anyone looking at them can click and
launch through to a commerce area.”
Other presenters agreed with Jatia’s
ȶHQJDJHPHQWʛUVWVHOOODWHUȷDSSURDFK

Ⱥ8OWLPDWHO\HYHQLILWJRHVZURQJ
provided you have a good relationship
with your customers they’ll appreciate that
you tried and will forgive you. Social media
RʞHUV\RXWKHFKDQFHWRSXVKERXQGDULHVȻ
SHOW NOT TELL
$QRWKHUDUHDRIFRQVHQVXVZDVWKHLGHD
WKDWYLVXDOHOHPHQWVȲbSKRWRVDQGLQ
particular video – are key to delivering
relevant, engaging context and content to
a Millennial market. Not least because, as
Sky Sports’ Yath Gangakumaran observed,
“video content is far more shareable than
text” – and being shareable is the social
currency of the day.
Ⱥ:HȷYHUHFHQWO\ODXQFKHG
RQ6QDSFKDWȻVDLG$UVHQDO
FC’s senior business strategy
PDQDJHU-DPHV0XUUD\Ⱥ:H
spoke to our young fans and

DON’T OVER-INDULGE THE
PRODUCT. THINK ABOUT THE
EXPERIENCE AROUND IT.
ULTIMATELY THE EXPERIENCE
WILL BECOME YOUR PRODUCT
Sid Jatia, Under Armour

“Our measure for success is a growth
in engagement and participation,” said
Fabiano. “It’s only some way down the line
that you can get the brand involved.”
“It’s almost impossible to guess at the
ROI of a social media initiative,” added
Vice’s Luke Barnes. “You need to be able
to take a risk, try things out, have the
freedom to be creative.
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they couldn’t believe we weren’t there.
It’s where they are and they expected
us to be there too.”
For other brands, the use of such social
media channels might be more surprising
– but it doesn’t mean it isn’t right, as
:LPEOHGRQȷVKHDGRIGLJLWDODQGFRQWHQW
$OH[:LOOLVH[SODLQHGȺ:LPEOHGRQLVYHU\
traditional, but there’s a huge opportunity

PHOTO: SHUTTERSTOCK.COM

M A R K E TI N G

If you want people to share
your content... use video

PHOTOS: CPG PHOTOGRAPHY LTD; SHUTTERSTOCK.COM

to use social media to add a bit of magic
for those who don’t have the chance to
attend in person. It’s immensely powerful.
“During the two weeks of Wimbledon,
we very deliberately use social media
to bring people content they won’t see
anywhere else, or content that we’ll
EHWKHʛUVWWRVKRZWKHP2QHJUHDW
example was the moment last year when
'DYLG%HFNKDPbȲVLWWLQJDPRQJWKH
FURZGRIVSHFWDWRUVȲFDXJKWDEDOOWKDW
had been mis-hit by Jamie Murray.”
“Short-form video content is what
people want,” agreed Arsenal’s James
0XUUD\ȲbQRWWREHFRQIXVHGZLWKWKH
tennis-playing Jamie.
“They want to see things live, in real
time. The challenge for brands is therefore
to create compelling propositions around
ZKLFKSHRSOHFDQȲDQGZDQWWRȲFUHDWH
and upload video content.”

LIVE ACTION
And it’s the live, breaking news nature
RIWKHYLGHRVWKDWȷVNH\ȲbHVSHFLDOO\IRU
WKLQJVOLNHVSRUWȲDGGHG-DPHV+HQHJKDQ
commercial manager for video sharing
platform Grabyo. “It doesn’t really matter
what the content is, or how good the
quality. The key is getting it out there
quickly, as the story is breaking. The
quicker you get it out, the better.”
All of which means that really anyone
can provide the content. “Competition is
no longer just the likes of the BBC,” said
Gangakumaran. “It isn’t even the social
media channels, such as Twitter, which
are starting to secure broadcasting rights
to major sporting events. Competition
can be a 15-year-old down the street
on his smartphone.
“However, you can
also see these people

A GOOD FOLLOWING
ON SOCIAL MEDIA
MAKES YOU A MEDIA
CHANNEL IN YOUR
OWN RIGHT
Rio Ferdinand, former England footballer

as partners rather than competitors. For
example, Sky Sports collaborates with
'XGH3HUIHFWȲDNLQJRIVSRUWRQ<RX7XEH
with a huge number of followers.”
“If you can get a good following on
social media, that makes you a media
channel in your own right,” agreed former
England footballer Rio Ferdinand in his
keynote. “Does that make you more
powerful than the traditional channels?
That’s a question I’ve been asking myself,
but certainly I believe that brands looking
to endorse or sponsor players will, going
forward, be looking for those with a big
social media following as much as those
with great sporting skills.”
SHORT AND TO THE POINT
But content does still have to be relevant
DVZHOODVWLPHO\ȲbLQWXQHERWKZLWK\RXU
users and your own brand.
“We have fan zones on SportLobster,”
said the sporting social media forum’s coIRXQGHUDQGLWV&(2$QG\0HLNOHȺ,WRʞHUV
people an uninterrupted experience of what
they’re really interested in, with other fans
they can interact with and no other content
ȲSROLWLFVDQGVRRQȲDSSHDULQJLQWKHIHHGȻ
And it has to be attention-grabbing
too: Ⱥ.HHSLWVKRUWDQGVQDSS\Ȳ
VHFRQGVLVEHVWȲDQGPDNHVXUH\RX
post regularly,” said Heneghan. “And use
square vertical format: this has the best
standout and is also watched for longer
than other formats.” O
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A WATTBIKE PROMOTION

*HWLQWKH]RQH
,QQRYDWLYH:DWWELNHWUDLQLQJ]RQHVDUHWUDQVIRUPLQJVWXGLRVDQGJ\PʜRRUVDFURVVWKHFRXQWU\

B

outique studios have transformed
KRZFRQVXPHUVDSSURDFKʛWQHVV
RʞHULQJDGHVWLQDWLRQIRUH[HUFLVH
WKDWȷVPRWLYDWLRQDOFDWKDUWLFDQG
LQVSLULQJDOOWKHEHQHʛWVWKDWFRPHIURP
ZRUNLQJLQDJURXSVHWWLQJ
)RUVRPHVWDQGDORQHVWXGLRVWKLVKDVEHHQ
H[WUHPHO\VXFFHVVIXOEXWIRUVRPHODUJHU
RSHUDWRUVVWXGLRVZLWKWKHODWHVWHTXLSPHQW
WHFKQRORJ\DQGGHVLJQFDQEHIRXQGHPSW\
RXWVLGHRIVFKHGXOHGFODVVWLPHV
:DWWELNHKDVEHHQZRUNLQJFORVHO\ZLWK
ERWKRSHUDWRUVDQGLQGHSHQGHQWVWXGLRV
WRFRPEDWWKLVLVVXHDQGʛQGWKHEHVWʛW
IRUHDFKE\KHOSLQJWKHPEULQJ:DWWELNH
ȶ=RQHVȷDQGWKHLUVPDOOJURXSWUDLQLQJRXW
RIWKHVWXGLRDQGRQWRWKHJ\PʜRRURU
LQGLYLGXDOLVLQJWKHLUEHVSRNHERXWLTXHVSDFH
$VHDUO\DGRSWHUVRIWKH:DWWELNH
David Lloyd LeisureKDVEHHQXVLQJWKH
ELNHVDFURVVLWVSRUWIROLRLQDQXPEHURI
ZD\VH[SHULPHQWLQJWRʛQGWKHEHVWʛWLQ
HDFKIDFLOLW\/DVW-XQHLWRSHQHGLWVʛUVW
:DWWELNH=RQHDWWKH6RXWKDPSWRQFOXE
ZKLFKLQFOXGHVVL[:DWWELNHVZLWKDVHSDUDWH
VFUHHQWKDWYLVXDOO\RʞHUVSRZHUWUDLQLQJ

ZRUNVKRSVLQWURGXFWLRQVHVVLRQV:DWWELNH
WHVWLQJDQGYLUWXDO6XʞHUIHVWFODVVHV
0LFKHOOH'DQGJURXSKHDOWK ʛWQHVV
PDQDJHUDW'DYLG/OR\GFRPPHQWVȺ$OORI
RXU:DWWELNHVDUHRQWKHJ\PʜRRUVRPH
KDYHWKHLURZQ=RQHVDQGVRPHKDYHEHHQ
PL[HGLQZLWKRWKHUHTXLSPHQWWRIRUP
‘Performance Zone’ areas as part of our
J\PLQQRYDWLRQSURJUDPPHȻ
Ⱥ:HUXQOLYHZRUNVKRSVLQWKHVH=RQHV
WKDWFUHDWHDJUHDWDWPRVSKHUHRQWKHJ\P
ʜRRUDQGWKLVZRUNVWRLQFUHDVHWKHLQWHUHVW
IURPRWKHUPHPEHUVREVHUYLQJ2XWVLGHRI
WKHVHVHVVLRQVWKHUHDUHDOZD\VSHRSOHXVLQJ
WKHELNHV)URPWKHF\FOHHQWKXVLDVWVWRWKH
WULDWKOHWHVWRMXVWQRUPDOPHQZRPHQDQG
WHHQDJHUVWKHEHDXW\RIWKH:DWWELNHLVWKDW
LWFDQEHXVHGIRUDOODJHVDQGDELOLWLHVȻ

BRANDED STUDIO
2YHUWKHSDVWPRQWKVActive Nation’s
*UHHQ%DQN/HLVXUH&HQWUHKDVXQGHUJRQHD
FRPSUHKHQVLYHUHIXUELVKPHQW7KLVLQFOXGHG
:DWWELNHVLQDEHVSRNHVWXGLRDQGWZR
RQWKHJ\PʜRRU6WXDUW0DUWLQPDQDJLQJ
GLUHFWRUDW$FWLYH1DWLRQDGGVȺ7KH*UHHQ

%DQN/HLVXUH&HQWUHKDVKDGDGUDPDWLF
transformation to update and refresh almost
HYHU\SDUWRIWKHEXLOGLQJ
:HVHOHFWHG:DWWELNHVEHFDXVHRIWKH
EHQHʛWVWKH\EULQJDFFXUDF\DQGFDOLEUDWLRQ
UHDOULGHIHHODQGWKHDELOLW\WRPRQLWRUDQG
UHJXODWHHYHU\WKLQJ
7KHVWXGLRDQGJ\PʜRRUELNHVDUHYHU\
popular with people that are into their
VSRUWVSDUWLFXODUO\F\FOLQJWULDWKORQUXJE\
DQGIRRWEDOODVZHOODVDWWUDFWLQJSHRSOHWKDW
ZDQWMXVWJHQHUDOʛWQHVVLPSURYHPHQWȻ
7KHQHZ:DWWELNHVWXGLRKDVEHHQFUHDWHG
WRPLUURUWKHELNHVFRORXUVDQGEUDQGLQJ
Ⱥ:HGHFLGHGWRFRPSOHWHO\GHVLJQWKHVWXGLR
EDVHGRQWKHELNHVEHFDXVHLWFUHDWHGDQ
H[FLWLQJSURIHVVLRQDODWPRVSKHUHIRURXU
VXSSRUWHUVȻ0DUWLQH[SODLQVȺ7KHIHHGEDFN
ZHȷYHKDGLVWKDWXVHUVIHHOOLNHWKH\ȷUHLQD
VSHFLDOLVHGWUDLQLQJFHQWUH,WEULQJVWKHVWXGLR
WROLIHDQGWUDQVIRUPVWKHURRPLQWRPRUH
WKDQMXVWDQLQGRRUF\FOLQJVSDFHȻ
%HQ.HHQDQIRXQGHURI6XʞHUVKLUHD
&KHOWHQKDPEDVHGEHVSRNH:DWWELNHVWXGLR
ZKLFKRSHQHGLQ0D\ZLWKZRUOG
class coaches and workout videos from

users feel like they’re in a
specialised training centre.
It brings the studio to life,
and transforms the room
into more than just an
indoor cycling space

1MLQJD&\FOLQJRʞHUVD:DWWELNHSHUIRUPDQFHODEIRUWUDLQLQJDQGWHVWLQJ
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:KLOHVRPHFOXEVDUHRSWLQJIRUGHGLFDWHG:DWWELNHVWXGLRVRWKHUVDUHFUHDWLQJVSHFLDO]RQHVRQWKHJ\PʜRRU

7KH6XʞHUIHVWKDVPD[LPLVHGWKHXVHRI
:DWWELNHVE\WUDQVIRUPLQJWKHVSDFHLQD
ZD\WKDWZDVJHDUHGDURXQGWKHELNHV
.HHQDQH[SODLQVȺ:KHQZHZHUH
UHVHDUFKLQJLQGRRUELNHVZHNHSWFRPLQJ
EDFNWR:DWWELNH7KHEXLOGTXDOLW\WKH
VSRUWVVFLHQFHDQGWKHDPRXQWRIGDWD
DQGIHHGEDFNIRUWKHULGHUVLVSKHQRPHQDO
:KHQZHSODQQHGWKHVWXGLRZHNQHZWKDW
ZHZRXOGEHFDWHULQJIRUDORWRIF\FOLVWV
IURPEHJLQQHUVWKURXJKWRSURIHVVLRQDOV
,WWKHUHIRUHPDGHVHQVHWRWUDQVIRUPWKH
VSDFHWRUHʜHFW:DWWELNHEHFDXVHLWLVVXFK
DZHOONQRZQDQGUHVSHFWHGEUDQGZLWKLQ
WKHVSRUWDQGWKHLQGXVWU\
Ⱥ:HKDYHDOODELOLWLHVʛOOLQJRXUVHVVLRQV
IURPODGLHVLQWKHLUVZKRF\FOHZLWK
IULHQGVIRUIXQWKURXJKWRDQH[SURIHVVLRQDO
UDFHU(YHQRXUWZRKRXUKLOOFOLPELQJ
VHVVLRQODWHRQD)ULGD\QLJKWLVIXOOȻ
.HHQDQFRQWLQXHVȺ7KHIDFWZHRQO\KDYH
ELNHVPHDQVWKHUHȷVDUHDOVRFLDODVSHFW
LWȷVQRWDODUJHURRPRIIDFHOHVVSHRSOHLWV
VPDOOJURXSWUDLQLQJGHVLJQHGWRPRWLYDWH
DQGHQFRXUDJHZKLOHWKH3RZHU&\FOLQJ
VRIWZDUHDOORZVPHWRNHHSDQH\HRQ
SHRSOHȷVSHUIRUPDQFHDVLQGLYLGXDOVȻ
Njinga CyclingRSHQHGLQ-DQXDU\
WRVXSSRUWF\FOLVWVQHZWRURDGF\FOLQJRU
IRULQWHUPHGLDWHOHYHOULGHUVZKRZDQWWR
LPSURYHWKHLUHʡFLHQF\FRQʛGHQFHDQG

RYHUDOOʛWQHVV,WV:DWWELNHSHUIRUPDQFH
ODEZKLFKLQFOXGHVELNHVDQGDODUJH
GDWDVFUHHQLVXVHGIRUFRDFKLQJJURXS
FODVVHVDQGSURJUDPPHVSHGDOWHFKQLTXH
VHVVLRQVDQGSK\VLRORJLFDOWHVWLQJ
7RJR.H\QHV1MLQJDFRIRXQGHUDQG
&(2FRPPHQWVȺ:HZHUHORRNLQJIRU
DQDUUD\RIGDWDDUHDOULGHIHHODQGDZD\
WRPRQLWRUSHGDOOLQJWHFKQLTXHDQGIRUDOO
LQGRRUELNHVWREHFDOLEUDWHGWKHVDPH
Ⱥ2XUWUDLQLQJVHVVLRQVDUHGHYLVHGE\
D%ULWLVK&\FOLQJFRDFKDQGD:DWWELNH
3HUIRUPDQFH,QVWUXFWRU8VLQJWKHELNHVWR
GHYHORSWKHVSDFHKDVUHDOO\SURGXFHGD
VSHFLDOLVHGSHUIRUPDQFHEDVHG]RQH
2QWRSRIWKLVHDFKWUDLQLQJVHVVLRQKDV
DFOHDUREMHFWLYHDQGWUDLQLQJ]RQHVKHQFH
HDFKULGHUFDQZRUNWRWKHLURZQDELOLWLHV
ZKLOVWZRUNLQJRQSHGDOWHFKQLTXHWR
LPSURYHULGHUHʡFLHQF\DQGSRZHURXWSXW
7KDWȷVZK\WKH:DWWELNHVHVVLRQVDUH
VXFKDJUHDWDOWHUQDWLYHWRVSLQQLQJFODVVHVȻ

RIGHT INTENSITY
2QWKHULVHRISRSXODULW\RI:DWWELNH
=RQHVDQGEHVSRNHVWXGLRV5LFK%DNHU
FRPPHUFLDOGLUHFWRUDW:DWWELNHDGGVȺ,WȷV
LPSRUWDQWWRXVWRZRUNZLWKRSHUDWRUV
DQGVWXGLRVLQRUGHUIRUWKHPWREHVWXWLOLVH
WKHELNHV7KHUHȷVDORWPRUHXQGHUVWDQGLQJ
DQGGHPDQGIRUSRZHUWUDLQLQJDQGDQ

DOWHUQDWLYHWRLQGRRUJURXSF\FOLQJWKDW
SURYLGHVZRUNVKRSVJHDUHGWRDSXUSRVH
Ⱥ,WȷVEHHQIDQWDVWLFWRVHHVRPDQ\SHRSOH
LQWKHLQGXVWU\EHJLQWRXVHWKH:DWWELNHVWR
WUDQVIRUPDUHDVRQWKHJ\PʜRRUEULQJLQJ
WKHVWXGLRDWPRVSKHUHWRDQRSHQVSDFH
ZKHUHLWFDQPRWLYDWHDOOWKHPHPEHUVDQG
HQFRXUDJHWKHPWRWU\VRPHWKLQJQHZLI
WKH\KDYHQȷWDOUHDG\Ȼ
:DWWELNHVPDOOJURXSWUDLQLQJVHVVLRQV
HQVXUHWKDWHYHU\RQHLVWUDLQLQJDWWKH
ULJKWLQWHQVLW\ZKLOVWWKH3RZHU&\FOLQJ
VRIWZDUHGLVSOD\VDOOLQGLYLGXDOGDWDIURPWKH
:DWWELNHVRQWKHELJVFUHHQ
&ODVVLQVWUXFWRUVRUSHUVRQDOWUDLQHUV
FDQZRUNRQSHGDOOLQJWHFKQLTXHXVLQJWKH
:DWWELNH3RODU9LHZDQGPRQLWRULQGLYLGXDO
ULGHUVPXFKPRUHFORVHO\
6HVVLRQVFDQEHWDLORUHGWRVSHFLʛFJRDOV
RUVSRUWVWKURXJKKLJKTXDOLW\LQGLYLGXDOLVHG
WUDLQLQJWKDWVWLOOUHPDLQVLQDPRWLYDWLQJ
JURXSHQYLURQPHQW
TEL: +44 (0)115 9455450
EMAIL: info@wattbike.com
WEB: www.wattbike.com
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Growth
market
7KHKHDOWKDQGʛWQHVVPDUNHWFRQWLQXHVWR
H[SDQGDFURVV(XURSHDFFRUGLQJWRQHZ
UHVHDUFK6RZKHUHGRHVFRQWLQXHGJURZWK
SRWHQWLDOOLH"Karsten Hollasch and
Herman Rutgers report

2015

was another year of
strong growth for
WKH(XURSHDQʛWQHVV
market, as the total number of health
DQGʛWQHVVFOXEPHPEHUVLQFUHDVHGE\
SHUFHQWWRPLOOLRQ7KLVLVRQHRI
WKHWRSOLQHʛQGLQJVRIWKHQHZEuropean
Health & Fitness Market Report 2016,
SXEOLVKHGLQ$SULOE\(XURSH$FWLYHLQFR
RSHUDWLRQZLWK'HORLWWH
7KLVJURZWKZDVGULYHQQRWRQO\E\WKH
FRQWLQXHGJURZWKRIOHVVGHYHORSHGʛWQHVV
PDUNHWVOLNH3RODQG7XUNH\DQG5XVVLD
EXWDOVRE\QHZFRQFHSWVWKDWGUHZLQ
DGGLWLRQDOPHPEHUVLQWKHPRUHPDWXUH
markets of western and northern Europe.
,QWHUPVRIPDUNHWYDOXHWRWDOʛWQHVV
FOXEUHYHQXHVLQFUHDVHGDWDQHYHQKLJKHU

UDWHRISHUFHQW:KLOHWKLVZDVODUJHO\
GULYHQE\H[FKDQJHUDWHHʞHFWVLQWKH8.
DQG6ZLW]HUODQGWKHHPHUJHQFHRIKLJKHU
SULFHGERXWLTXHFOXEVDQGVSHFLDOLQWHUHVW
gyms also played a major role.
:LWKDWRWDOPDUNHWYDOXHRIɳEQ
ʛWQHVVFRQWLQXHVWRUDQNDVWKHQXPEHU
RQHVSRUWVDFWLYLW\LQ(XURSH1RWRQO\
that, but WKLVYDOXHPDNHV(XURSHWKH
ODUJHVWʛWQHVVPDUNHWLQWKHZRUOGDKHDG
RIWKH86PDUNHWZKLFKZDVYDOXHGE\
,+56$DWɳEQLQ
THE KEY PLAYERS
7KH(XURSHDQFKDLQRSHUDWRUVZHUHDNH\
GULYHUEHKLQGWKHJURZWK&RPSDUHGWR
WKHSUHYLRXV\HDUWKHWRSRSHUDWRUV
LQFUHDVHGWKHLUPHPEHUVKLSE\DERXWRQH

PLOOLRQWRPLOOLRQLQWRWDO7KHIDVWHVW
JURZLQJFRPSDQLHVDJDLQLQFOXGHGDODUJH
QXPEHURIGLVFRXQWRSHUDWRUVXQGHUOLQLQJ
QRWRQO\WKHFRQWLQXHGPDUNHWFRQVROLGDWLRQ
ȲHVSHFLDOO\LQPRUHPDWXUHPDUNHWVȲEXW
DOVRWKHLQFUHDVLQJSRODULVDWLRQEHWZHHQ
WKHGLVFRXQWVHJPHQWDQGWKHVSHFLDOLVW
ERXWLTXHVDQGSUHPLXPRSHUDWRUV
7KHOHDGLQJRSHUDWRULQWHUPVRI
PHPEHUVKLSUHPDLQVWKH*HUPDQGLVFRXQW
FKDLQ0F),7+LJKZLWKDQHVWLPDWHG
PLOOLRQPHPEHUVȲDQLQFUHDVHRIDURXQG
:KLOHWKHQXPEHURI0F)LW
EUDQGHGFOXEVJUHZLQ,WDO\3RODQGDQG

FIGURE 1: Top 10 European ﬁtness markets by revenue in €m and share of total European market (2015)
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The value of the European
ʛWQHVVPDUNHWQRZ
H[FHHGVWKDWRIWKH86

Spain, the company also launched its new
High5 concept in April 2015, with a total
of 10 clubs in Germany and one in Austria
by the end of 2015. High5 clubs are
smaller in size and focus on functional and
strength training, priced at €9.90–€34.90
a month depending on the contract type.
Dutch low-cost operator Basic-Fit
ranks second by member numbers, with

approximately one million members
at the end of 2015, followed by British
ORZFRVWʛWQHVVFKDLQ3XUH*\P$IWHU
WKHDGGLWLRQRIIRUPHU/$ʛWQHVVFOXEV
via acquisition, as well as the opening of
37 of its own clubs, 3XUH*\PZDVWKH
IDVWHVWJURZLQJʛWQHVVRSHUDWRULQ(XURSH
by member numbers – up by 260,000 to
680,000 members in 2015.

Fast risers also include the German
GLVFRXQWFKDLQVFOHYHUʛW  DQG
)LW;  ZKLFKLVHVWLPDWHGWR
have almost doubled its membership to
$QRWKHUIDVWJURZLQJʛWQHVV
company, British low-cost operator The
*\P*URXS  VXFFHVVIXOO\
FRPSOHWHGDQ,32RQWKH/RQGRQ6WRFN
([FKDQJHLQ1RYHPEHU

FIGURE 2: Total membership, membership growth and penetration rate of top 10 European ﬁtness markets (2015)
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The UK’s David Lloyd Leisure
is second in the revenue
rankings after Virgin Active

REVENUE LEADERS
The European revenue ranking is led by
British operator Virgin Active, which
operates 142 clubs in Italy, Portugal, Spain
and the UK with estimated total revenues
of €485m in 2015. In April 2015, an 80 per
cent stake in Virgin Active was acquired
E\6RXWK$IULFDQSULYDWHHTXLW\ʛUP%UDLW
while 20 per cent remained with Richard
Branson’s Virgin Group.
Ranking second by revenue is fellow
British-based operator David Lloyd
Leisure (€460m), followed by Scandinavian
market leader Health & Fitness Nordic
(€321m) and McFIT/High5 (€268m), as
well as the British operators Fitness First
ɳP DQG1XʡHOG+HDOWK ɳP 
While three of the top 10 operators
in revenue terms state annual revenues

“Three of the top 10 operators state
annual revenues of more than €1,000
per member; three others earn less
than €300 annually per member”
(excluding VAT) of more than €1,000
per member, three others – McFit/High5,
Basic-Fit and Pure Gym – earn less than
€300 annually per member.
M&A ACTIVITY
Health clubs remained highly attractive to
investors in 2015, from both inside and
outside the industry: there were 19 M&A
transactions in 2015, the same as the previous
year and twice as many as two years ago.

M&A activity was also strong on the
supplier side, with Precor’s takeover
of Queenax in June 2015, Nautilus’
acquisition of Octane Fitness in December
2015, and Life Fitness’ purchases of SCIFIT
in July 2015 and Cybex in January 2016.
Overall, 2015 was another year of strong
JURZWKIRUWKHJOREDOFRPPHUFLDOʛWQHVV
equipment industry, which has an estimated
market value of €2.65bn.7KHʛYHOHDGLQJ
B2B manufacturers – Life Fitness, Technogym,

FIGURE 3: Correlation between physical activity and ﬁtness market penetration (2015)
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FIGURE 4: Correlation of real GDP per capita and urbanisation with ﬁtness market penetration (2015)
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Johnson Health Tech, Precor and Cybex –
accounted for 72 per cent of the market and
VDZSHUFHQWJURZWKLQ LQʜXHQFHG
E\FXUUHQF\HʞHFWVDQGWKHVWURQJ86GROODU 
FURTHER GROWTH POTENTIAL
Although the market has expanded rapidly in
the last two years – from around 46 million
members in 2013 to 52.4 million members
in 2015 – growth potential remains.
While Germany (9.5 million members /
ɳEQUHYHQXH WKH8QLWHG.LQJGRP 
PLOOLRQPHPEHUVɳEQUHYHQXH )UDQFH
PLOOLRQPHPEHUVɳEQUHYHQXH 
,WDO\ PLOOLRQPHPEHUVɳEQUHYHQXH 
DQG6SDLQ PLOOLRQPHPEHUVɳEQ
UHYHQXH DOUHDG\DFFRXQWIRUSHUFHQW
of the European market in terms of both
PHPEHUVKLSDQGWRWDOUHYHQXHV )LJXUH
S DOOʛYHFRXQWULHVFRQWLQXHWRJURZDQG
RʞHUIXUWKHUSRWHQWLDOZLWKSHQHWUDWLRQ
rates currently between 7 and 14 per cent.
7KLVLVLQFRQWUDVWWR1RUZD\6ZHGHQ
and the Netherlands, which have already
reached penetration rates of 19.4, 16.7
and 16.4 per cent respectively.
At the same time, Turkey and Russia
– with relatively large populations – have
shown rapid development in the provision
RIʛWQHVVRSSRUWXQLWLHV%RWKFRXQWULHV
still display considerable potential, with
more than 47,000 inhabitants per club
and penetration rates of just 2.4 per cent
7XUNH\ DQGSHUFHQW 5XVVLD 
The report found that penetration rates
were primarily correlated to three macroeconomic factors: the general physical
62

Pure Gym was the
fastest growing
European operator
by member numbers

activity of the population, a country’s
gross domestic product per capita, and
the degree of urbanisation – all of which
SRVLWLYHO\LPSDFWʛWQHVVPHPEHUVKLS
)LJXUHSDQG)LJXUHDERYH 
Thus, countries with a large percentage
of the population exercising or doing
VSRUW VRXUFH(8(XUREDURPHWHU 
ȲVXFKDV6ZHGHQ'HQPDUNDQG)LQODQGȲ
DUHDPRQJWKHOHDGHUVLQWHUPVRIʛWQHVV
market penetration, while less active

countries like Poland or Portugal have
relatively low percentages of members.
/LNHZLVHFRXQWULHVZLWKDKLJKUHDO*'3
per capita and high degree of urbanisation
ȲOLNH6FDQGLQDYLDDQGWKH8.ȲKDYHWKH
highest penetration rates, whereas lower
ranked countries like Russia and Turkey
KDYHOHVVGHYHORSHGʛWQHVVPDUNHWV
If physical activity and disposable income
FRQWLQXHWRJURZWKHʛWQHVVLQGXVWU\KDVD
JUHDWRSSRUWXQLW\WREHQHʛWO

WANT TO KNOW MORE?
Karsten Hollasch is partner at Deloitte and head of the German Sports Business
Group. Herman Rutgers is a board member, chair of events and research
director for EuropeActive. A hard copy of the report can be purchased via the
EuropeActive website: www.healthclubmanagement.co.uk/europeactive
The report costs €95 for EuropeActive members or €195 for non-members, plus delivery.
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MINE
OF INFORMATION
Many operators store a vast amount of data in their systems but never use it.
Could they be sitting on a gold mine? Rhianon Howells investigates new developments
in data mining that are aimed at unlocking this hidden wealth

I

t was Peter Sondergaard,
head of research at Gartner,
who famously claimed that
GDWDȲRUPRUHVSHFLʛFDOO\
information – is the “oil of the
21st century”.
,QWKHKHDOWKDQGʛWQHVV
industry, as in any other, there’s no doubt
that data is an invaluable asset, delivering
greater business insights. This in turn
HQDEOHVPRUHWDLORUHGRʞHULQJVEHWWHU
FXVWRPHUVHUYLFHDQGPRUHHʞHFWLYH
retention strategies, which ultimately
GULYHVUHYHQXHDQGSURʛW%XWlike crude
oil, data is worthless until it’s extracted,
UHʛQHGDQGSXWWRXVH,QIRUPDWLRQLVRLO
Sondergaard said, but “analytics is the
combustion engine”.
Most operators already collect data
on everything from their customers’
SUHIHUHQFHVDQGKDELWVWRʛQDQFLDO
measures such as income and costs – but
how can they improve their access to and
understanding of this information and,
PRUHLPSRUWDQWO\XVHLWWREHQHʛWWKHLU
business? We look at some key areas.

“We made changes to our corporate
membership renewal process after
an eyeQ report identified a high
drop-off in corporate membership
numbers at the annual renewal point,”
says the council’s business manager
John Hancock. “Looking into this, we
concluded that the renewal process
was too long-winded and formal, and
we simplified it accordingly.

“Data is worthless until it’s
extracted, reﬁned and put to use”
Serco Leisure has saved over
£1m a year on its utility bills

RETENTION
Analysing and responding to attrition
and retention data is vital to improving
performance in these areas. Rhondda
&\QRQ7DI 5&7 &RXQW\%RURXJK
Council, which runs 10 leisure sites, uses
Gladstone’s business intelligence tool
eyeQ to generate reports in this area,
then adjusts its procedures accordingly.
64

“The drop-off of corporate
membership renewals at our facility has
now more than halved, from 25 per
cent to 10 per cent, and length of stay
has obviously increased as well.”
Taking this kind of action on the back
of a report is risky if you’re not 100 per
cent sure of its reliability, however – and
before eyeQ, the council didn’t have
HQRXJKFRQʛGHQFHWRGRWKLVȺ2XU
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Serco Leisure uses Legend
across its 70 facilities

previous system was more complicated
and often led to the same data delivering
VOLJKWO\GLʞHUHQWUHVXOWVGHSHQGLQJRQ
ZKRUDQWKHUHSRUWȻVD\V+DQFRFN
,QFRQWUDVWH\H4ȷV4XHU\%XLOGHU
PHDQVWKDWDVORQJDV\RXKDYHD
reasonable understanding of your
GDWDEDVHSURGXFLQJVSHFLʛFGDWDH[WUDFWV
LVVLPSOHZKLOHWKHDELOLW\WRH[SRUWWKH
GDWDWR([FHOPHDQVWKHUHSRUWVFDQEH
HDVLO\XQGHUVWRRG7KHNH\VD\V+DQFRFN
LVWKDWȺHYHQZLWKGLʞHUHQWUHSRUWURXWHV
WKHHQGUHVXOWVDUHWKHVDPHȻ

COST SAVINGS
Data mining can also lead to substantial
FRVWVDYLQJV6HUFR/HLVXUHZKLFK
PDQDJHVIDFLOLWLHVKDVPDGHDQQXDO
savings of more than £1m by driving
GRZQXWLOLWLHVELOOVXVLQJ/HJHQGȷV
SURSULHWDU\EXVLQHVVLQWHOOLJHQFHVROXWLRQ
$NH\IHDWXUHRI/HJHQGȷVVROXWLRQLVLWV
WDUJHWLQJDQGDOHUWLQJIXQFWLRQDOLW\ZKLFK
allows operators to set targets within
VSHFLʛFVHWVRIGDWD,IWKHVHWDUJHWVDUH
QRWPHWDWDQ\SRLQWPDQDJHUVUHFHLYH
a real-time alert which enables them
WRWDNHLPPHGLDWHDFWLRQȺ7KLVDOORZV
FXVWRPHUVWRDYRLGȶDQDO\VLVSDUDO\VLVȷ
ZKLFKLVDJHQXLQHULVNZKHQWKHUHȷVVR
much data available in modern leisure
PDQDJHPHQWV\VWHPVȻH[SODLQV/HJHQG
0'6HDQ0DJXLUH

,QWKHFDVHRI6HUFR/HLVXUHWKH
operator set reduction targets for its
ZDWHUJDVDQGHOHFWULFLW\FRQVXPSWLRQ
EDVHGRQWKHSUHYLRXV\HDUȷVUHVXOWVȲIRU
H[DPSOHȶUHGXFHJDVFRQVXPSWLRQE\
SHUFHQWRQDOLNHIRUOLNHEDVLVFRPSDUHG
ZLWKWKHVDPHPRQWKODVW\HDUȷ,ID
FHQWUHIHOOEHKLQGRQDWDUJHWPDQDJHUV
ZHUHDOHUWHGWRLQWHUYHQHSHUKDSVE\
implementing actions that had proved
EHQHʛFLDODWRWKHUFHQWUHV7he analysis
also enabled the company to pinpoint
when the performance of a centre
ZDVRXWRINLOWHUZLWKWKDWRILWVRWKHU
FHQWUHVZKLFKKHOSHGWRLGHQWLI\VSHFLʛF
LVVXHVVXFKDVDOHDNDQHTXLSPHQWIDXOW
RULQHʞHFWLYHLQVXODWLRQ

$FFRUGLQJWR.HLWK7KRPDV0'RI
6HUFR/HLVXUHQRWRQO\KDYHWKHVHVDYLQJV
EHHQVLJQLʛFDQWLQWKHPVHOYHVEXWWKH\
have also enabled the company to be
PRUHHQYLURQPHQWDOO\DFFRXQWDEOHȲ
ȺVRPHWKLQJWRZKLFK6HUFR/HLVXUHLV
SHUFHQWGHGLFDWHGȻ

INCOME MANAGEMENT
Another area where data mining can
PDNHDQLPSDFWLVLQFRPHPDQDJHPHQW
/LIH/HLVXUHZKLFKPDQDJHVIDFLOLWLHV
LQ6WRFNSRUWKDVDFKLHYHGDSHU
cent rise in direct debit income and
a halving of direct debit failures using
the financial reporting and forecasting
IHDWXUHZLWKLQ/HJHQGȷVEXVLQHVV

RCT is automating the
process of ensuring users’
payments are up to date
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intelligence solution, says the operator’s
chief executive Malcolm McPhail.
7KLVLVODUJHO\WKDQNVWRPRUHHʡFLHQW
BACS processing. “Much of the success
in fees processing is down to ease of use
when doing small but important daily
administrative tasks, combined with the
accuracy of the data,” says Maguire. “If
you can easily run status reports that
highlight issues, you can remedy them
EHIRUHVXEPLWWLQJD%$&6ʛOHUHVXOWLQJLQ
a higher submission rate.”
Meanwhile, in Rhondda Cynon Taf,
the council is planning to introduce
Gladstone’s Business Process Manager
(BPM) module – which streamlines
administrative processes – and link it
to eyeQ, in order to automate email
communication with customers who
have unpaid debts or dishonoured
bookings. “For example, we might run a
report identifying customers with failed
direct debit payments,” says Hancock.
“This would automate an email via BPM
to inform the customer that there’s a
debt on their record, and to tell them
how to contact us to arrange payment.”
*ODGVWRQHDOVRRʞHUVDGDWDFRQVXOWDQF\
service to help eyeQ clients delve
deeper into their database, with further
implications for income management.
Shetland Recreational Trust (SRT), which
operates eight sites, used the service to

There’s been an uplift in corporate membership renewals at RCT centres
streamline its invoicing procedures by
creating an interface between its member
management software and external
accounting package.
Guy Bickerton, head of Gladstone’s
data services, worked with SRT to create
DQH[WUDFWʛOHWRSXOORXWWKHUHOHYDQW
data, organise it for compatibility and
export it to Excel for uploading into the
accounting system. According to clerical

assistant Norma Johnson, no longer
having to enter this data manually saves
one full day a month and also ensures
much greater accuracy.
While business intelligence solutions are
invaluable, says Bickerton, data consultancy
ʛOOVWKHJDSZKHQH[SHUWLQSXWLVQHHGHG
“In short, if it’s stored in your system, we
will be able to extract it, and in the format
you require,.” he says. O

SHARING THE BENEFITS
DataHub, a collaborative project which allows sport and leisure providers to share and align their data, gives
operators access to business critical data, not only from their own sites but from across the sector

D

ataHub was launched in 2014
by software supplier Xn
Leisure, operator Places for
People, national governing bodies
Badminton England and the ASA, and
sport intelligence provider 4 Global
Consulting, which administers the
initiative together with an industry
steering group. The project, which
is free for operators to join, now
has more than 1,200 DataHub Club
member sites and tracks over 150
million facility visits.
It also has a number of specialist
partners – including Gladstone,
Leisure-net Solutions, Right
Directions, Big Wave Media, Max
Associates, England Squash, Experian,
DQG6KHʡHOG+DOODP8QLYHUVLW\ȷV

66

Sport Industry Research Centre
– who support sport and leisure
operators to maximise returns from
the data via online modules, each
providing specialist participation and
business intelligence.
These include a Social Value
Calculator, delivered by Experian and
6KHʡHOG+DOODP8QLYHUVLW\ZKLFK
allows operators to quantify in
monetary terms the social value their
organisation has generated, as well
as benchmarking its impact within
the sector. Based on CASE – the
DCMS culture and sport evidence
programme – the calculator uses
data feeds from each facility to
SURʛOHWKHFXVWRPHUEDVHIRUULVN
It then equates the physical activity
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undertaken by each individual
with the proven saving to the local
community in the key areas of health,
community and crime, education and
employment, and wellbeing.
Also available to DataHub Club
members is Insight, a business
analytics solution delivered by Xn
Leisure. Operators pay an annual
licence fee to access the module,
which not only enables them to
run time-saving reports on internal
PHPEHUVKLSʛQDQFHDQGRFFXSDQF\
data, but also allows them to
EHQFKPDUNWKHVHʛJXUHVDJDLQVW
those of their peers, helping to
identify both under-performance and
growth opportunities.
www.DataHubClub.com

Strategic Data at your Fingertips

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

E ĜĹüŅÄƻĹĬåĜŸƚųåţÏŅĵ

xnleisure.com

A LEGEND PROMOTION

Sporting success
How Inverclyde Leisure has driven business transformation, cut costs and grown revenues

T

urning a business around need
not be a complicated process nor
GHSHQGXSRQVLJQLʛFDQWUHVRXUFHV
One leisure operator in Scotland
has demonstrated this over the last two
years with an impressive performance,
resulting in a reduction in overall costs and a
VWHSLQFUHDVHLQUHYHQXHV$QDJHLQJOHLVXUH
centre due to be closed has been rescued
and the leisure trust continues to grow
UHYHQXHVLQVSLWHRIWKHHFRQRPLFFOLPDWH

BUSINESS ANALYSIS
When Inverclyde Leisure appointed Kieron
Vango as chief executive in mid-2013, the
WUXVWRSHUDWHGIDFLOLWLHVLQFOXGLQJʛYH
gyms, two pools, three outdoor pitches,
three sports centres and one large leisure
FHQWUHZKLFKDOVRKDVDQLFHULQN7KH
IDFLOLWLHVDQGVHUYLFHRʞHULQJZHUHRQD
par with other public sector facilities in
6FRWODQG6RPHIDLOLQJFHQWUHVZHUHGXHWR
EHFORVHG7KHWUXVWZDVXQGHUSUHVVXUHWR
LPSURYHLWVʛQDQFLDOSHUIRUPDQFH
“We needed to really take stock
and reassess our entire proposition,”
9DQJRH[SODLQVȺ:HVWDUWHGZLWKD
VWUDLJKWIRUZDUGEXVLQHVVUHYLHZ
Ⱥ7KHDQDO\VLVZDVYHU\LQWHUHVWLQJ,W
was clear we had to rethink our service
RʞHULQJ:HQHHGHGWRSXWWKHFXVWRPHU
H[SHULHQFHDWWKHKHDUWRIRXUSODQV,WZDV
evident we could improve membership and
that there was room for revenue growth in
other areas such as swimming and skating
OHVVRQV,WZDVDOVRDSSDUHQWZHFRXOG
LPSOHPHQWVHQVLEOHFRVWVDYLQJVLQ,70RVW
glaring was the lack of good information to
UXQWKHEXVLQHVVZLWK7KHFRQFOXVLRQZDV
we needed a solid technology platform to
WDNHWKHEXVLQHVVIRUZDUGȻ

TECHNOLOGY MIGRATION
7KH,QYHUFO\GH/HLVXUHWHDPWKHUHIRUH
developed a three-year business
transformation plan, which included the
following main deliverables:
O Invest in a new front of house software
platform for its sites
OMove from the council’s infrastructure
to a new IT platform and networks
OIntroduce a new, tiered membership
structure to respond to local needs and
ultimately improve membership revenue
68

Swim school numbers have grown by 45 per cent in just a year
OImplement a much more modern
telephony solution
OImplement a wider range of swimming
lessons and other courses to grow
courses revenue
OShift customers to self-service and
smartphone bookings instead of them
queuing at reception
O,QWURGXFHDEXGJHWRʞHULQJIRU
struggling facilities
OInvest in a refurbishment programme
and new gym equipment to underpin the
new approach
“Legend won the tender for the new
IURQWRIKRXVHSODWIRUP7KLVZDVLQVWDOOHG
smoothly and the project completed by
0DUFKȻH[SODLQV9DQJRȺ,QIDFWZH
made such good progress we decided
WRDFFHOHUDWHSKDVH,Q-DQXDU\
ZHWHQGHUHGIRUDQHZ,7SODWIRUPQHZ
QHWZRUNVDQGQHZWHOHSKRQ\
$JDLQ/HJHQGȷVRYHUDOOSURSRVLWLRQIRU
a one-stop solution was very compelling
DQGHFRQRPLFDOȲ/HJHQGFRXOGRʞHUD
VROXWLRQZLWKRQH[VXSSRUWGHVNIRU
DOORIRXU,7VHUYLFHVȻ
%\$SULO,QYHUFO\GH/HLVXUHKDGD
QHZ,37HOHSKRQ\VROXWLRQLQVWDOOHGDFURVV
all 13 sites, new networks and had decided
WRPLJUDWHWRWKHFORXGDQGUXQ2ʡFH
9DQJRVD\VȺ1RWRQO\GLGWKHZKROH
migration go smoothly, but it resulted in
VXEVWDQWLDOFRVWVDYLQJV:HQRZKDYHD
modern, more reliable service at less than
KDOIWKHSUHYLRXVFRVWȻ
People can now join via smartphone
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“Inverclyde Leisure has become a rapid
DGRSWHUȻH[SODLQV6HDQ0DJXLUH/HJHQG V
PDQDJLQJGLUHFWRUȺ,WȷVDFRPSOLPHQWWRDQ
RUJDQLVDWLRQȷVOHDGHUVKLSWHDPZKHQLWFDQ
embrace new systems and make wide use
RIWKHWRROVDWLWVGLVSRVDO)RUH[DPSOH
the Inverclyde Leisure team has employed

Legend has helped Inverclyde Leisure put customers at the heart of its services
our ticketing solution, our LegendFM tablet,
our BACS Bureau services and our KPI
Targeting and Monitoring reporting. They
have exploited our powerful sports courses
and poolside swimming lessons module
to grow swimming lessons and even
introduced ice skating lessons.”

BUSINESS ENHANCEMENTS
In parallel with the implementation of
its new IT platform, the trust diversified
its product offering, starting with the
introduction of tiered membership
packages: a budget offering ‘IL Fitness
for Less’ was introduced at two centres
to increase base level engagement;
a middle, all-inclusive offering which
offered access to all the trust’s centres
and moved customers from PAYG to a
monthly direct debit payment scheme;
and a premium membership which
offered additional elements such as
taster personal training sessions.
Ⱥ7KHFRPELQHGHʞHFWRIWKHEXGJHW
price point, three-tiered membership
LQFOXGLQJDȶSUHPLXPȷRʞHULQJDQGWKHXVH
of Join Online on the web and smartphone,
was felt almost immediately,” says Vango.
“Between April 2014 and March 2016
Inverclyde Leisure has seen a 34 per cent
like-for-like direct debit income increase,
equating to nearly £600,000 per annum.”
,QDGGLWLRQWKHWUXVWKDVGULYHQVLJQLʛFDQW
revenue increases through an expansion of
its sports courses, particularly swimming.

“In the last two years, income from
swimming lessons has become our second
largest revenue stream,” Vango says.
“It’s been helped by the way in which
our teachers can interact with students and
parents through Legend, which has also
automated what was historically the hugely
stressful element of re-enrolment and
course bookings. Over the last year, the
swim school has grown by 45 per cent.”
Inverclyde Leisure is now rolling the
Sports Courses software out to additional
course programmes, including activities
such as ice skating and gymnastics.
7KHʛQDOHOHPHQWRIWKHVHUYLFHV
transformation was around giving
customers more control over the way in
which they could engage with the trust,
and implemented Legend’s BACS Bureau
services as part of a fully outsourced
membership management service.
Vango says: “Our aim was to allow
customers to better manage their
PHPEHUVKLSRQOLQHJLYLQJVWDʞPRUHWLPH
to focus on customer care. We wanted to
reduce the volume of general enquiries, and
serve more customers online. The Legend
Direct Debit service saves time and money
and runs like an internal department. Our
average collection rate is now 98.7 per cent
versus 96.3 per cent in 2014.”

just that: a truly transformed and successful
leisure organisation.
With Legend’s reporting capability and
the use of the KPI functions, the Inverclyde
Leisure team now also has real time
information and business intelligence at its
ʛQJHUWLSV9DQJRH[SODLQVȺ:HNQHZZH
FRXOGRSHUDWHPRUHHʞHFWLYHO\DVDEXVLQHVV
But now we can easily measure it and we
can use the data to drive action. Legend has
given us a clear, dashboard-style presentation
of our progress against KPIs on all aspects
of the business and has allowed us to make
really meaningful benchmarking comparisons.
“It’s an astonishing story. Whereas 24
months ago we had zero online bookings,
today over 60 per cent of bookings are
done online. Before the recent re-opening
of the struggling Ravenscraig facility, we saw
700 online joiners within six weeks.
"And we feel there is still substantial
growth to come. I am hugely proud of
what we have achieved."
TEL:

0800 031 7009 (UK freephone)
+1 613 400 6477
EMAIL: info@legendware.co.uk
info@legendware.ca
WEB: www.legendware.co.uk
www.legendware.ca

SUPPORTING CUSTOMERS
Two years into its business transformation
programme, Inverclyde Leisure has seen
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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Sentinel Leisure Trust is leading a wellness revolution in the east of England as it develops
its commercial arm to create a positive impact on the local community. Kate Parker
talks to Chris Ames, Sentinel’s head of business development

When was Sentinel Leisure
Trust established?

much revenue as possible through
our commercial arm to support our
charitable activities and ensure leisure
services are sustainable in the future.

Sentinel Leisure Trust (SLT) was formed
in 2011 when Waveney District Council
outsourced the management and operations
of its leisure and outdoor services.
A somewhat bumpy road followed,
with the trust facing a loss of £1.2m
GXULQJLWVʛUVW\HDURIRSHUDWLRQ
However, its fortunes were quickly
turned around after a new board of
trustees and a new senior management
team were appointed in 2013, and that
loss became a surplus this year.

What does your commercial
arm allow you to do?

How is the trust structured?
6/7LVDFKDULWDEOHDQRQSURʛWGLVWULEXWLQJ
RUJDQLVDWLRQ 13'2 ZKHUHDQ\SURʛWLV
reinvested in services or business growth.
Then we have its subsidiary company,
Sentinel Enterprise Limited (SEL) – the
trust’s commercial arm – which delivers any
responsibilities that aren’t charitable. This
includes, for example, the trust’s outdoor
services: beach huts, boat moorings, golf
courses, caravan parks and so on.
$OOSURʛWVHDUQHGIURP6(/DUHSORXJKHG
back into the trust’s charitable objectives

Chris Ames, Sentinel’s head
of business development

and go towards reducing prices, improving
facilities and increasing access.
Councils are going to be facing
JURZLQJSUHVVXUHWRVLJQLʛFDQWO\FXW
their budgets. We want to get as

We want to get as much revenue
as possible through our
commercial arm to ensure
leisure services are sustainable
in the future - Chris Ames
70
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The main thing is it allows us to keep
membership prices at our leisure facilities
down and accessible to as many people as
possible. We manage contracts in some of
the most deprived regions in the UK and
we do everything we can to engage with
people who wouldn’t normally consider
going to their local leisure centre, to get
them thinking about their health.
:HRʞHUDFFHVVWRWKHEHVWHTXLSPHQW
and programmes for £34.95 a month –
DQGWKDWȷVDFURVVʛYHJ\PVVL[SRROVDQG
ʛYHVWXGLRVZLWKVRPHIUHHFODVVHV
to choose from each week. We also
have a relaxation thermal suite and spa
at Waterlane Leisure Centre, and we’re
looking to develop more leisure centres.
As our commercial arm has grown, it’s
also allowed us to look at other activities
and initiatives that meet our charitable
objectives. The Changing Lives scheme is
one such project, launched in 2013.

What is Changing Lives?
The scheme came about through one of
our trustees who highlighted the case of
Marc Rivett, who at the time worked in
outdoor services. He’d lost his speech and
DELOLW\WRZDONXQDLGHGDIWHUVXʞHULQJD
stroke in December 2013.
In January 2014, Marc began an
intensive 12-week rehab programme
with East Coast Community Healthcare,

SOC I A L GOO D

and then progressed onto a sponsored
VL[PRQWKʛWQHVVDQGSHUVRQDOWUDLQLQJ
SDFNDJHZLWK6HQWLQHO
The success of the programme, in terms
RI0DUFȷVUHFRYHU\DQGKLVUHWXUQWRIXOO
WLPHHPSOR\PHQWEHFDPHWKHLQVSLUDWLRQ
WRVHHNRXWPRUHSHRSOHZHFRXOGKHOS
&KDQJLQJ/LYHVZDVERUQ

How do you identify candidates
for the scheme?
7KH\WHQGWREHKLJKOLJKWHGE\(DVW&RDVW
&RPPXQLW\+HDOWKFDUH (&&+ RXU
ORFDOKHDOWKSUDFWLWLRQHUVZKRSURYLGH
FRPPXQLW\EDVHG1+6DQGVRFLDOFDUHLQ
1RUIRONDQG:DYHQH\
:HKDYHDSDUWQHUVKLSZLWK(&&+DQG
WRJHWKHUZHʜDJXSDQ\RQHGLUHFWHGWR
XVIRUUHKDERU*3UHIHUUDOZKRUHTXLUHV
IXUWKHUVXSSRUW&KDQJLQJ/LYHVLVQȷW
SURDFWLYHO\DGYHUWLVHG+LJKOLJKWHGFDVHV
are submitted to senior management, who
in turn present them as anonymised case
VWXGLHVWRWKHERDUGIRUFRQVLGHUDWLRQ
&KDQJLQJ/LYHVRʞHUVVRPHWKLQJDERYH
DQGEH\RQGWKHXVXDOURXWHVSHRSOHPLJKW
WDNH,WȷVIRUSHRSOHZKRUHDOO\QHHGH[WUD
VXSSRUWRQDZHHNO\EDVLVZLWKWDLORUHG
SURJUDPPHVDQGWDUJHWHGJRDOVIRUWKHLU
VSHFLʛFFRQGLWLRQVDQGQHHGV
2XUODWHVWSDUWLFLSDQWKDVVXFFHVVIXOO\
EDWWOHGFDQFHUEXWWKHWUHDWPHQWOHIWKHU
VHYHUHO\LPPRELOLVHGDQGLQDSRRUVWDWH
RIKHDOWK:HȷUHQRZVXSSRUWLQJKHUZLWK
IUHHSHUVRQDOWUDLQLQJDQGDTXDF\FOLQJ
LQWKHSRROVRWKHUHȷVOHVVLPSDFWRQKHU
MRLQWVDQGERQHV2XUPLVVLRQLVWRNHHS
KHURXWRIDZKHHOFKDLU

Through a rehab and PT
package, Marc Rivett’s life was
turned around after his stroke

(YHQWKRVHZKRGRQȷWJHWRQWR&KDQJLQJ/LYHVDUHRʞHUHGLQFHQWLYHVWR
stay active, such as discounted memberships or free PT for 12 weeks

%XWHYHQLISHRSOHGRQȷWJHWRQWR
&KDQJLQJ/LYHVZHGHOLYHUDQH[LWURXWH
VRWKH\GRQȷWMXVWGURSRʞDWWKHHQG
RIDZHHN(&&+UHIHUUHGFRXUVH,W
might be a discounted gym membership,
IRUH[DPSOHRUIUHHSHUVRQDOWUDLQLQJIRU
ZHHNVȲbVRPHIRUPRISKDVHGURXWH
WRZDUGVPDLQVWUHDPH[HUFLVH

ZLWKWKHORFDOKHDOWKSURYLGHUVWRKLWWKH
VSHFLʛFQHHGVRIHDFKFRPPXQLW\
,QDGGLWLRQWKHDSSLVDERXWHGXFDWLQJ
SHRSOHWRVHWWKHLURZQJRDOVDQGWRJHW
XVHGWRGRLQJWKLVEXWDWWKHLURZQSDFH
3HRSOHDUHWKHQUHZDUGHGIRUUHDFKLQJ
WKHLUJRDOVȲbPD\EHZLWKDIUHHVZLP
VHVVLRQRUVRPHIUHHSHUVRQDOWUDLQLQJ

What other projects do you
have on the horizon?

And you also have a
consultancy arm?

:HȷUHDERXWWRODXQFKDZHOOQHVVDSSDQG
ZHEVLWHWKDWZLOOHQDEOHRXUVSHFLDOLVWV
DQGRXUSDUWQHUV(&&+WRDVVHVV
OLIHVW\OHWUHQGVDPRQJWKHSRSXODWLRQQRW
HYHU\RQHQHHGVSK\VLFDODFWLYLW\VXSSRUW
ȲVRPHSHRSOHPLJKWQHHGGLHWDU\DGYLFH
VOHHSLQJRUVWUHVVVXSSRUW
:HKRSHLWZLOOKHOSXVEHWWHU
XQGHUVWDQGLQGLYLGXDOVȷOLIHVW\OHVVRZH
FDQJLYHWKHPUHDOLVWLFJRDOVWRLPSURYH
WKHLUKHDOWK,QDGGLWLRQLWZLOODOORZXV
WRORRNDWZKROHWRZQVDQGGLVWULFWVDV
EORFNVRIGDWDVRZHFDQIRFXVUHVRXUFHV

<HV:HȷUHDORFDOWUXVWDQGZHDUHQȷW
VHHNLQJWRH[SDQGIXUWKHUJHRJUDSKLFDOO\
EXWZHDUHDEOHWRJRRXWDQGVXSSRUW
RWKHUFRXQFLOVLQVHWWLQJXSWKHLURZQ
ORFDOWUXVWV(TXDOO\ZHFDQDGYLVHRWKHU
trusts who might want to re-create our
FRPPHUFLDOPRGHOWRKHOSHQVXUHWKHLU
RZQOHLVXUHRʞHULQJLVVXVWDLQDEOH
:HDOUHDG\KDYHDQXPEHURIFRQWUDFWV
DURXQGWKH8.,WȷVQLFHWRVHHWKDW
VRPHWKLQJZHȷUHGRLQJORFDOO\VXFFHVVIXOO\
ZLOOKHOSFHQWUHVLQRWKHUFRXQWLHVDVZHOO
,WȷVVRPHWKLQJZHIHHOSDVVLRQDWHDERXW O
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MANAGEMENT
EDUCATION
7KH,+56$,QVWLWXWHWDNHVSODFHLQWKH86LQ$XJXVWRʞHULQJH[HFXWLYHHGXFDWLRQIRU
FOXESURIHVVLRQDOVKristen WalshORRNVIRUZDUGWRWKHHYHQW

T

he IHRSA Institute is nearly as
ROGDV,+56$LWVHOI7KHʛUVW
event was held in 1984, just
three years after the association
itself was established, and over the
years some 1,500 individuals have
WUDYHOOHGIURPQLQHGLʞHUHQWFRXQWULHV
around the globe to attend.
Early on, IHRSA’s leadership recognised
the need for a high-level, industryVSHFLʛFHGXFDWLRQDORSSRUWXQLW\IRUFOXE
owners and managers. IHRSA wanted to
professionalise the sector to better serve
members, to protect the industry from
unnecessary government regulation, and
to encourage industry colleagues to take
MXVWLʛDEOHSULGHLQWKHLPSRUWDQWZRUNWKH\
ZHUHGRLQJWRLPSURYHWKHKHDOWKʛWQHVV
and wellbeing of their clients.
The result: the creation of the IHRSA
Institute, where a faculty of industry
experts and renowned academics provide
a balanced curriculum covering virtually
every aspect of club management.
So who should attend? The ideal
candidate is a manager who’s on their way
up, or a top-tier manager who’s keen to
polish their leadership skills.
During three full days of graduate-level
instruction, attendees learn the skills
required to run a club successfully, including
in-depth discussions of real-life business
situations, as well as interactive events
designed to foster long-term relationships.
IHRSA keeps the sessions small in size to
maximise personal interaction.
“The IHRSA Institute is without doubt
WKHEHVWʛWQHVVEXVLQHVVHGXFDWLRQDO
programme in the world,” says Alan
Leach, regional manager of West Wood
Clubs in Ireland. “Without the knowledge
and expertise our managers have gained
from attending the institute, I doubt we
would have survived the catastrophic
recession in Ireland. The powerful sales,
marketing, programming and retention
strategies presented at the institute have
allowed us to build a strong, sustainable
competitive advantage in our market.”
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SOCIAL MEDIA & DIGITAL STRATEGIES
– Frank Furness, author & consultant,
Frank Furness & Associates, UK
3HRSOHVSHQGPRUHDQGPRUHWLPHRQOLQHZKHWKHUWRJHW
WKHLUQHZVDQGXSGDWHVRUWRFRQQHFW/HDUQKRZVHDUFK
HQJLQHRSWLPLVDWLRQVRFLDOQHWZRUNVDQGPRELOHDSSVFDQEH
XVHGWRWHOO\RXUVWRU\EXLOGUHODWLRQVKLSVZLWKSURVSHFWVDQG
PHPEHUVDQGLQFUHDVHEUDQGOR\DOW\
FINANCIAL MANAGEMENT
– Rick Caro, president Management Vision, US
&UHDWLQJPHDQLQJIXOEXGJHWVPDQDJLQJH[SHQVHVDQG
XQGHUVWDQGLQJYDULDQFHVDUHFRUHVNLOOVWKDWOLHDWWKHKHDUWRI
DQ\EXVLQHVVOHDGHUȷVVXFFHVV&ROOHFWLQJUHOHYDQWGDWDDVZHOODV
XQGHUVWDQGLQJDQGOHYHUDJLQJNH\SHUIRUPDQFHLQGLFDWRUV .3,V 
ZLOOIXUWKHUVWUHQJWKHQ\RXUDELOLW\WRFUHDWHEHWWHUVROXWLRQV
IRU\RXUEXVLQHVV
THE INNOVATOR’S METHOD: CREATE & SUSTAIN
A COMPETITIVE ADVANTAGE
- Christopher Bingham PhD, professor & chair of strategy
and entrepreneurship, Kenan-Flagler Business School, US
'LVFXVVKRZOHDGHUVFDQFRQWLQXDOO\KHOSWKHLURUJDQLVDWLRQ
FDSWXUHDWWUDFWLYHRSSRUWXQLWLHVIRUJURZWKDQGSURʛWDELOLW\7KLV
VHVVLRQZLOORXWOLQHWKHLQQRYDWRUȷVGLOHPPDXQSDFNWKHGLVWLQFW
DQGVXEWOHVWHSVLQWKHSURFHVVRILQQRYDWLRQDQGGHWDLOIUHVKWRROV
WRKHOSOHDGHUVHʞHFWLYHO\GULYHLQQRYDWLRQRYHUWLPH7KHXOWLPDWHJRDORIWKHVHVVLRQLVWR
KHOSOHDGHUVNQRZKRZWREHWWHUFUHDWHDQGVXVWDLQFRPSHWLWLYHDGYDQWDJHLQWKHLUZRUNSODFH
DAY-TO-DAY LEGAL ISSUES
– Helen Durkin, executive VP of global public policy, IHRSA
*DLQLQJDQXQGHUVWDQGLQJRIWKHOHJDOLVVXHVFOXERSHUDWRUVUHJXODUO\
IDFHFDQEHLQVWUXPHQWDOWRHQVXUHWKH\QHYHUWXUQLQWRDOHJDOFULVLV
/HDUQKRZWRDYHUWKHDGDFKHFDXVLQJSUREOHPVWKDWFDQFRQVXPH
\RXUWLPHGUDLQ\RXUPRQH\DQGKDUP\RXUUHSXWDWLRQLQWKH
FRPPXQLW\LIWKH\ȶJRYLUDOȷ$UPHGZLWKEDVLFNQRZOHGJHGHOHJDWHV
ZLOOOHDUQKRZWRLGHQWLI\WKHOHJDOLVVXHVOXUNLQJLQHYHU\GD\
VLWXDWLRQVWKHVWHSVWRDYRLGWKHPDQGZKHUHWRWXUQWRZKHQWKH\FDQȷWEHDYRLGHG
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MEMBER RETENTION, EXPERIENCE & ENGAGEMENT
– Brent Darden, CEO, Brent Darden Consulting, US
/HDUQKRZ\RXURUJDQLVDWLRQFDQEHFRPHPRUHFXVWRPHUFHQWULF
DQGVXFFHHGDWEXLOGLQJPHPEHUOR\DOW\'LVFRYHUWKHLPSRUWDQFH
RI1HW3URPRWHU6FRUHDQGPHPEHUIHHGEDFNWRGHOLYHUJUHDW
FXVWRPHUH[SHULHQFHVDQGJDLQFRPSHWLWLYHDGYDQWDJH'HYHORS
VWUDWHJLHVWRKHOS\RXUVWDʞHQJDJHDQGUHWDLQPHPEHUVDQG
H[SORUHSUDFWLFDODSSURDFKHVWRFUHDWLQJDVHUYLFHFXOWXUHb

I H R S A U PDAT E

Hiring and keeping the right
people is key to business success

STRATEGIC PLANNING FOR CLUB
OPERATIONS PROFESSIONALS
– with Mark Miller, vice president, Merritt Athletic Clubs, US
<RXUGHSDUWPHQWȷVUHVXOWVDʞHFW\RXUFRPSDQ\ȷVVXFFHVV
/HDUQWRPDQDJHPRUHHʞHFWLYHO\WKURXJKWKHGHYHORSPHQW
RIJRDOVDQGREMHFWLYHVWLPHOLQHVDQGLPSOHPHQWDWLRQSODQV
DQGXQGHUVWDQGWKHLPSRUWDQFHRIUHVRXUFHDOORFDWLRQDQG
SRVLWLRQLQJ\RXUWHDPIRUJURZWK
STAFF HIRING, TRAINING & RETENTION
– with Allison Flatley, COO,
Corporate Fitness Works, US
+LULQJDQGNHHSLQJWKHULJKWSHRSOHKDVDKXJHLPSDFWRQ
WKHRYHUDOOVXFFHVVRI\RXUEXVLQHVV8QGHUVWDQGʛUVWKRZ
WRʛQGSHRSOHZLWKWKHULJKWNQRZOHGJHWDOHQWDQGVNLOOV
7KHQOHDUQKRZWRWUDLQDQGHPSRZHU\RXUVWDʞWRFUHDWHD
PRWLYDWHGSURGXFWLYHDQGHQJDJHGWHDP
SALES MANAGEMENT
– with Alan Leach, regional manager,
West Wood Clubs, Ireland
(IIHFWLYHVDOHVWHDPVZRUNZLWKDSODQ,QWKLVVHPLQDU
GHOHJDWHVZLOOOHDUQWKHLPSRUWDQFHRIJRDOVHWWLQJ
SURMHFWLRQVWUDFNLQJWKHVDOHVF\FOHJHQHUDWLQJOHDGV
DQGUHIHUUDOVDQGKRZWRPRWLYDWHDVDOHVWHDPWKURXJK
FRPSHQVDWLRQLQFHQWLYHVDQGFRQWHVWV O

Without the knowledge and expertise
we’ve gained from the institute, I doubt
we’d have survived the catastrophic
recession in Ireland – Alan Leach, West Wood Clubs

INTERESTED IN
ATTENDING?
This year’s IHRSA Institute
will be held on 2–5 August at
the Kenan-Flagler Business School,
at the University of North
Carolina in the US.
Visit www.ihrsa.org/institute

ABOUT IHRSA
Founded in 1981, IHRSA – the
International Health, Racquet &
Sportsclub Association – is the
only global trade association,
representing more than 10,000
KHDOWKDQGʛWQHVVIDFLOLWLHVDQG
suppliers worldwide.
To learn how IHRSA can help
your business thrive, visit
www.ihrsa.org
Locate an IHRSA club at
www.healthclubs.com

Health Club Management is IHRSA’s
European Strategic Media Partner
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CREATING

BESPOKE

CHANGING ROOM
FACILITIES FOR
YOUR CLUB

O Eye-catching facilities
O Excellent knowledge of 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

U K AC T I V E U PDAT E

BREXIT
Bad for Britain, bad for fitness? Steven Ward, executive
director at ukactive, offers his thoughts

I

t takes a brave executive to surface
as a Brexiteer or a proud advocate
IRU5HPDLQb7KHGLUHFWRUJHQHUDORI
the British Chambers of Commerce
IRXQGKLPVHOIRXWRIDMREDIWHUGHFODULQJ
KLPVHOISUR%UH[LW,F\JURXQGDOOURXQG
,ZDVDVNHGE\1XPEHUWRH[SORUH
WKHZLOOLQJQHVVDPRQJ&(2VRIWKH
PDMRUPXOWLQDWLRQDORSHUDWRUVLQRXU
sector to come out on the issue of
%ULWDLQUHPDLQLQJLQWKH(8b
2IWKRVH,DSSURDFKHGRQO\*OHQQ
(DUODPȲWKHQHZ&(2RI'DYLG/OR\G
/HLVXUHȲZDVZLOOLQJWRGRVRSXEOLFO\
SHUKDSVEHFDXVHRIWKHPRUHSROLWLFDOO\
DFWLYHQDWXUHRIKLVSUHYLRXVUROH
KHDGLQJXS0HUOLQLQWKHHQWHUWDLQPHQW
LQGXVWU\ZKHUHKHFDPSDLJQHGVWURQJO\
IRUUHJXODWRU\FKDQJH(DUODPLVLQIDYRXU
RIUHPDLQLQJLQWKH(8b

ILLUSTRATION: SHUTTERSTOCK.COM

WAITING IN LIMBO
1HYHURQHWRVLWRQWKHIHQFHP\
SHUVRQDOYLHZLVWKLVRQQHDUO\HYHU\
FRXQWWKHXQFHUWDLQW\FDXVHGE\DYRWH
WROHDYHWKH(XURSHDQ8QLRQZRXOGEH
as bad for our sector as it is bad for the
ZLGHUHFRQRP\,QGHHG,EHOLHYHWKDW
WKHVWDNHVIRUWKHSK\VLFDODFWLYLW\VHFWRU
are even higher than the average.

Would Brexit stop the advance
of our sector in its tracks?

The uncertainty resulting
from a Leave vote
would stiﬂe key reasons
why our sector has
experienced growth

LVKDSSHQLQJLVDOUHDG\KROGLQJWKH
LQGXVWU\EDFNIURPJURZWKDZHOOSODFHG
VRXUFHUHFHQWO\LQGLFDWHGWRbHealth Club
ManagementbWKDW3XUH*\PZLOOKROGRʞ
IURPDQ,32XQWLOWKHMLWWHU\QHUYHVRI
LQYHVWRUVDUHFDOPHGE\DʛUPGHFLVLRQ
RQWKH(8b%DQQDW\QHLVUXPRXUHGWREH
IROORZLQJVXLW,QWKHEDFNJURXQGZHKDYH
WKHUHVROXWLRQRIWKHIXWXUHRI)LWQHVV)LUVW
$OORIWKLVLVLPSDFWHGE\WKHXQFHUWDLQW\
DQGDYRWHWRH[LWZRXOGGHVWDELOLVHWKH
HQWLUHHFRQRP\IRUWKHQH[WGHFDGH
OHDGLQJWRPRUHRIWKHVDPH

:KLOHZHDVbDbVHFWRUDUHRQWKHIDVW
track to becoming the backbone of the
8.ȷVHPHUJLQJZHOOEHLQJLQGXVWU\WKH
XQFHUWDLQW\UHVXOWLQJIURPD/HDYHYRWH
ZRXOGVWLʜHPDQ\RIWKHNH\UHDVRQV
ZK\RXUVHFWRUKDVH[SHULHQFHGJURZWK
RYHUWKHSDVWIHZ\HDUV
Leisure operators are now more
LQWULQVLFDOO\OLQNHGbWKDQHYHUWRWKH8.ȷV
ʛQDQFLDOFHQWUHVDQGXQGHUVWDQGDEO\
NHHSDFORVHH\HRQZKDWKDSSHQVLQWKH
&LW\b7KHYHU\IDFWWKDWWKHUHIHUHQGXP

A BACKWARDS STEP
$ZD\IURPELJOHLVXUH,32VWKHRWKHU
areas that a British Exit from the EU
ZRXOGLPSDFWDUHFOHDUWRVHH
,QKHDOWKZKHUHPDQ\ELJSOD\HUVIURP
our sector now hang their hat, there’s a
FOHDUbLQGLFDWLRQIURPDOOVLGHVWKDWOHDYLQJ
WKH(8ZRXOGEHDEDFNZDUGVVWHS
IRUSUHYHQWDWLYHKHDOWKDQGZHOOEHLQJ
Charities and research bodies cite the
LPSRUWDQFHRI(XURSHDQIXQGLQJIRUODUJH
VFDOHUHVHDUFKSURMHFWVDQGbWKHDELOLW\WR
put evidence into practice.

)RUSXEOLFKHDOWKPDQ\RIWKHSDQ
European programmes and initiatives
KDYHEHHQLQʜXHQWLDOLQEULQJLQJWKH
DFWLYLW\DJHQGDWRWKHIRUHb
,WȷVFOHDUWKDWOHDYLQJWKH(XURSHDQ
8QLRQZRXOGKDYHLPSOLFDWLRQVIRU
EXVLQHVVHVRIDOOVKDSHVDQGVL]HV
STOPPED IN OUR TRACKS?
7KHIDFWWKDWȲDFFRUGLQJWRWKH
Financial TimesȲ%ULWDLQZRXOGKDYH
WRUHQHJRWLDWHDOORILWVWUDGHGHDOV
ZRXOGDOVRSUHVHQWDSHULSKHUDO EXW
frustrating) barrier to business.
.H\KHUHWKRXJKLVWKHIDFWWKDWWKLV
ZRXOGKDYHDQHʞHFWRQWKHVHUYLFH
LQGXVWULHVPRVWRIDOOYLDWKHGLVUXSWLRQ
ȲDWOHDVWLQWKHVKRUWWHUPȲRIIUHH
movement and free trade.
)LQDOO\IURPDELJSLFWXUHSHUVSHFWLYH
WKHZKROHLVVXHLVDPSOLʛHGZKHQLW
FRPHVWRKHDOWKDQGʛWQHVV$QGWKLVLV
SXUHO\EHFDXVHRIWKHVWDWHWKHLQGXVWU\
ʛQGVLWVHOILQʛULQJRQDOOF\OLQGHUV
DWWUDFWLQJLQWHUHVWVIURPDOOVLGHVDQG
FHUWDLQO\RQWKHbULJKWbSDWKbO

Public Affairs Media Partner
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A MASSAGE HEIGHTS PROMOTION

REACH NEW HEIGHTS
Could you lead the commoditisation of the spa industry in the UK? Massage Heights is looking
for international expansion partners. The company’s VP of Marketing, Alice O’Donnell, explains

A

t Massage Heights, we have an
established network of franchise
businesses across the USA and
a master franchise operating
successfully in Canada. Our business model
has taken the successful gym membership
model and applied it to the spa experience,
creating a network of high street wellness
retreats. This part of the sector has
developed into a multi-billion dollar market
in North America over the past decade.
Massage Heights’ retreats generate
more dollars per square foot than our
competitors and we have developed a
reputation for providing among the best
H[SHULHQFHLQWKHPDVVDJHLQGXVWU\RʞHULQJ
SURIHVVLRQDODʞRUGDEOHDQGFRQYHQLHQW
therapeutic services.
With the USA many years ahead in this
sector, we are ready to expand through
DVWUXFWXUHGHʞHFWLYHDQGUDSLGUROORXW
of our proven business model in similar
economies with a more traditional spa
industry. Leading the commoditisation
of a sector, in our case the massage and
VSDLQGXVWU\SURYLGHVDZHOOʛQDQFHG
ʛUVWPRYHUZLWKDJUHDWRSSRUWXQLW\WR
dominate in their country.
Following Massage Heights’ success
crossing into Canada, we are now working
to bridge the Atlantic. The current focus is
on promoting the opportunity to attract
an appropriate individual or corporation to
take on the UK and Ireland markets.

EXCITING OPPORTUNITY
According to Spa Creators’ 2014 UK Spa
Market Analysis report: “UK consumers
currently make an estimated 6 million visits
per annum to spas throughout the UK.”
Hotel spas account for 41 per cent of
the total number of spas and attract around
12,600 consumers per annum.
6SDVZLWKLQKHDOWKDQGʛWQHVVFOXEV
account for 27 per cent of the market and
attract 10,900 consumers. Local day spas
only account for 12 per cent, but attract
20,400 consumers.
76

Massage Heights is looking for ambitious wellness entrepreneurs
The Massage Heights model presents
an exciting opportunity for an ambitious,
entrepreneurial business person to
commoditise the spa experience in Britain.
Take the proven business concept from
Massage Heights across the Atlantic, and
mirror the rapid roll out of its franchise
network over here in the UK, providing
\RXDVWKHSURSULHWRUZLWKDSURʛWDEOHʛUVW
mover advantage from a business model
built on recurring income that boasts a 97
per cent customer retention rate. Taking
the successful gym membership model and
applying it to luxury spa treatments has
created an elegant business model:
O Membership model with positive
FDVKʜRZ
O Recurring revenue
O High referral rates
O Multiple revenue streams
O Currently no network of direct
competition
O Average clinic revenue equivalent
to £800K

healthclubmanagement.co.uk June 2016 ©Cybertrek 2016

Taking this business model and the spa
experience to create high street wellness
retreats has created a multi-billion dollar
market in North America over the past
decade, and presents an opportunity to
replicate that success in the UK. “The UK
has an established luxury market, with an
aspirational populace, exactly how the US
and Canada were a few years ago,” says
Lesley Hawks of Massage Heights.
“Demand for health and wellness is
predicted to continue to grow with the
increasing awareness of the importance of
caring for your body and mind.”

WHY MASSAGE HEIGHTS?
Founded in 2004, the company has achieved
its goal of making massage and spa services
more accessible, and so more frequently
experienced – we now have 125 outlets
across the US and Canada run by hand
selected franchisees.
With spa retreats located in busy urban
areas, and open during hours to suit local

7KHFRPSDQ\KDVIUDQFKLVHHVDFURVV1RUWK$PHULFDDQG&DQDGD
people – and with well-trained therapists,
multiple levels of membership and product
upsells all contributing to revenue –
dedicated Massage Heights outlets are able
WRRʞHUDQXQULYDOOHGFOLHQWH[SHULHQFHDQG
as such generate more income per square
foot than their competitors.
Given the current levels of opportunity in
WKH8.VSDDQGZHOOQHVVVHFWRUȲFRPELQHG
with Massage Heights’ proven membership

model – the stage is now perfectly set for
early adopters to establish a strong and
successful foothold in the British luxury
massage and spa market.
That’s why the search is on for an
enterprising British entrepreneur to take
WKHUHLJQVDWWKHIRUHIURQWRIWKHʛUPȷV8.
expansion, to grow the Massage Heights
brand and franchise network into a
household name across the country.

Once considered a treat, massage has
QRZJRQHPDLQVWUHDPLQWKH8QLWHG
6WDWHVDQGZHȷYHLGHQWLILHGWKH8QLWHG
.LQJGRPDVWKHQH[WQHZPDUNHWWKDWLV
ripe for expansion.
We’ve developed a model that is
proven to be successful and transferable,
VREHFRPLQJRXU8.PDVWHUIUDQFKLVRU
is a relatively low-risk opportunity with
high potential rewards.

FRANCHISE DETAILS
To get more details on the Massage
Heights franchise opportunity and
the Master Franchisor role, contact
Iain Martin at The International
Franchising Centre:
iain@thefranchisingcentre.com
+44 (0)1562 261162

7KH0DVVDJH+HLJKWVPRGHORʞHUVFOLHQWVPXOWLOHYHOPHPEHUVKLSV

www.massageheightsfranchise.com/
territories/uk
©Cybertrek 2016 healthclubmanagement.co.uk June 2016

77

New to the market
PL AY

D EO

C LI C

TO

VI

INNOVATION WINNER

K

We take a look at some of the new products & services launched at FIBO 2016.
/RJRQWRʛWQHVVNLWQHWDQGW\SHWKHFRPSDQ\QDPHXQGHUȶNH\ZRUGVHDUFKȷ

<$%)LWQHVV <RXU$FWLYH%RG\ ZRQ
WKH-XU\,QQRYDWLRQ$ZDUGDW),%2
2016 for its new free weights.
Described as the missing link
between dumbbell and kettlebell, YAB
ZHLJKWVFDQEHXVHGZLWKWKUHHGLʞHUHQW
JULSYDULDWLRQVWRFKDQJHGLʡFXOW\OHYHO
Extended lever (heaviest part of the
ZHLJKWKHOGKRUL]RQWDOO\ RʞHUVWKH
KLJKHVWLQWHQVLW\&HQWULF KHDYLHVWSDUWRI
ZHLJKWSRLQWLQJGRZQ LVWKHPLGOHYHODQG
Short (heaviest part of weight pointing into
ERG\O\LQJRQIRUHDUP LVWKHHDVLHVW
7KHSURGXFWKDVEHHQGHVLJQHGE\
SK\VLRWKHUDSLVWVDQGVSRUWVPHGLFLQH
SURIHVVLRQDOVWRWDNHSUHVVXUHRʞWKH
joints. The weights range from 1.3kg to 18.7kg and can also be
DWWDFKHGYLDDEHOWWRWKHIHHWIRUOHJDQGJOXWHZRUNb
fitness-kit.net ͙͋͗ͅ͏͒̈́

YAB

ZERO RUNNING
2FWDQHȷVQHZ=HUR5XQQHUJLYHVDZDONLQJMRJJLQJRUUXQQLQJ
ZRUNRXWZLWKRXWDQ\UHSHWLWLYHVWUHVVIXOLPSDFWRQWKHERG\
:LWKLQGHSHQGHQWKLSDQGNQHHMRLQWVWKH=HUR5XQQHU
facilitates natural motion with a stride length of up to 147cm. Users
can concentrate on their form, engaging the core and activating
the hamstrings and glutes without the pressure of impact. Stride
WUDFLQJWHFKQRORJ\ VPDUWFRQVROHRQO\ DOVR
PRQLWRUVWKHXVHUȷVVWULGHWKURXJKRXWIRU
stronger form, while contoured handles
VXSSRUWSURSHUXSULJKWSRVWXUHb
Built without a belt, deck, cord
RUPRWRUWKHVHOISRZHUHG=HUR
5XQQHULVDOVRGHVLJQHGWRHOLPLQDWH
the costs of treadmill operation,
maintenance and service.
7KHUHDUHGLʞHUHQW
workout programmes,
including interval
training, and
distance or
calorie goals.

IN-EAR HEART RATE SENSOR
*HUPDQWHFKQRORJ\FRPSDQ\&RVLQXVVKDVGHYHORSHGWKH
&RVLQXVV2QHDZHDUDEOHLQHDUGHYLFHWKDWȲXVLQJLWV
(DUFRQQHFWWHFKQRORJ\ȲFDSWXUHVKHDUWUDWHKHDUWUDWH
YDULDELOLW\FRUHERG\WHPSHUDWXUHDQGDUWHULDO
R[\JHQVDWXUDWLRQRIWKHEORRG
Developed with the help of German
DWKOHWHRIWKH\HDU-DQ)URGHQRDQG
triathlete Anja Beranek, the sensor works
ZLWKD&RVLQXVVDSSRUVSRUWZDWFK
The One device aims to monitor
GHK\GUDWLRQLPSURYHDFFXUDF\LQ
calculation of calories burned, detect and
SUHYHQWKHDWLQGXFHGLOOQHVVHVDQGEULQJ
performance measures and exercise
control to the next level.

fitness-kit.net ͙͋͗ͅ͏͒̈́

COSINUSS

fitness-kit.net ͙͋͗ͅ͏͒̈́

OCTANE

WATER-SAVING INNOVATION
$QHZVKRZHUV\VWHPZLWKWHFKQRORJ\LQVSLUHGE\MHWHQJLQHV
aerospace and automotive engineering is designed to halve
ZDWHUXVDJHDQGFRVWVIRUJ\PFKDLQV
.HOGD7HFKQRORJ\ȷVVKRZHUV\VWHPZKLFKODXQFKHGWRWKH
J\PLQGXVWU\DW),%2XVHVDSDWHQWHGZDWHULQDLUWHFKQRORJ\
WKDWEUHDNVZDWHULQWRGURSOHWVWRIRUPDVSUD\7KLVLVWKHQ
DFFHOHUDWHGXVLQJDMHWW\SHQR]]OH
7KHWHFKQRORJ\KDVEHHQGHYHORSHG
LQSDUWQHUVKLSZLWKWKH8QLYHUVLW\RI
Southampton in the UK, and has been
FRPPHUFLDOO\WULDOOHGLQDQDWLRQDOJ\P
chain in the UK. Designed to deliver
a better shower than conventional
ones, as well as to lower water
FRVWVDQGEHHQYLURQPHQWDOO\
IULHQGO\WKHVKRZHUVFDQEH
UHWURʛWWHGWRH[LVWLQJV\VWHPV
fitness-kit.net ͙͋͗ͅ͏͒̈́

KELDA
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HI-TECH PARTNERSHIP

FITNESS TAKES FLIGHT
Icaros is an award-winning innovation that delivers virtual
UHDOLW\ZRUNRXWVȲLWHQDEOHV\RXWRʜ\GLYHDQGGULYHWKURXJK
virtual worlds and exercise at the same time.
The human-sized gyroscope-looking device is designed
as a gaming machine with measurable physical training
effects. Users can explore a simulated virtual world using
YLUWXDOUHDOLW\JRJJOHVFRQWUROOLQJWKHLUIOLJKWSDWKYLDWKHLU
movements on Icaros.
7KHGHYLFHLVGHVLJQHGVRXVHUVFDQWUDLQGLʞHUHQWPXVFOH
JURXSVȲVKRXOGHUVFKHVWQHFNWULFHSVODWHUDODEGRPLQDO
PXVFOHVTXDGVDQGFDOYHVȲDQGLPSURYHWKHLUUHʜH[HV
balance and concentration.
8VHUVFDQFKRRVHIURPGLʞHUHQWJDPLQJVFHQDULRVDUHOD[LQJ
IUHHʜLJKWDWKULOOLQJUDFHRUWKHDFWLRQSDFNHG%DWWOH0RGH
fitness-kit.net ͙͋͗ͅ͏͒̈́

ICAROS
A HATTRICK
FOR PULSE

K

VIRTUAGYM

INTRODUCING THE SKILLMILL
7HFKQRJ\PODXQFKHG6NLOO0LOODQRQPRWRULVHGPDFKLQH
GHVLJQHGWRLPSURYHVSRUWVSHUIRUPDQFHFRPELQLQJSRZHU
VSHHGVWDPLQDDQGDJLOLW\WUDLQLQJ
8VLQJ7HFKQRJ\PȷVPXOWLGULYHWHFKQRORJ\XVHUVFDQVHOHFW
GLʞHUHQWOHYHOVRIUHDFWLYHUHVLVWDQFH%\VKLIWLQJJHDULWȷV
possible to switch from resistance-free running to an all-out
VOHGSXVKȲbDQGZLWKLWLQFUHDVHWKHXVHUȷVPHWDEROLFUDWHDQG
maximise muscle activation.
7HFKQRJ\PVD\VHOHFWURP\RJUDSK\ (0* VWXGLHVE\WKH
6SRUWVDQG5HKDE(QJLQHHULQJ/DEDWWKH8QLYHUVLW\RI3DGRYD
,WDO\VKRZWKHUHȷVDȺVLJQLʛFDQWO\KLJKHUDFWLYDWLRQRIWKH
SRVWHULRUFKDLQLQSDUWLFXODUJOXWHVDQGKDPVWULQJVFRPSDUHG
to traditional treadmills”.
7HFKQRJ\PDOVRUHOHDVHG*URXS&\FOH&RQQHFWȲDWXUQNH\
VROXWLRQWKDWFUHDWHVDFRQQHFWHGLQWHUDFWLYHDQGLPPHUVLYH
indoor cycling experience.
fitness-kit.net ͙͋͗ͅ͏͒̈́

TECHNOGYM
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Pulse Fitness has added
9HUVXVDQG7UL[WHU95bWRLWV
SURGXFWSRUWIROLRDVZHOODV
new lines of weights.
Versus – a product for
which Pulse has exclusive
UK distributor rights – uses
virtual trainer software and
advanced motion tracking
technology to track and
score
weights exercise
L
P
A
Y
TO
against personal best scores
or a fellow gym-goer. Form
and motion are tracked
and continual feedback is
displayed. Users can also
challenge friends across social channels.
7UL[WHU9LUWXDO5HDOLW\LVDʛWQHVVJDPLQJELNHWKDWXVHVIDFLDO
recognition to log user workouts. It gives a 360-degree virtual
F\FOLQJH[SHULHQFHDURXQGIRUHVWVPRXQWDLQODNHVDQGWURSLFDO
LVODQGVZLWKUHDOWLPHUHVXOWVDQGIHHGEDFN([LVWLQJ7UL[WHU
ELNHVFDQEHUHWURʛWWHGZLWK95FDSDELOLW\
3XOVHȷVQHZ6WUHQJWKOLQHFRPSULVHVVWDWLRQVZKLOHWKH
QHZSODWHORDGHGOLQHLQFOXGHVSLHFHVRIHTXLSPHQWDOOZLWK
WKHVDPHORRNDQGIHHOEODFNXSKROVWHU\RQDEODFNIUDPH

)LWQHVVVRIWZDUHSURYLGHU9LUWXDJ\PDQG1(2+HDOWKDWHFK
VWDUWXSIURP$PVWHUGDPKDYHWHDPHGXSWRGHOLYHUQHZ
SURGXFWVZKLFKZHUHDQQRXQFHGDW),%2
Together they have created the
2QHDZHDUDEOHDFWLYLW\PRQLWRU
DQGWKH2Q\[DERG\FRPSRVLWLRQ
VFDOH%RWKSURGXFWVV\QFZLUHOHVVO\
YLD%OXHWRRWKWR9LUWXDJ\PDW
KRPHRULQWKHFOXEZLWKWKH
activity monitor tracking the
QXPEHURIVWHSVWDNHQDFKLHYHG
percentages towards daily activity
JRDOVVOHHSSDWWHUQVDQGEXUQHG
calories. The scale measures the
ERG\FRPSRVLWLRQLQFOXGLQJZHLJKW
%0,ERG\IDWPXVFOHPDVVERQH
mass and more.

fitness-kit.net ͙͋͗ͅ͏͒̈́

PULSE
©Cybertrek 2016 healthclubmanagement.co.uk June 2016
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MATRIX
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Matrix Fitness has unveiled its latest innovation: the S-Drive
Performance Trainer, which brings a new dimension to circuit
training. The self-powered treadmill allows coaches to deliver
intense sprinting and sled-pushing workouts while being able to
stand alongside the user and provide immediate feedback.
The design also complements small group training circuits,
by enabling sprint training, interval training and weighted sled
resistance pushes to be completed in restricted spaces.
A parachute brake with 11 resistance levels simulates outdoor
parachute resistance, while an adjustable harness allows for a
complete range of upper body motions. The built-in sevenGHJUHHʛ[HGLQFOLQHKHOSVEXLOGVWUHQJWKDQGH[SORVLYHQHVVLQ
sprinters, and no pre-set belt speeds mean users can match their
ZRUNRXWWRWKHLUSHUVRQDOQHHGVDQGʛWQHVVJRDOV
A dedicated sled bar and sled brake with eight resistance
settings mimics pushing 270lbs on natural turf.

K

MATRIX DRIVES FORWARD

NEW TO THE CORE
Core Health & Fitness showcased a number of innovations at
FIBO, including the Nautilus Inspiration Strength, three new
Star Trac Studio Series bikes for indoor cycling, plus the new
6WDLU0DVWHU8SSHU%RG\(UJRPHWHUb
The Studio Series bikes are designed to provide a high
GHJUHHRIDGMXVWDELOLW\WRGHOLYHUWKHRSWLPDOELNHʛWIRU
riders of all shapes and sizes, and are available in metallic
charcoal or candy apple red.
The new StairMaster AirFit Upper Body Ergometer, and
a redesigned StairMaster Gauntlet StepMill, are both high
intensity products created to appeal to large format venues
DVZHOODVERXWLTXHWUDLQLQJb
Lastly, the Nautilus Inspiration Strength line is a US-made
collection with modern aesthetics and uniform towers. The
tower housing can now accommodate custom graphics and
wraps, allowing facilities to personalise their equipment.
fitness-kit.net ͙͋͗ͅ͏͒̈́

CORE

CUSTOMISED INTERFACE
Precor showcased its new P82 console with MyUI – an
Android and HTML-based system that allows health clubs to
customise the whole walk-up screen with their own images,
EUDQGLQJYLGHRVDQGHPEHGGHGRʞHUV
Clubs can upload Android apps, and can also have their
own entry on the menu, allowing members to click through
WRWKHFOXEZHESDJHFODVVVFKHGXOHDQGRʞHUVWKLVFDQEH
done on a club-by-club basis.
7KHV\VWHPDOVRRʞHUVH[WUDIDVWSURFHVVLQJVSHHGV
HPEHGGHGZLʛ%OXHWRRWKDQG1)&WHFKQRORJ\DQGDXWRPDWLF
console software updates.
Precor also launched three new Spinner bikes: the Spinner
RIDE, the Spinner SHIFT and the Spinner RALLY.
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fitness-kit.net ͙͋͗ͅ͏͒̈́

MAXIMISING SPACE
=,9$,QʛQLW\8QLYHUVDOSURGXFWUDQJHLVDSUHPLXP
FRPPHUFLDOPRGXODUIXQFWLRQDOVWRUDJHV\VWHP7KH,QʛQLW\
UDQJHDOVRLQFOXGHVDQHZʜRRULQJFRQʛJXUDWLRQZKLFKDORQJ
with pre-set training stations, empowers the individual to be
creative with their routines.
Corner-mounted modules are designed to allow for the
smallest possible footprint and turn dead corner spaces into
high-utility functional storage and exercise areas. There are
DOVRZDOODQGʜRRUPRXQWHGDGGRQVWRUDJHH[WHQVLRQVZLWK
barbell, bumper, bag and ball storage racks.
The series also features a ladder system that includes
interchangeable attachments to easily switch the type of
exercise programming.
fitness-kit.net ͙͋͗ͅ͏͒̈́
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THE ONE CROSS-TRAINER THAT DOES IT ALL

t6,TBMFT!PDUBOFGJUOFTTDPN
XXXPDUBOFGJUOFTTDPN

Walk

Run

Hike

Climb

FI B O L AU N C H ES
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New Italian equipment designer Outrace has launched a
modular suspension and functional training solution.
7KHV\VWHPLVGHVLJQHGWRʛWDQ\VSDFHDQGLVFXVWRPLVDEOH
WRWKHFOXEȷVQHHGV8VLQJSUHPLXPGHVLJQDQGPDWHULDOVIRUD
luxury product, clients can decide the width, length and height
of the structure.
7KHVROXWLRQFDQEHXVHGIRU37FLUFXLWWUDLQLQJVPDOODQG
ODUJHJURXSDFWLYLW\DQGLVFRPSDWLEOHZLWKRWKHUHTXLSPHQWIRU
simultaneous use including TRX, AntiGravity Yoga, Trapezex,
'3URWUDLQLQJDQGRWKHUV

VI

K

A MODULAR SYSTEM

OUTRACE
SCORES ON THE DOORS
FitQuest revealed its new online portal that allows
PHPEHUVSHUVRQDOWUDLQHUVDQGJ\PRSHUDWRUVWRWUDFN
progress and share success on social media.
)LW4XHVWPHDVXUHVʛYHʛWQHVVWDVNVWRJLYHDQRYHUDOO
)46FRUHDQGWKLVVFRUHDVZHOODVʛWQHVVGDWDIURP
)LW4XHVWLVDFFHVVLEOHE\WKHXVHUIURPDQ\ZKHUHȲYLD
GHVNWRSWDEOHWRUVPDUWSKRQH
7KH)46FRUHSRUWDOFDQEHLQFRUSRUDWHG
LQWRDQRSHUDWRUȷVZHEVLWHDOORZLQJPHPEHUV
WRERRNFODVVHVJHWFOXEQHZVDQGWUDFNWKHLU
)46FRUHSURJUHVV*\PVFDQDOVRFUHDWH)46FRUH
OHDGHUERDUGVWRJHWPHPEHUVPRUHHQJDJHG
fitness-kit.net ͙͋͗ͅ͏͒̈́

FITQUEST

INCLUSIVITY FROM KEISER
MOBILE ADD-ONS
1HWSXOVHKDVDGGHGIRXUQHZDGGRQIHDWXUHVWRLWV
1HWSXOVH&OXE0RELOH$SS
7KHQHZIHDWXUHVDOORZKHDOWKFOXERSHUDWRUVWRXVH
WKHLUPHPEHUVȷVPDUWSKRQHVWRDWWUDFWQHZPHPEHUV
DQGPRWLYDWHH[LVWLQJRQHV8VLQJPHPEHUVȷVPDUWSKRQH
FRQWDFWVRSHUDWRUVFDQVHQGPRELOHUHIHUUDOVSURYLGH
GLJLWDOJXHVWSDVVHVUHZDUGPHPEHUVWRHQJDJHWKHP
ZLWKWKHFOXEDQGVHQGLPSXOVHRʞHUVWRPHPEHUVIRU
WKLQJVOLNHDYDLODEOHSHUVRQDOWUDLQLQJVHVVLRQV
0LNH(VFREHGRRI1HWSXOVHVD\VȺ2SHUDWRUVFDQ
QRZJHQHUDWHUHIHUUDOVWKURXJKDGHYLFHWKHLUPHPEHUV
already love to use – their smartphones – and reward
PHPEHUVIRUWKLVEHKDYLRXUȻ
fitness-kit.net ͙͋͗ͅ͏͒̈́

82

NETPULSE

healthclubmanagement.co.uk June 2016 ©Cybertrek 2016

7KH.HLVHU5HKDE0:7%7LVDORZLPSDFWERG\WUDLQHU
PDFKLQHWKDWFDQEHXVHGZLWKDZKHHOFKDLURUVWDQGDUG
FKDLU'HVLJQHGIRUFDUGLDFUHKDELOLWDWLRQVHQLRUOLYLQJIDFLOLWLHV
DQGSK\VLFDOWKHUDS\SURJUDPPHVLWXVHV.HLVHU0DJQHWLF
Resistance for a smooth, natural movement.
'HSHQGHQWXSSHUDQGORZHUFUDQNVHQDEOHSDVVLYH
DVVLVWDQFH7KHPDFKLQHDOVRIHDWXUHVPHDVXUDEOHSDUDPHWHUV
VXFKDV0(76ZDWWVDQGGLVWDQFH
,WȷVGHVLJQHGWREHHDVLO\WUDQVSRUWDEOHZLWKZKHHOVRQWKH
EDVHDQGLVVPDOOLQIRRWSULQWIRUEXV\J\PʜRRUV
7KHDGMXVWDEOHDUPVKDYHDLQFKUDQJHDQGWKHUHDUH
ZKHHOFKDLUVWDELOLVHUVWUDSVRQHDFKVLGH
fitness-kit.net ͙͋͗ͅ͏͒̈́

KEISER

Happy days...
The ultimate gym experience,
starts and ends with Jordan Fitness.

01553 763285 | jordanﬁtness.com

MAXIMISE EQUIPMENT
REDUCE DOWNTIME
LFconnect Protect is
a unique service that
seamlessly connects
your equipment to the
skilled digital service
professionals at
Life Fitness.
We monitor how your
connected cardio
equipment is running,
and contact you if there
is a problem, leaving you
free to focus on other
areas of your business.
Life@LifeFitness.com
LifeFitness.co.uk/LFconnect | 01353 666017
©2016 Life Fitness, a division of Brunswick Corporation. All rights reserved.
Life Fitness is a registered trademark of Brunswick Corporation. LFconnect is a trademark of Brunswick Corporation.

SU PPL I ER S H OWC A S E

Growing the
massage market
The Massage Company has worked with CORE by Premier to launch
its innovative massage membership model to the UK market

L

aunched this April, The Massage
Company’s driving philosophy is set
to change the way the British public
views massage treatments. The concept,
successful in the US and new to the UK
market, brings together the idea of massage
WUHDWPHQWVʛWWLQJLQWRSHRSOHȷVOLYHVZLWK
ease of access for town centre workers and
the surrounding population.
“If you look at the UK, only 8 per
cent of people have regular massage
treatments. We’re looking to grow that
number. In Europe, it’s around 15 per
cent and in the US it’s 20 per cent,” says
Charlie Thompson, founder and operations
director of The Massage Company.
The concept is to deliver high quality
massage treatments through a very simple
menu and membership system, similar to a
gym. Members pay a fee of £44.95 a month
to receive a monthly 50-minute massage,
or £54.95 for a non-contract membership.

ALLOCATING CREDITS
“We really needed a software provider
that we were already familiar with, and that
could meet our business needs without
additional development,” says Thompson.
“We also needed a turnkey solution:
database, online sign-ups for members,
online functionality for booking – and we
GHʛQLWHO\ZDQWHGWKHPDUNHWLQJHOHPHQW
and business insights, because we’re looking
to create a national brand.”
He continues: “It was also crucial to
ʛQGDVRIWZDUHSURYLGHUWKDWFRXOGGHOLYHU
our membership concept, whereby each
direct debit sees a credit allocated to that
customer for a treatment. As members
don’t have to use the credit that month,
we also needed a system that would allow
people to build up their credits. At the same
WLPHLWQHHGHGWRRʞHUʜH[LELOLW\WRWDNH
additional payments from those wanting to
LQFOXGHWKHDGGRQVDQGXSJUDGHVZHRʞHU
“CORE by Premier works really
HʞHFWLYHO\KHUHDQGLWVPXOWLSURSHUW\
FDSDELOLWLHVʛWLQZLWKRXUSODQVWRRSHQWKH
concept up to franchise opportunities.”

The Massage Company
will sell £44.95 a month
memberships for massages

In the UK, only 8 per cent of
people have regular massage
treatments. We’re looking to
grow that number” – Charlie Thompson
Thompson continues: “We use CORE’s
online sign-up and online booking systems.
We’ve found that over 50 per cent of our
massage bookings have been online since
we launched. We can take bookings 24/7
– we’ve had night shift workers from the
hospital booking in at 2.00am or 3.00am
for a massage appointment.”
The Massage Company was initially
conceived to target women aged
between 30 and 60 years, but in fact
40 per cent of its members are male.
Thompson believes that men tend to
be more comfortable booking their
massage treatments in the digital space
rather than face-to-face.

REPORTING CAPABILITIES
When discussing CORE by Premier’s
reporting capabilities, Thompson highlights
VHYHUDOWKDWRʞHUFUXFLDOEXVLQHVVLQVLJKW
“We use the allocation analysis from a
VWDʡQJSHUVSHFWLYHDVZHOODVʛQDQFLDO
UHSRUWVFOLHQWOLVWLQJDQGLQFUHDVLQJO\VWDʞ
reporting as we want to be able to give the
team a breakdown of their performance.”
Thompson sees The Massage Company
as being a category disruptor: “If we can get
this industry and customers in the UK more
open to the idea of regular treatments, then
WKHZKROHKHDOWKʛWQHVVDQGVSDLQGXVWU\ZLOO
improve. That’s what we’re looking to do.”
www.premiersoftware.co.uk

©Cybertrek 2016 healthclubmanagement.co.uk June 2016

85

"Since introducing the kiosks,
we've eliminated all queuing
ŝŶŽƵƌĨĂĐŝůŝƟĞƐĂŶĚƐĞĞŶĂϵ
per cent increase in usage,
which leads us to believe we're
ŶŽǁĐŽƵŶƟŶŐƚŚĞŶƵŵďĞƌŽĨ
people using our sites more
accurately”
Keiron Butcher
/dĂŶĚŽŵŵƵŶŝĐĂƟŽŶƐŝƌĞĐƚŽƌ
ĂĐƟǀĞEĞǁŚĂŵ

+44 (0) 1491 201010
www.gladstonemrm.com
sales@gladstonemrm.com

Health & Leisure

68 33/ , (5 6 + 2:& $ 6 (

Serves you (very) right
Gladstone supports activeNewham’s move to wholesale self-service

activeNewham has seen a 9 per cent increase in usage across its centres since installing self-service kiosks

ondon-based leisure trust
activeNewham has collaborated with
Gladstone Health and Leisure to
dramatically change the way customers
access its sites – including the new £20m
Atherton Leisure Centre, which opened on
2 April with 2,750 pre-sold members.
activeNewham moved to Gladstone
from another software supplier in 2013,
after taking over the management of
Newham Borough Council’s leisure services
from GLL. Since then, it has introduced a
wide range of Gladstone products across
its existing three leisure centres and one
ʛWQHVVFHQWUHLQFOXGLQJEXWQRWOLPLWHGWR
Plus2 membership management, Connect
for online booking, the smartphone app
MobilePro, Learn2 for course management,
the business intelligence tool eyeQ and
Business Process Manager for streamlining
administrative tasks.

L

A SELF-SERVICE MODEL
In January of this year, the trust took the
XQXVXDOVWHSRIUHSODFLQJVWDʞHGUHFHSWLRQ
desks at all its sites with an
entirely self-service system using
Gladstone Kiosks.
Keiron Butcher,
activeNewham’s IT and
communications director, says
the move was part of a wider
HʡFLHQF\SURMHFWWKDWKDVDOVR
seen activeNewham stop taking

cash payments: “Now, all customers are
required not only to pay with debit or
credit cards but also to ‘self-serve’ their
way into our centres – although we do
PDNHVXUHWKDWDPHPEHURIVWDʞNQRZQ
as a ‘concierge’ is on duty at all times to
assist people where needed.”
The process to install the kiosks was
very simple and the trust has upgraded
the software since with no problems, adds
%XWFKHU7RPHHWDFWLYH1HZKDPȷVVSHFLʛF
needs, Gladstone has also extended the
cashless module within Plus2 to the kiosks.
This means customers can now top up
their cashless account at the kiosk using a
single membership card, as well as online
or via the trust’s call centre. They can also
use their membership card instead of a
credit or debit card to pay for activities or
services at the kiosk.
“It works in a similar way to Transport
for London’s Oyster Card system,” explains
Butcher, who adds that the development of
this functionality was very straightforward
and took only eight weeks.

MORE ACCURATE DATA
So far, activeNewham could not be happier
with the results. “Since introducing the
kiosks, we’ve eliminated all queuing in our
facilities and seen a 9 per cent increase in
usage, which leads us to believe we’re now
counting the number of people using our
VLWHVPRUHDFFXUDWHO\ȻVD\V%XWFKHUbȺ:HȷYH
also seen an 8 per cent increase in casual
income since bringing in self-service.”
This all bodes well for the new Atherton
Leisure Centre, which in addition to the full
UDQJHRI*ODGVWRQHSURGXFWVRQRʞHUDWWKH
other centres, has been equipped with four
new kiosks and is a completely cashless site.
“The kiosks have been a crucial factor
LQWKHVXFFHVVRIRXUHʡFLHQF\SURMHFWȻ
concludes Butcher. “Generally speaking, this
SURMHFWDPSO\GHPRQVWUDWHV*ODGVWRQHȷV
willingness to develop new software and
expand its current systems to meet its
customers’ unique requirements, which is
one of the reasons we value the company
as a technology and software partner.”
www.gladstonemrm.com

“Since introducing the kiosks, we’ve
eliminated queuing and have seen an
8 per cent increase in casual income
since bringing in self-service Ȳb.HLURQ%XWFKHU
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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
VW)ORRU3HUU\PRXQW5RDG

To book your
advert call the
sales team on

+44 (0)1462
431385
The leader in
upper body & inclusive
cardio exercise

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

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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Buddy up
Men who go to the gym with friends may enjoy unexpected health benefits, according to US scientists

I

t’s well known that having a gym
‘buddy’ – someone to spot as you lift
weights, or simply to socialise with as
you work out – makes people more
likely to stick to their exercise routines.
However, the health benefits of men going
to the gym together could be even widerreaching, if findings from US research released
in March* are anything to go by.
In a study of male rats, scientists at the
University of California (UC), Berkeley,
found that male friendships could provide
positive health effects similar to those seen
in romantic relationships – especially when
dealing with stress.

Support through stress

‘Gym bromances’ can be
good for men’s health

when you look at animal models of social
interactions, because they are assumed to
be instinctively aggressive. But even rats can
have a good cuddle – essentially a male-male
bromance – to help recover from a bad day.
“These rats are using their rat
friendships to recover from what would
RWKHUZLVHEHDQHJDWLYHH[SHULHQFHȻb

A cure for PTSD?
The research also has implications for posttraumatic stress disorder, says senior author

Daniela Kaufer, a UC Berkeley associate
professor of integrative biology. The work
supports attempts to treat PTSD with
oxytocin nasal sprays as a way to encourage
VRFLDOLQWHUDFWLRQVWKDWFRXOGOHDGWRUHFRYHU\b
“We think oxytocin, which is released
after stress, is a way of bringing people
closer in times of acute stress, which leads
to more sharing, bonding and potentially
better fear extinction and an increase in
cognitive health,” says Sandra Muroy, a UC
Berkeley graduate student.



Human studies show that social interactions increase the level of the hormone
oxytocin in the brain, and that oxytocin helps people bond and socialise more
* Kirby, E et al. Moderate Stress-Induced Social Bonding and Oxytocin Signaling are Disrupted by Predator Odor in Male Rats. Neuropsychopharmacology, March 2016
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Human studies show that social
interactions increase the level of the
hormone oxytocin in the brain, and that
oxytocin helps people bond and socialise
more, increasing their resilience in the face
of stress and leading to longer, healthier
lives. Studies of male-female rat pairs
and other rodents, such as monogamous
SUDLULHYROHVFRQILUPWKHVHILQGLQJVb
The UC Berkeley research extended
these studies to male rats housed in the
same cage. After a mild stress, the rats
showed increased brain levels of oxytocin
and its receptor, and huddled and touched
more – the stress actually made male
rats more social and co-operative than
they would have been in an unstressed
environment, in much the same way as
humans come together after non-lifeWKUHDWHQLQJHYHQWVVXFKDVDQDWLRQDOWUDJHG\b
“A bromance can be a good thing,” says
lead author Elizabeth Kirby, who started
work on the study while a doctoral
student at UC Berkeley and continued
it after taking a post-doctoral fellowship
DW6WDQIRUGbȺ0DOHVDUHJHWWLQJDEDGUDS

UNLEASH THE ATHLETE INSIDE YOU

MULTIDRIVE
(PATENT PENDING)

POWER

STAMINA

AGILITY

From an all-out sled push to high speed sprinting, Technogym’s new
non-motorized equipment with MULTIDRIVE (patent pending design)
reactive resistance takes your performance to the next level.
Discover more: technogym.com/skillmill

SPEED

