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UNITING THE WORLD OF FITNESS

LIVE & ON-DEMAND CLASSES
ALWAYS WITH YOU
CLICK TO
PLAY VIDEO

01

Live

Engage your community by connecting your customers and instructors through live classes.
Create a social environment before and after classes to build loyalty and community.

02

On-Demand Classes

Provide your community with variety and flexibility:
They can perform their favourite classes, with the instructors they already know, anywhere.
It’s seamless: Just drag & drop the videos.

03

Virtual
In addition to your own classes, you have a library of ready-to-use, high quality virtual classes at your
fingertips. Created by Technogym and our partners, there is content for everyone from pilates to yoga,
cardio to dance-based workouts and so much more.

04

Monetize
CLICK TO
PLAY VIDEO

Introduce new membership options, add value to existing
and reach new prospects and communities directly from the Mywellness app.

Deliver unparalleled training experiences by streaming Live & On-Demand
classes to your community. Your customers can now perform
their favourite classes anywhere, anytime with MYWELLNESS APP 5.0.
It’s streaming - Your way.
DISCOVER MORE AT: www.technogym.com/hcm2
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boutique fitness market p50

The new Excite line provides all users with an engaging and tailored exercise experience thanks to the
Technogym Live platform.
• Training variety: training is more fun and inspiring for any age or fitness level with tailored on-demand
workouts, and countless entertainment options
• Mobile connectivity: personalise your experience by connecting your personal device; charge your phone wirelessly
• Space-savvy: the redesigned excite run offers the best floor footprint to training space ratio
(-30% footprint / +13% running space)
• Energy-savvy: the new excite line represents the next generation of sustainable equipment

Discover more on technogym.com/HCM

TECHNOGYM LIVE

Precision Training
Experience

CLICK TO
PLAY VIDEO

Discover the new
Excite line

THE FASTEST
WAY BACK.
LES MILLS ULTIMATE GROUP FITNESS SOLUTION IS THE
FASTEST WAY BACK TO FULL MEMBERSHIP – AND MORE:

LIVE

Nothing beats the energy of working out live with great
Instructors – 22 LES MILLSTM programmes available.

VIRTUAL

Screen Virtual LES MILLS classes in-club.

STREAMING

Stream your Instructors teaching LES MILLS classes
(options to build your own digital library).

ON DEMAND

Become an affiliate partner of LES MILLS ON DEMAND
or host LES MILLS Content on your club’s app or website.
PLUS:
Powerful reopening marketing campaigns to attract NEW members.

FIND MORE AT LESMILLS.COM/UK/ULTIMATE

ULTIMATE GROUP FITNESS SOLUTION

Expectations have changed.
Time to open and deliver!
Keep evolving. Keep moving.
Do it differently.

#AboutTime

Offer exceptional member experiences,
when, where and how they choose.
Live Streaming
On Demand content
1:1 PT sessions
On and off-site activities

www.fibodo.com/hcm
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A matter of trust
KHʛWQHVVLQGXVWU\KDVGRQHDPDJQLʛFHQW
MRERIHVWDEOLVKLQJLWFDQRSHUDWHVDIHO\ZLWK
UHVHDUFKIURPWKH8.(XURSHWKH86$VLD
DQG$XVWUDOLDLQGLFDWLQJH[FHSWLRQDOO\ORZ
OHYHOVRI&29,'DVVRFLDWLRQRIDQ\NLQG
1RZDVWKHLQGXVWU\EHJLQVWRUHRSHQZHȷYHKDG
WKHʛUVWNQRZQ&29,'FOXVWHUDQGWKLVKDVVHUYHG
ERWKWRKLJKOLJKWWKHVRXQG&29,'VHFXUHRSHUDWLRQV
EHLQJGHOLYHUHGHOVHZKHUHDQGDVDZDUQLQJWRWKHVHFWRU
DERXWWKHLPSRUWDQFHRIXQLW\DQGWUXVWWRVXUYLYDO
7KHFOXELQTXHVWLRQLV8UVXV)LWQHVVLQ+RQJ
.RQJZKLFKQRZKDVWKHGXELRXVDFFRODGHRIKDYLQJ
EHHQWKHʛUVWNQRZQKHDOWKFOXELQWKHZRUOGWREH
WKHFHQWUHRID&29,'FOXVWHUZLWKSHRSOH
NQRZQWRKDYHFRQWUDFWHGWKHYLUXVDIWHUYLVLWLQJ
,QWKLVLVVXH S ZHWDONWR&ROLQ*UDQW&(2RI3XUH
*URXSDQGFKDLURIWKH+RQJ.RQJ$OOLDQFHRI3URIHVVLRQDO
)LWQHVVDQG:HOOQHVV2SHUDWRUV +.$3):2 DERXWKRZ
WKH+RQJ.RQJJRYHUQPHQWFRRSHUDWHGZLWKRSHUDWRUV
WRFRQWUROWKH8UVXVFOXVWHUDQGDYRLGJ\PFORVXUHV
The +.$3):2KDVGHYHORSHGDSRZHUIXOUHODWLRQVKLS
ZLWKLWVJRYHUQPHQWZKLFKLPPHGLDWHO\RUGHUHGWKH
HPHUJHQF\WHVWLQJRIDOOSHRSOHZRUNLQJLQWKH
VHFWRUȲRYHUDWZRGD\SHULRGȲWRNHHSIDFLOLWLHVRSHQ
7ROHDUQIURPWKHRXWEUHDNWKH&HQWUHIRU+HDOWK
3URWHFWLRQLQ+RQJ.RQJWKHQZRUNHGZLWKWKH
JRYHUQPHQWȷVHOHFWULFDODQGPHFKDQLFDOVHUYLFHVWHDPWR
FRQFOXGHWKHUHKDGEHHQLQVXIILFLHQWIUHVKDLUVXSSO\ZLWKLQ
WKH8UVXV)LWQHVVJ\PWRSUHYHQWWKHVSUHDGRI&29,'
,QDERRVWWRWKHFRQILGHQFHRIWKHILWQHVVVHFWRULQ
+RQJ.RQJDVXEVHTXHQWVLQJOHSRVLWLYHWHVWDWWKH*2
J\PGLGQRWOHDGWRDQ\WUDQVPLVVLRQLQVSLWHRIWKHIDFW
WKHSHUVRQLQTXHVWLRQDWWHQGHGDJURXSH[HUFLVHFODVV
ZLWKRWKHUSHRSOHUHFRQILUPLQJWKDWVDIHRSHUDWLQJ
SURFHGXUHVDUHHIIHFWLYHLQFRQWUROOLQJ&29,'
,WȷVDKDUVKWUXWKEXWWKLVH[SHULHQFHVKRZVLWRQO\
WDNHVRQHURJXHRSHUDWRUWRSODFHVWUHVVRQDQ\LQGXVWU\
DQGLWȷVQHYHUEHHQPRUHLPSRUWDQWIRUHYHU\RQHLQRXU
VHFWRUWRFRPPLWWRGHOLYHULQJRQRXUERQGRIWUXVWLQ
PDLQWDLQLQJVDIHVWDQGDUGVWRHQVXUHFRQVXPHUFRQILGHQFH
+4 4 (0)1462 431385
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As health clubs around the world start reopening, controlling
COVID-19, while also delivering a great service to customers,
must be an obsession for everyone in the sector

Maintaining the reputation of the industry is paramount

It’s never been more important
for everyone in our sector to
commit to maintaining COVIDsecure operating standards
,WȷVDOVRHVVHQWLDOZHGRQȷWDOORZDQ\WKLQJWRKDSSHQWR
OHDGJRYHUQPHQWVWRTXHVWLRQWKHLUVXSSRUWIRURXUZRUN
PHDQLQJHYHU\RSHUDWRUQRPDWWHULWVVL]HRUIDFLOLW\W\SH
PXVWUHOLDEO\GHOLYHUVHUYLFHVLQD&29,'VHFXUHZD\
,IDQ\WKLQJLVVHHQWREHVOLSSLQJZHPXVWDOHUWWKH
RSHUDWRULQYROYHGLQRUGHUWRVDIHJXDUGWKHUHSXWDWLRQRI
WKHZLGHUVHFWRUDQGLIWKDWGRHVQȷWOHDGWRDQLPPHGLDWH
UHVSRQVHLQIRUPORFDO(QYLURQPHQWDO+HDOWK2IILFHUV
)RUWKHVDNHRILQGXVWU\XQLW\OHWȷVKRSHWKLVZRQȷW
HYHUEHQHFHVVDU\DQGWKDWDOORSHUDWRUVZLOOFRPPLW
WRDOHYHORISURIHVVLRQDOLVPWKDWZLOOHQDEOHXVWRWUXVW
HDFKRWKHUWRVWD\RSHQDQGWRWKULYHWRJHWKHU
Liz Terry, editor
lizterry@leisuremedia.com

HCM@LEISUREMEDIA .COM

W W W.LEISURESUBS.COM
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THE FUTURE
OF HAND
SANITISING

Introducing the
INEOS Hand Sanitiser Dispenser

In 2020 INEOS Hygienics stepped up, supplying much-needed sanitiser to
the front line free of charge. Now, we’ve created the     
to give you conﬁdence in the safety of your staff and customers.


For large order enquires please contact



 

   
    
   

LETTERS

Write to reply

Fuel the debate about issues and
opportunities across the industry.
We’d love to hear from you –
healthclub@leisuremedia.com

Focus on big bold ideas to really boost healthy lifestyles
Create and innovate
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Could operators help
families whose kids
have been cooped up?

PHOTO: SHUTTERSTOCK/DENIS MOSKVINOV

Andy King, Link4Life
In the spirit of collaboration and
working from the premise that very
few ideas are new, I used Linkedin
to sound out the industry about
ways we can strengthen both our
commercial and social offering as
we move towards re-opening.
I was so pleased with the
reaction I’m hoping others will
join the discussion. The areas for
consideration were as follows:
1. Incentivise vaccine refusers
Can we target those who are
nervous or reluctant about
vaccination by incentivising them
using leisure and cultural offers?
IDEAS: free membership,
tickets to shows, personal
training sessions, wearables.
2. Means meet needs
Given some people have
reportedly been stashing
cash as they can’t go
abroad, for example, yet
might well be carrying
excess weight and be
in poor shape generally,
is anyone designing
products and/or services to
help accelerate positive change?
IDEAS: advanced payment
membership offers, weight
management courses, nutritional
advice and healthy food delivery
services, wearables plus advice,
personal training bundles.
3. Needs without means
Can we design similar programmes

to assist with the above,
but targeting deprived
communities and those
that need help most?
IDEAS: aim to be
commissioned to
boost their resilience.
Organise social prescribing
activities with Link Workers
and voluntary sector referral
schemes using parks and community
venues. Run community engagement
events to co-create activities with
the communities not just for them.
4. Family time
Can we help families be more
active with a ‘summer of fun’

for kids who’ve been cooped
up for far too long?
IDEAS: kickstart a new era in
family activity in centres and parks.
Create programmes in the streets.
Organise huge open weekends that
offer a range of family activities. Run
summer play schemes utilising Marcus
Rashford holiday hunger funding
and Sport England’s £10m to open
school facilities. Focus on big bold
ideas to really boost healthy lifestyles.
If you’d like to hear how others
have responded to the above
call for ideas and would also like
to share your ideas please get in
touch: andy.king@link4life.org.

PHOTO: SHUTTERSTOCK/ALEXANDER RATHS

0HPEHUVRIWKH1XʡHOGKHDOWK
FOXEVWHDPVVZLWFKHGUROHV
WRSURYLGH&29,'VXSSRUW

The programme blends together
physical therapy and mental
health support and is run in
partnership with local NHS trusts
Stepping up to support the NHS
Dr Davina Deniszczyc,
Nuffield Health
At this challenging time in our
sector’s history, I want to highlight
the valuable contribution that
many of Nuffield Health’s fitness
and wellbeing professionals are
making to support the recovery
of the nation from COVID-19.
Twenty eight of our fitness
and wellbeing professions have
been seconded to work with the
Buckingham Healthcare NHS Trust
to help the COVID-19 efforts, within
family liaison, clerical, operational
and administrative positions
including COVID-19 swabbing.
The 28 are from Nuffield
Health’s Fitness & Wellbeing
Centres in Aylesbury, St Albans,
Hemel Hempstead, Oxfordshire,

Wokingham and Ealing and they’re
working at the NHS Trust’s
Stoke Mandeville, Amersham
and Wycombe hospitals.
Their work is highly valued, as
Tunde Adewopo, divisional director of
specialist services at Buckinghamshire
Healthcare NHS Trust explains:
“Partnering with Nuffield Health
locally to be able to bring some of
their employees to work with us at
the trust couldn’t be more timely.
This is supporting our medical and
nursing colleagues, helping to free up
their time and enabling them to focus
even more on caring for our patients.”
This is part of a programme
across Nuffield Health in support
of NHS trusts and builds on the
COVID-19 Recovery Programme
that is now running at 17 of our

fitness and wellbeing centres across
the UK, ahead of a larger rollout
to over 40 sites by May 2021.
The programme blends physical
therapy and mental health
support and is run in partnership
with local NHS trusts.
Former NHS patients will work
with a rehabilitation specialist
for personalised advice and on a
recovery plan, consisting of a sixweek virtual programme of at-home
exercises, before moving to one of
our fitness and wellbeing centres.
We’ll share the outcomes with the
NHS and other healthcare providers.
With gyms reopening, we can see
the light at the end of the tunnel. I
hope the sector’s safety record, value
and importance is recognised, so we
can work to build a healthier nation. O
©Cybertrek 2021 Issue 3 2021
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HCM people
Meticulous tracing and reporting of
cases show, time and time again, that
fitness centres and yoga studios are
some of the safest places on the planet

Colin Grant
CEO, Pure Group

Background

In early March, a small facility
LQ+RQJ.RQJȲb8UVXV)LWQHVV
– became one of the only gyms
in the world to be the centre
RID&29,'FOXVWHUZLWK
PRUHWKDQSHRSOHLQFOXGLQJ
FXVWRPHUVVWDIIDQGWKHLUFORVH
FRQWDFWVOLQNHGWRWKHRXWEUHDN
+HUHZHJLYHWKHEDFNJURXQGWR
WKHVLWXDWLRQDQGWDONWR&ROLQ
*UDQW&(2RI3XUH*URXS
and chair of the Hong Kong
$OOLDQFHRI3URIHVVLRQDO)LWQHVV
DQG:HOOQHVV2SHUDWRUVDERXW
KRZWKHVHFWRUUHVSRQGHG
Gyms in Hong Kong had only reopened
ZHHNVEHIRUHȲbRQ)HEUXDU\Ȳ
with some enforcing mask-wearing
as a way to control COVID-19.
0HPEHUVZHUHDOVRREOLJHGWRXVH
a ‘LeaveHomeSafe’ tracing app each
time they entered the gym and fitness
16
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FODVVHVLQ+RQJ.RQJKDGYDULRXV
OLPLWVLPSRVHGIURPQXPEHUVWR
mask wearing and distancing.
7LPHOLQHRIWKHRXWEUHDN
%HIRUHWKH8UVXVRXWEUHDNPDMRU
operators in Hong Kong reported
they were remaining COVID-free
by following strict protocols.
,QUHVSRQVHWRWKH8UVXVFOXVWHU
the government made mask-wearing
PDQGDWRU\LQJ\PV IURP7KXUVGD\
0DUFK DQGRQ)ULGD\0DUFK
– in a battle to keep gyms open –
DXWKRULWLHVRUGHUHGDOOILWQHVV
LQGXVWU\ZRUNHUVLQ+RQJ.RQJWR
XQGHUJRPDQGDWRU\WHVWLQJZLWKLQ
WZRGD\V E\0DUFK 
Everyone in Hong Kong’s gyms
PXVWQRZZHDUDPDVNH[FHSWZKHQ
eating, drinking and showering – a
discipline already adopted in some
RWKHUFRXQWULHVȲLWȷVDOVRPDQGDWRU\
for staff to wear masks at all times.

,QFRPPRQZLWKPDQ\FRXQWULHV
the Hong Kong government is also
now mandating partitions and the
VSDFLQJRIHTXLSPHQWDWP
Some fitness centres temporarily
banned members and PTs who
IUHTXHQWPRUHWKDQRQHJ\P
ZKLOHRWKHUVVWRFNHGXSRQUDSLG
WHVWNLWVWRVDIHJXDUGFXVWRPHUV
Many closed temporarily
for deep cleaning and to get
employees screened.
7KHUDSLGUHVSRQVHEURXJKWWKH
8UVXVFOXVWHUXQGHUFRQWUROYHU\
TXLFNO\DQGQRQDIIHFWHGJ\PVZHUH
DOORZHGWRVWD\RSHQWKURXJKRXW
(VWDEOLVKLQJWKHFDXVH
,QDELGWRHVWDEOLVKWKHFDXVHRIWKH
RXWEUHDNDVLWHYLVLWZDVFDUULHG
RXWDW8UVXVRQ0DUFKEHWZHHQ
YDULRXVGHSDUWPHQWVRIJRYHUQPHQW
led by Hong Kong’s leading
PLFURELRORJLVW<XHQ.ZRN\XQJDQG

Colin Grant is chair of
the Hong Kong Alliance
of Professional Fitness
and Wellness Operators

PHOTO: ©IAN TSE

Ronald Lam, controller of The Centre
for Health Protection in Hong Kong.
After consulting with engineers
from the electrical and mechanical
services department, Professor
Yuen concluded that there had
been insufficient fresh air supply
within the Ursus Fitness gym to
prevent the spread of COVID-19.
He said the system had no fresh
air exhaust which made it impossible
to dilute the viral air particles.
The outbreak has shaken but
united the Hong Kong fitness
sector and HCM spoke to Colin
Grant, CEO of Pure Group and
chair of the Hong Kong Alliance of
Professional Fitness and Wellness
Operators about the impact of
the outbreak and what the wider
health and fitness community
can learn from this incident, as
countries around the world prepare
to come out of lockdown.

Q A Colin Grant
+RZGLGWKH+.ʛWQHVVLQGXVWU\VZLQJ
LQWRDFWLRQWRFRQWDLQWKH8UVXVFOXVWHU"
We contact-traced very effectively, and quickly
introduced additional hygiene, safety and distancing
measures. We also formed alliances to bring
unity and shared learnings to an unprecedented
situation, so that we could work together and
protect the community and the industry.
+RZGLGWKHJRYHUQPHQWKDQGOHWKHFULVLV"
We’ve been in close contact with the government all
along – particularly the Home Affairs Bureau, which links
with the Centre for Health Protection – to ensure we
have all necessary information about COVID-19 cases
and regulations, and to build trust that our locations are
some of the safest places possible during the pandemic.
The government has adopted a suppress
and lift strategy to manage the ebb and flow of
COVID-19 numbers and has adjusted its industry
prioritisation according to ongoing learnings.
©Cybertrek 2021 Issue 3 2021
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UV Technology is used
by Pure Group to sterlise
phones for use in the gym

You explained that the government is behind
the industry – how has this come about?
Through the constant communication and proven
adherence to standards mentioned above. The strategy
of our alliance – the Hong Kong Alliance of Professional
Fitness and Wellness Operators (HKAPFWO) – has
always been to maintain an open and honest dialogue
with key government officials. I believe this has paid off.
Tell us about the HKAPFWO
The HKAPFWO was started to unite a
diverse range of our industry’s operators
under a common mission to drive safety and
communicate regularly with the government.
Alliance members range from big box operators to
boutiques, from large chains to single-clubs and from
group fitness and personal training to physiotherapy.
This has been a very positive experience
of sharing and improving together and
shows the merits of unity in a crisis.
What learnings do you have to
share from this experience?
Listen to others and find ways to come
together and flourish – even when you’re a
group of competitors, you can make it work for
everyone when you all listen with respect.
18
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For example, while we were coupled with bars
and nightclubs during the first phases of lockdown,
once it became clear that there were no secondary
infections in gyms and yoga studios, and contact
tracing and safety measures were firmly in place,
we were decoupled from them and permitted
to remain open longer and re-open earlier.

Find ways to come
together and flourish.
Even when you’re a
group of competitors,
you can make it work for
everyone when you all
listen with respect

Measures including safeguard screens,
testing of gym workers and increased
cleaning have been introduced

How can the industry protect
itself from rogue operators?
Our alliance has recently collaborated with two
other industry alliances to initiate a first-of-its
kind COVID-19 safety guideline and operator
endorsement scheme for Hong Kong’s fitness
and wellness industry – called SafeFit100.
This initiative, with its own independent steering
committee, sets out a stringent list of safety, hygiene,
distancing, capacity and air-flow guidelines which all
operators must adhere to in order to be endorsed.
Operators can apply for endorsement via www.
SafeFit100.com, and once approved they will
receive their official endorsement notice and other
materials to show that they’re meeting the highest
VWDQGDUGVȲbHYHQJRLQJDERYHDQGEH\RQGJRYHUQPHQW

regulations – and have been endorsed by SafeFit100.
This initiative is a clear representation of
our intention to continually enhance and
protect our industry and our community.

News of the Ursus cluster spread
around the world in a matter of
hours – how can the sector unite to
manage these kinds of situations?
Unite is the key word. The alliances, the initiatives (like
SafeFit100) and the meticulous tracing and reporting
of cases that show, time and time again, that fitness
centres and yoga studios are some of the safest places
on the planet when stringent standards are met.
We must collectively drive awareness of these facts.
Let them be our legacy and guide our future. O
©Cybertrek 2021 Issue 3 2021
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I don’t think we can
point to any club in
America that’s doing
better now compared to
pre-pandemic times

David Blitz
BlitzLake

SCOTT SHIGLEY

HCM PEOPLE

:KDW VWKHFRQQHFWLRQbEHWZHHQ
BlitzLake's real estate operation and
LQYHVWPHQWLQKHDOWKDQGʛWQHVV"
BlitzLake is a vertically-integrated real estate
company with interests in fitness and hospitality.
One of our guiding philosophies is to develop
projects that enhance our communities.
While we keep our gym brand, Studio
Three, operationally separate, it’s important
to me and my partners that we open in A+
locations with strong demographics.
We draw inspiration from the areas in which we
open, and it’s important to us that our neighbours view
our presence as a positive force in their community.

SCOTT SHIGLEY

:KDWDUH\RXUDPELWLRQV"
To continue to improve lives in the long-term. The
Studio Three concept is designed to make people
healthier and happier in body, mind and spirit.
Innovation is key to our success, and we’ll continue
to invest in the best technology and solutions.
We’re passionate about recruiting talented
professionals and giving them a path to success.
It’s one of the things that makes Studio Three
special – a true investment in our team in terms of
compensation, training and growth opportunity.
This gives our team confidence and drive
to do their best every day and always reach
for the next rung on the ladder.
Our longer-term goal for Studio Three is to scale
the business while continuing to evaluate our product
and adapt to the business climate. We want to scale
in a way that allows us to continue offering the best
product in every medium in which we work.
20
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David
Blitz is
focusing on expanding Studio Three

STUDIO THREE

Studio Three’s spin bikes,
weights and benches were
designed by Eric Villency (the
designer of the Peloton bike)

How many clubs do you plan to roll out?
As many as we can without losing our
premium approach to hospitality, programming,
design, talent, and technology.
Are you planning to expand internationally?
Currently, we’re focused on US expansion, but we’ll see.
What makes Studio Three
VSHFLDODQGGLʞHUHQW"
We strive to be a leader in all areas for our community.
First and foremost, we operate with a
member-first mentality. Fitness is an extension
of the hospitality industry, and it’s critical every
decision, programme, piece of equipment, even
social media content, serves customers.
Our leadership team meets weekly to brainstorm
ideas. Sessions always start with the question,
“What do our members need right now?”
There’s a positive, open stream of dialogue
and feedback coming from our community that
allows our leadership to respond quickly, smartly
and with input (and buy-in) from employees.
Studio Three’s supportive employee environment

also stands alone. Providing bright, open workspaces;
investing in state-of-the-art technology and tools;
encouraging team members to eat well, sleep enough,
get fresh air and exercise daily; providing opportunities
to give back to the community in partnership with
local organisations – these are just a few distinct
examples of how Studio Three stands alone.

And your kit?
Signature spin bikes and accompanying software,
weights and benches were designed by innovator
Eric Villency [designer of the Peloton bike and
the Soulcycle bike], whose expertise places
Studio Three in a league of its own.
Why did you choose Gensler to
design the new Chicago club?
Gensler Chicago designed the base building
at 333 North Green Street where our club is
located and I had a very positive experience
collaborating with them on a prior project.
Their reputation is stellar, and they brought a
strong vision, fueled by our vibrant Fulton Market
neighbourhood. The space came out beautifully.
©Cybertrek 2021 Issue 3 2021
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One of the best aspects
of Studio Three is our loyal
membership community. Our
team has really come to know
our members and where they
are in their wellness journey

How can you evolve with a focus on
MXVWWKUHHVSHFLʛFbZRUNRXWW\SHV"
There are several modules within each of our three
disciplines – Interval, Cycle, and Yoga. For example,
we have HIIT classes that focus specifically on certain
parts of the body, or in yoga, there’s everything
from power to yin. There are endless possibilities.
Our instructors are passionate about their
work and push the creative boundaries of
programming. They keep updated and informed,
so they can build variety into group classes.
One of the best aspects of Studio Three is
our loyal membership community. Our team
has really come to know our members and
where they are in their wellness journey.
This also allows them to design workouts that
speak to our clients, while providing a range of
options to augment or decrease intensity.
+RZKDYH\RXWDFNOHGWKH
FKDOOHQJHVRIWKHSDQGHPLF"
In March 2020, we knew we had to continue
to be there for our members and our team at
a time when their routines were upended.
Pressing pause was never an option. The pandemic
really pushed us to think creatively, and immediately
implement our ideas. I’m incredibly grateful to our team,
who never lost their passion, spark, and commitment.
We moved quickly to reimagine operations. First,
we launched a live-stream offering, LiveWithS3, for
real-time workouts with our instructors. Private virtual
classes for groups were also available and emerged as
a popular team engagement tool for corporations.
Next, we launched an outdoor fitness facility
called The Arena in a vacant lot with 50 raised,
22
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JOHN R. BOEHM

It’s an uplifting, luxurious environment, and you
can immediately sense that the interiors were
crafted with intention – encouraging goal-setting,
growth and a sense of family for our members.

There are three disciplines
at Studio Three: Interval,
Cycle, and Yoga

Astroturf-covered platforms spaced six feet apart with
programmes ranging from Yoga to Bodyweight Burn.
A covered indoor/outdoor area with heating elements
– called LP Outdoors – came shortly thereafter
and will remain an all-season venue, barring severe
weather conditions in Chicago. We also began offering
pop-up weekend classes outdoors in the parking lot
directly across the street from our new club – to give
our neighbours a “sneak peek” of things to come.
All the while, we were preparing our indoor
studio spaces for reopening, consulting with medical
experts, surveying members and going beyond
guidelines from the World Health Organization.

:KDWSDQGHPLFSURWRFROVGLG\RXDGRSW"
The Studio Three Way represents our commitment
to health, safety and wellness – both inside and
outside the studio, with investments in custom, fulllength dividers and thermal, UV, and hospital-grade
technology and supplies. The procedures, protocols
and studio configurations allowed us to make
necessary adjustments as we entered final construction
for our new Fulton Market studio in Chicago.

STUDIO THREE

The operator has restarted group classes

We also launched S3 Reserve, a new booking
platform available to existing members. Clients
could reserve time in 45-minute blocks to
individually access the Interval, Cycle and Yoga
studios and the equipment available in each.
Members had the option to follow a ‘workout of
the day’, take a pre-recorded, high-energy spin class
broadcast in the cycle room, stream LiveWithS3
classes or do their own thing, with specially
curated playlists. Now we’re able to accommodate
group fitness classes again, we’ve phased out S3
Reserve, but it provided a lifeline to our members
at a time when they needed us the most.

How are your income levels when
compared to pre-pandemic?
I don’t think we can point to any club in America that’s
doing better now compared to pre-pandemic times.
Studio Three has not been immune to the business
challenges brought on by COVID-19, but we’re grateful
to have been able to continue operations, keep our
team members employed, and provide a critical wellness
outlet at a time when people have needed it the most.

<RXVWDUWHGWKHbERXWLTXHbRSHUDWRUV
association – what prompted you to
GRWKLVDQGZKDWbDUH\RXUJRDOV"
We have tremendous respect for our colleagues at
gyms of all sizes. I co-founded the Chicago Boutique
Fitness Alliance as a way of advocating for the smaller
gyms across all of the city’s 77 neighborhoods,
which may not have as much access to resources.
Collectively, the alliance represents 25,000+ jobs
and hundreds of thousands of clients. Together,
we’re a unified voice with city and state leaders in
advocating for our businesses. We also share resources,
best practice and ideas in the spirit of keeping our
industry alive during these unprecedented times.
'RHVWKHLQGXVWU\KDYHHQRXJK
VWDWXVZLWKWKH86JRYHUQPHQW"
Health literacy among the American public has never
been more critical, and our leaders have made good
strides with regard to awareness of physical and
mental health, as well as the dangers of obesity.
There are always opportunities to do more,
and I think our leaders can lean on the fitness
industry for innovation, programming ideas, and
roll-outs in major cities throughout the US.
:KDW VWKHPRVWYDOXDEOHOHVVRQ\RX YH
learned since the start of the pandemic?
It has been a year of lessons, but perhaps one of the
most evident takeaways is how important it is to
take care of each other. Everyone has struggled in
their own way over the past year, and small gestures
and sacrifices go a long way. We’ve worked very
hard to keep our team and clients together. This
connectivity has helped all of us immeasurably.
©Cybertrek 2021 Issue 3 2021
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RSG ﬂexes brands with global John Reed and Gold’s Gym openings
cardio and strength zones,

Group has opened a

functional training and a wide

John Reed Fitness club in

range of boutique-style classes

downtown Los Angeles

such as indoor cycling, HIIT,
pilates, barre, dance and yoga.

– the ﬁrst in North America.

The location of the ﬁrst John

Located in the city’s vibrant

South Park neighbourhood,

Reed club in the US suggests

the 33,000sq ft, high-end club

that RSG – led by Rainer Schaller,

combines functional design

the founder of budget gym

with a club-like atmosphere.

megabrand McFIT – is setting

It will oﬀer free weights areas,

out on a cluster approach for its
INSTAGRAM.COM/ROBERTTRESHULL

Northern American operations.
Robert Hull, club manager,
John Reed Los Angeles,
said: “John Reed LA oﬀers
our members training in an

JOHN REED/RSG GROUP

R

ainer Schaller’s RSG

The 33,000sq ft, high-end club oﬀers functional design

environment that is immersive,
elevated and inclusive.

Gold’s Gym to the German

became a global player last

market, with the opening of a

year, following its acquisition

Reed-branded club globally

flagship studio in the capital city

of Gold’s Gym for US$100m.

and is part of the company’s

Berlin any day now. This will also

worldwide expansion plans.

be the ﬁrst Gold’s Gym club to

ﬁtness brands – including

As well as expanding John

be operated by RSG in Europe.

McFIT, High5 and Cyberobics.

The site is the 31st John

John Reed LA oﬀers our
members training in an
immersive environment
Robert Hull

Reed’s footprint to North
America, RSG is also introducing

Its portfolio comprises 17

RSG, already a leader in
the European ﬁtness market,

More: http://lei.sr/X8k3R_H

German sector remains robust – has lost just 11.6 per cent of members

T

he German health club
industry has weathered
the eﬀects of the

The number of health
clubs fell by just 1.4
per cent during 2020
and the industry
generated revenues
of €4.16bn – a 24.5
per cent fall from the
€5.51bn ﬁgure in 2019

pandemic better than

many other countries, despite
widespread lockdowns
to ﬁgures just published
by industry body, DSSV.
The organisation found the
total number of members
of health clubs in Germany
declined by only 11.6 per

SHUTTERSTOCK/FREEOGRAPH

and disruption, according

cent during 2020, leaving

DSSV report

There are now 9,538 health clubs in Germany

the nation with 10.31 million
gym members. The attrition

number of health clubs fell

the health of the German

Contracts in German gyms

rate means overall market

by just 1.4 per cent during

ﬁtness industry, show the

are typically more binding, so

penetration fell from 14 per

2020 – there are now 9,538

industry generated revenues

operators have continued to

cent in 2019 to 12.4 per cent.

health clubs in the country.

of €4.16bn during 2020 – a

collect dues during lockdown.

Other headline ﬁgures

24.5 per cent fall from the

While there were some
permanent closures, the

24
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from the report, which charts

€5.51bn ﬁgure in 2019.

More: http://lei.sr/x2j2n_H

Get live news at
www.HCMmag.com

he UK government has
launched a new Oﬃce
for Health Promotion,
designed to lead eﬀorts

to improve the nation’s
physical and mental health.
Tasked with promoting
physical activity, tackling

The oﬃce will be
crucial in tackling the
causes of poor health

obesity and improving mental
health, the oﬃce is modelled
on similar schemes around

Boris Johnson

the world, such as Singapore’s

SHUTTERSTOCK/ELENA NICHIZHENOVA

T

SHUTTERSTOCK/ALEXANDROS MICHAILIDIS

Ofﬁce for Health Promotion to
tackle lifestyle diseases in UK

The oﬃce will design, implement and track policies

“health promotion board”.
Launched in response to
the pandemic – which has

the top preventable risk

of physical health in our ability

the symptoms, of poor health

exposed the severity of the

factors causing death and

to tackle such illnesses, and

and improving prevention

UK’s poor public health when

ill health in the UK”, by

we must continue to help

of illnesses and disease.”

it comes to preventable

designing, implementing

people to lead healthy lives

diseases – the oﬃce will

and tracking delivery policy

so that we can all better

“expert lead”, reporting jointly

address and tackle these public

across government.

prevent and ﬁght illnesses.

to the Health Secretary

“The Oﬃce for Health

and CMO Chris Whitty.

Prime Minister Boris

health issues across all ages.
Its remit will be to
“systematically tackle

Johnson said: “COVID-19 has

Promotion will be crucial in

demonstrated the importance

tackling the causes, not just

The oﬃce will recruit an

More: http://lei.sr/D7v4C_H

Xponential acquires Rumble, grows portfolio to nine brands

B

outique franchise

and conditioning workouts

business Xponential

crafted around specially

Fitness has added boxing

designed water-ﬁlled,

studio operator Rumble

teardrop-style boxing bags.
The company opened its

to its portfolio of brands.

ﬁrst site in New York in 2017

Rumble delivers 45-minute,

and has since expanded to

10-round, full-body strength

Los Angeles, Washington
XPONENTIAL FITNESS

DC, Philadelphia, Palo
Alto, and San Francisco.
Anthony Geisler, CEO of
Xponential Fitness, said: “With
its premium boxing experience,
virtual workout platform and
celebrity reach, Rumble is a
fantastic ﬁt for our lineup of
boutique ﬁtness brands.”
Rumble is the ninth brand
in the group’s portfolio.

Anthony Geisler
More: http://lei.sr/r5a4m_H

RUMBLE

Rumble is a fantastic
ﬁt for our lineup of
boutique brands

Rumble opened its ﬁrst site in New York City in 2017

©Cybertrek 2021 Issue 3 2021
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Research: face masks have 10 per cent impact on intense exercise
perform vigorous exercise by

found wearing a face

about 10 per cent, a level the

mask during intense

study’s authors deemed to

exercise may have

be a “signiﬁcant but modest

a modest eﬀect on the

worsening of spirometry and

body’s ability to perform.

cardiorespiratory parameters
at rest and peak exercise”.

The study, published in
the European Respiratory

Researchers said this

Journal, found that wearing

‘modest’ reduction meant that

a face mask reduced the

wearing masks, even during

participants’ ability to

peak exercise sessions in an
indoor setting, would be ‘safe’.
For the research, 12 healthy
men and women underwent
three cardiopulmonary exercise

Since exercise
ventilatory limitation is
far from being reached,
their use is safe even
during maximal exercise,
with a slight reduction
in performance

tests – one without a mask, one

SHUTTERSTOCK/DRAZEN ZIGIC

A

small-scale study has

A thicker mask reduced peak oxygen uptake by 10 per cent

with surgical mask and another
with FFP2 mask. The thicker

said: “The eﬀect is driven by a

FFP2 mask resulted in a 10 per

ventilation reduction due to an

ukactive said the study was

cent reduction in peak oxygen

increased airflow resistance.

“limited” and that much wider

uptake, with the surgical mask

Centro Cardiologico Monzino

Responding to the research,

“However, since exercise

research was needed before it

having a smaller impact.

ventilatory limitation is far

could inform how health clubs

In their conclusion

from being reached, their

and ﬁtness facilities operate.

researchers at the Centro

use is safe even during

Cardiologico Monzino in Milan

maximal exercise.”

More: http://lei.sr/j9U7e_H

Total Fitness enters CVA, but says ‘majority of clubs’ will reopen

T

otal Fitness in the UK is
entering into a company
voluntary arrangement

The CVA will not have
an impact on the
ongoing operations
for the majority of
our clubs or the 12th
April 2021 reopening
in England or Wales

(CVA), after being hit hard

by the pandemic lockdowns.
The company, which has

17 clubs in the north of
England and Wales, said
it was now seeking the
– including landlords and
suppliers – to try and secure
a future for the business.

TOTAL FITNESS

assistance of all partners

Total Fitness in Huddersﬁeld

Total Fitness

Total Fitness will reopen all but one of its 17 clubs

will close permanently, but the

26

company said the remainder of

for those that have been

(landlords and suppliers) to

operations for the majority

facilities would be unaﬀected.

closed for long periods of

support the strong, long-

of our clubs or the 12th

A spokesperson told HCM:

time, such as the ﬁtness

term future of the business

April 2021 reopening in

“The COVID-19 crisis has

industry. Total Fitness is no

by launching a CVA.

England or Wales.”

been hugely challenging for

exception and is now seeking

“The CVA will not have

many industries, particularly

the assistance of all partners

an impact on the ongoing

Issue 3 2021 ©Cybertrek 2021

More: http://lei.sr/d9J7h_H

Get live news at
www.HCMmag.com

Gym Group has created £1.8bn
of social value since 2016
THE GYM GROUP

B

udget ﬁtness operator
The Gym Group has
generated £1.8bn in
social value since 2016.

Pre-pandemic, the company

– which operates 186 gyms
around the UK – generated
member per year, equivalent
to an average of £3m per site.
The social value generated
by each site grew each year

Creating social value is
an important part of our
purpose as a business
RIchard Darwin

THE GYM GROUP

£490 in social value per

The social value generated by each site grew each year

driven by increased member
usage, until lockdowns reduced
overall member visits in 2020.

Richard Darwin, chief

The methodology,

how important physical

initially commissioned by

executive of The Gym Group,

activity is – not only for

from a study by Sheﬃeld

Sport England and the

said: “Sustainability is in

mental wellbeing and physical

Hallam University, which

Government, uses a ‘Social

our DNA and the creation

health, but also in the

establishes The Gym Group

Value Calculator’ developed

of £1.8bn of social value

economic and social beneﬁt

as the ﬁrst private-sector UK

by 4global in partnership with

in the last 5 years, is an

it brings to the communities

company to commission an

Sheﬃeld Hallam University

important part of our purpose

in which we operate.”

analysis of the social value

and socio-economic data

as a business. What these

created by its business.

provider Experian.

ﬁndings emphasise is just

The ﬁgure comes

More: http://lei.sr/2Z4G4_H

Nufﬁeld Health takes over historic Barbican site from Virgin

N

uﬃeld Health has

Giampaolo – and its association

acquired the lease for the

with Diana, Princess of Wales,

historic Barbican health

who opened the club – the

club site, previously

property became one of

operated by Virgin Active.
Located on Aldersgate

Road, the property has been

the UK’s ﬁrst upmarket
health and ﬁtness venues.
Since its launch, the club has

operated as a health club

operated under a number of

since the 1980s, when it

owners and brands – including

ﬁrst opened as The Barbican

Bally and Holmes Place.

Health and Fitness Centre.

The deal is part of

Thanks to being developed

Nuﬃeld’s larger strategy

by industry entrepreneur David

for its London operations.
A spokesperson for Nuﬃeld
Health said: “We can conﬁrm

The Barbican site will
become London’s
leading ﬁtness and
wellbeing centre

lease. The site will become

Nuﬃeld Health

More: http://lei.sr/Z8J6W_H

London’s leading ﬁtness
and wellbeing centre.”

VIRGIN ACTIVE

that we have taken over the

The club is near Nuﬃeld’s new London hospital at St Barts

©Cybertrek 2021 Issue 3 2021
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Les Mills uses ‘hologram’ tech in Masterclass videos

L

es Mills has come up with

presenters couldn’t make

an ingenious solution to

it to New Zealand for the

get around the pandemic

shooting of the videos.

travel bans, which

Those who have viewed

threatened a long tradition

the videos, however, would’ve

of its video Masterclasses,

spotted that the latest

featuring a global line up of

Masterclass releases still

instructors and presenters.

feature teams from the UK,
China, Australia and France.

COVID-19-enforced travel

This was made possible

restrictions and border

by using projected image

closures meant overseas

technology, creating a
LINKEDIN/ROSS PEEBLES

showing instructors from
diﬀerent countries as if they
were in the same room.

LES MILLS

type of hologram eﬀect,

Les Mills used projected image technology in the videos

Les Mills Producer Ross
Peebles said: “Yes, ’projected

the shoots from Les Mills

cameras, to make sure we’re

images’ is probably a better

International in Auckland.

getting exactly what we need.

term than ‘holograms’. We’re

We essentially watched
the shoots on a
more robust version
of a Zoom call

“We also had our creative

the shoots on a more

director, and the programme

were in the same studio.”

robust version of a Zoom

directors with us to monitor

call,” Peebles said.

the performance elements.”

Shoots were set up in
London, Shanghai, Sydney and

Ross Peebles

“We essentially watched

not saying that the presenters

Paris, with Peebles directing

“This allowed us to both
monitor and direct the

More: http://lei.sr/g8r7W_H

People in the Netherlands see health clubs as an essential service
the population of the
Netherlands expect their

NL ACTIEF

T

he vast majority of

physical and mental

health to improve, once
health clubs reopen following
the pandemic lockdowns.

body NL Actief, showed that
nine out of ten respondents
believe ﬁtness facilities
are important for public

SHUTTERSTOCK/DOTSHOCK

An independent study,
commissioned by industry

health and that they play

Sport and ﬁtness are
not recreation, but
important factors
for public health
Most people said the home is no substitute for a health club

Ronald Wouters

a positive role in people’s
mental and physical health.
The study asked people’s

28

While at-home ﬁtness has
experienced a boom during

provided them with the
motivation to exercise.

opinion on the importance of

the pandemic, it seems

gyms – and their views on the

that it’s no substitute for

respondents said they expect

diﬀerences between exercising

a gym environment, as 73

the population to become

at home and at the gym.

per cent said health clubs

ﬁtter once gyms reopen.

Issue 3 2021 ©Cybertrek 2021

Most (92.6 per cent)

NL Actief director, Ronald
Wouters, said: “Sport and ﬁtness
aren’t just recreation, but are
also important for public health.”
More: http://lei.sr/J9c7K_H

Get live news at
www.HCMmag.com

Prince Harry named chief
impact ofﬁcer of BetterUp
Sussex has become the

Invictus Games, Headﬁt

My goal is to lift up
critical dialogues
around mental health,
build supportive
and compassionate
communities, and foster
an environment for
honest and vulnerable
conversations

for Life and Sentebale.

Prince Harry

ﬁrst chief impact oﬃcer
of US-based coaching and

mental health ﬁrm BetterUp.
Harry is a passionate mental

health advocate and has
previously launched a host
of initiatives in support of
mental wellbeing, including

SHUTTERSTOCK/BART LENOIR

P

rince Harry, The Duke of

Prince Harry has a new senior role at BetterUp

Founded in 2013 as a Silicon
Valley startup and said to be
valued at US$1.73bn, BetterUp

support of a person’s whole

explained that he “ﬁrmly

but also mental resilience,”

oﬀers mobile-based coaching,

health, at work and in life.

believes focusing on and

he said. “As BetterUp’s ﬁrst

prioritising our mental

chief impact oﬃcer, my goal

by companies such as

ﬁtness unlocks potential

is to lift up critical dialogues

Google, Hilton and Warner

and opportunity we never

around mental health and

science, AI technology

Brothers to improve and

knew we had inside us.

foster an environment for

and human interaction to

monitor staﬀ wellbeing.

counselling and mentorship
via an all-in-one platform.
It combines behavioural

optimise personal growth and
professional development in

Its services are used

“During my decade in the

honest conversations.”

military, I learned we don’t just

In a statement announcing

need to build physical resilience,

his appointment, Harry

More: http://lei.sr/A9h7q_H

Changes in consumer exercise behaviours ‘are here to stay’

A

report into the

than ﬁrst thought – and

pandemic’s eﬀects on

will become a permanent

consumer behaviours

feature in the market.

in ﬁtness and sport has

The “pivot to digital” in

predicted permanent changes

ﬁtness was perhaps best

to the way goods and digital

illustrated by the way Peloton

services are consumed.

saw quarterly workouts

Sporting Goods 2021

more than quadruple – from

– The Next Normal for

19 million in Q1 2020 to 77

an Industry in Flux, from

million in Q4 the same year.

McKinsey & Company, says

“COVID-19 has ushered

the consumer shift to digital

in the next normal for the

and online has been bigger

health and ﬁtness industry,
digital commerce, rising
demand for sustainable

COVID-19 has ushered
in the next normal
for the industry

products and increasing
participation in some forms of
exercise.” the report states.

Sporting Goods 2021 report
More: http://lei.sr/5K4t4_H

SHUTTERSTOCK/DRAZEN ZIGIC

deﬁned by factors including

The pandemic has changed consumer behaviour

©Cybertrek 2021 Issue 3 2021
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Get live news at
www.HCMmag.com

COVID vaccine less effective in people with obesity
vaccines approved for

immunogenicity, hasn’t yet

use against COVID-

been peer-reviewed, but

19 could be less

could mean that people

eﬀective in obese people,

with obesity might need an

according to a new study.

extra booster jab in order for

Research shows that

them to create the needed

healthcare workers with a body

protection against the virus.

mass index (BMI) of more than

In their report, a team of

30 (the standard deﬁnition for

researchers from the Istituti

obesity) produced only about

Fisioterapici Ospitalieri

half the amount of antibodies

in Rome, Italy, wrote:

from the Pﬁzer/BioNTech

“These ﬁndings imply that

vaccine, when compared

females, lean and young

with non-obese people.

people have an increased

The ﬁndings from the

capacity to mount immune

study, called Obesity May

responses when compared
with males, overweight and
the older population.
“Although further studies

This data may have
important implications
for the development of
vaccination strategies

Obese people produced only half the amount of antibodies
“Since obesity is a major
risk factor for morbidity and
mortality for patients with

more severe and linger for
about ﬁve days longer in
people who are obese.”

are needed, this data may have

COVID-19, it is mandatory to

The ﬁndings were

important implications for the

plan an eﬃcient vaccination

based on a study of 248

development of vaccination

programme in this subgroup.”

healthcare workers.

strategies for COVID-19,

Istituti Ospitalieri report

SHUTTERSTOCK /ANATTA TAN

A

Hamper SARS-CoV-2 vaccine

t least one of the

particularly in obese people.”

“Evidence suggests that
SARS-CoV-2 infections are

More: http://lei.sr/T6q9c_H

Growing evidence that a COVID-19 infection could trigger diabetes
that a COVID-19 infection

MONASH UNIVERSITY

T

here’s growing evidence
could trigger diabetes.
One of the studies to

have made the link is a report
relating to the outcomes of
within ﬁve months of hospital
discharge in England. It
found that 4.9 per cent of
patients were diagnosed with
diabetes post-discharge.
A registry, called CoviDiab,

SHUTTERSTOCK/GECKO STUDIO

47,780 COVID-19 patients

has now been launched to

We don’t yet know
the magnitude of the
new-onset diabetes
in COVID-19
A registry will collect data which links COVID-19 to diabetes

Paul Zimmet

analyse reports which suggest
COVID-19 induces diabetes.
Paul Zimmet, co-lead
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or resolve after the infection.”

diabetes can determine

“disproportionately increased

OClinical observations

COVID-19 outcomes.

risk of dying from COVID-19” –

investigator of CoviDiab, said:

also show that diabetes is

We don’t know the magnitude

associated with an increased

the University of Exeter shows

of the new-onset diabetes in

risk of COVID-19 severity and

that people aged 40 living

COVID-19 and if it will persist

mortality, meaning pre-existing

with Type 2 diabetes face a
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A study led by researchers at

equivalent to the risk faced by
a non-diabetic 20 years older.
More: http://lei.sr/q3F7Y_H

SWIVEL SEAT

EXPECT MORE
Octane Fitness is a Bold Master of More

More modalities that reinvent exercise. More powerful ways to move with minimal impact. More workouts that drive more motivation and more
results. More vision and commitment to fuel your ﬁtness center with even more innovation.

NEIL CAMPBELLUKSALES@OCTANEFITNESS.COM0203 463 8542OCTANEFITNESS.COM
©2020 All rights reserved by Octane Fitness.

OPINION

Everyone’s talking about

Group exercise
In spite of having met all government-agreed, COVID-secure operating
standards, group exercise has had a rough ride during the pandemic, being
closed more than gyms. HCM asks why this is and what can be done about it

T

he re-opening of
gyms in England on
12 April will be a
bittersweet moment.
Although it’s
extremely heartening
that gyms are opening
before pubs in 2021 and
testament to the progress made
in terms of lobbying and the
government’s understanding
of the importance of exercise,
it’s unfortunate that group
exercise classes won’t be
permitted until 17 May.
This delay is causing serious
issues for health clubs that
have group exercise at the
core of their experience.
We look at the impact this
is having on operators, how
they’re adapting and whether
the term ‘group exercise’ needs
to be overhauled so it fits
better with current political
thinking? We ask the experts.

While gyms’ reopening
date is 12 April,
group exercise can’t
restart until 17 May
32
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It’s a decision that
defies logic and as an
industry we need to
campaign to persuade
the government
to reconsider
Glenn Earlam

A

PHOTO: DAVID LLOYD LEISURE

lthough we breathe a
collective sigh of relief as
RXUVHFWRUFDQʛQDOO\VWDUW
WRUHRSHQWKHUHDOLW\LV
WKDWDVLJQLʛFDQWSDUWRI
RXURʞHULQJUHPDLQVFORVHG
:HDOOXQGHUVWDQGKRZGLIILFXOW
WKHVHURDGPDSGHFLVLRQVPXVW
EHIRUWKHJRYHUQPHQWEXWLW
LVKDUGWRXQGHUVWDQGWKHORJLF
EHKLQGQRWDOORZLQJLQGRRU
JURXSH[HUFLVHWRVWDUWDJDLQ
$VDQLQGXVWU\ZHKDYHEHHQ
DEOHWRFOHDUO\GHPRQVWUDWHZH
FDQRSHUDWHVDIHO\$PSOHVRFLDO
GLVWDQFLQJPHDVXUHVULJRURXV
FOHDQLQJSURFHVVHVDQGUHGXFHG
FODVVQXPEHUVKDYHDOOOHGWRFORVH
WR]HURUDWHVRIWUDQVPLVVLRQ\HW
LQGRRUJURXSH[HUFLVHKDVEHHQ
VLQJOHGRXWIRUH[WHQGHGFORVXUH
*URXSH[HUFLVHKDVDOZD\VEHHQD
YLWDOSDUWRIRXURIIHULQJDQGZHDUH
LQDPRUHIRUWXQDWHSRVLWLRQWKDQ
PRVWRSHUDWRUVDVZHKDYHEHHQ
DEOHWRRIIHURXWGRRUJURXSH[HUFLVH
IURPWKHHQGRI0DUFK%XWZHNQRZ
DFKXQNRIRXUPHPEHUVKLSZLOO
be reluctant to return until we can
SURYLGHDQLQGRRURIIHULQJ7KLVZLOO
LQHYLWDEO\VORZWKHUHFRYHU\RIPXOWL
SURGXFWIDFLOLWLHVQRWWRPHQWLRQ
WKHWKRXVDQGVRIEHOHDJXHUHG

Glenn Earlam says a
percentage of members
won’t come back until
group exercise restarts

PHOTO: DAVID LLOYD LEISURE

David Lloyd

+,,7DQGKROLVWLFH[HUFLVHVWXGLR
EXVLQHVVHVZKLFKZLOOUHPDLQFORVHG
$OPRVWSHUFHQWRI'DYLG/OR\G
&OXEVȷPHPEHUVKLSEDVHSDUWLFLSDWH
LQJURXSH[HUFLVH6HYHQW\ILYHSHU
FHQWDUHIHPDOHZLWKDQDYHUDJHDJH
RIMXVWRYHU7KLVPRUHPDWXUH
VHJPHQWLVSDLQIXOO\DZDUHWKDWDJHLV
DNH\IDFWRULQ&29,'PRUWDOLW\
DQGWKH\DUHPRUHFRQVFLRXVDERXW
WKHLUKHDOWKWKDQHYHUEHIRUH<HW
ZHDUHXQDEOHWRRIIHUWKHYHU\
SURGXFWVZKLFKZRXOGKHOSWKHP
WRGHYHORSDQHZKHDOWK\OLIHVW\OH
0DQ\RIRXULQVWUXFWRUVDUHVHOI
HPSOR\HGVROHIWZLWKRXWZRUNRU
LQFRPHZKLOHWKHLUPXFKQHHGHG
VNLOOVDQGH[SHULHQFHDUHEHLQJ
ZDVWHG$ZKROHDUP\RIZHOO
TXDOLILHGILWQHVVSURIHVVLRQDOVHDJHU
WRSOD\WKHLUSDUWLQWKHQDWLRQȷV
UHFRYHU\IURPDKHDOWKFULVLVDUH
KDYLQJWRZDLWWRWKHHQGRIWKH
SDQGHPLFEHIRUHWKH\FDQGRVR
,WȷVDGHFLVLRQWKDWGHILHVORJLF
DQGDVDQLQGXVWU\ZHQHHG
WRFDPSDLJQWRSHUVXDGHWKH
JRYHUQPHQWWRUHFRQVLGHU
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I’ve yet to hear a logical
answer as to why we can’t
run group exercise and think
there is a misunderstanding
about how we operate
Ed Stanbury

A

Stanbury is founder
and CEO of boutique
ʛWQHVVVWXGLRBLOK

checked in outside, follow a marked
one way system to their mat where
they have their own wipes, antibacterial cleaner and hand sanitiser
to clean their mat and equipment
before and after the session.
The studios are running at
half capacity, so everyone has
plenty of space, plus we have
state-of-the-art ventilation and
air conditioning systems.

PHOTO: BLOK

t BLOK we only do group
exercise, so it’s extremely
frustrating that even when
we’re allowed to open our
doors on 12 April we won’t
be able to give customers our usual
product of instructor-led classes,
because of these nonsensical rules.
I’ve yet to hear a logical answer as
to why we can’t run group exercise
and think there is a misunderstanding
about how we operate and how
the virus behaves, because we
absolutely believe we can run group
exercise in a safe environment.
We know when people are
arriving, when they’re leaving and
how many are in the club at one
time. Most of our studios have
external doors, so people queue
up in a socially distanced way, are

PHOTO: BLOK

BLOK

34

Most BLOK studios have external doors for safe access
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It’s a high level of control and
when we launch properly on 17 May
we will be following all the same
protocols, except members will be
able to follow an instructor instead of
doing their own individual workout,
as they will be doing from 12 April.
The presence of an instructor
has no impact on the likely spread
of a virus, and it would be far
better to replace this arbitrary
distinction with stricter guidelines
on dedicated, distanced workout
areas, with equipment being cleaned
before and after each use and
therefore eliminating the risk of
transmission either through airborne
particles or surface contact.
I don’t think the industry should
have to rebrand group exercise
to avoid governments making illinformed policies. The onus should
be on the government to understand
the industries they are legislating
on, and to create guidelines which
effectively protect the public.

PHOTO: UKACTIVE

David Alstead
ukactive

W

hile the Government’s
reopening roadmap
for England prioritised
indoor gyms, pools
and leisure centres in
WKHʛUVWDYDLODEOHVWDJHIRULQGRRU
venues (from 12 April), we were
very disappointed that indoor
exercise classes featured in a later
VWDJHEHLQJXQDEOHWRUHRSHQ
until 17 May at the earliest.
0DQ\RIRXUPHPEHUVKDYHJURXS
exercise as an integral part of their
VHUYLFHRIIHULQJZLWKERXWLTXH
studios having this at their core,
which means either they cannot
reopen or it is not economically
YLDEOHWRUHRSHQRQ$SULOLIWKH\
are commercially reliant on classes.
7KHUHLVXQGHUVWDQGDEOH
IUXVWUDWLRQEHFDXVHLQGRRUFODVVHV
DUHOHGE\UHVSRQVLEOHWUDLQHUV
in accordance with the sector’s
safety guidance. When ukactive

From our data
we know the
prolonged
closure of group
exercise will
disproportionately
affect women

There is frustration
among ukactive
members, says Alstead

co-developed the framework for
reopening with the government,
we included indoor group
exercise, focusing on maintaining
social distancing, wiping down
HTXLSPHQWEHWZHHQXVHVHQVXULQJ
DPD[LPXPRFFXSDQF\EDVHGRQ
VTIWDVZHOODVKDYLQJDWUDFN
and trace system already in place.
We must continue to highlight
to the government the strict safety
measures in place. Alongside this,
we have also proven an extremely
low prevalence of COVID-19 among
people who have visited fitness
and leisure facilities, with ukactive
providing the government with data
IURPPRUHWKDQVLWHVEDVHGRQ
75 million visits, showing an overall
rate of just 1.7 cases per 100,000
YLVLWV IURP-XO\WR'HFHPEHU
2020), with no indication that these
people caught COVID-19 at the

gym or had it when they visited.
This decision could also have a
detrimental impact on people served
E\DP\ULDGRIFODVVHVVXFKDVROGHU
DGXOWVUHTXLULQJVWUHQJWKFODVVHV
which help prevent falls; cancer
SDWLHQWVUHTXLULQJSUHKDEDQGUHKDE
VHUYLFHVDQGWKRVHUHTXLULQJZHLJKW
management programmes. From
our data we know the prolonged
closure of group exercise will also
disproportionately affect women.
In the meantime, group exercise
classes are due to take place
outside from 29 March. Many of
RXUPHPEHUVZLWKRXWGRRUVSDFH
DUHVHWWLQJXSHTXLSPHQWLQWKH
fresh air, following COVID-secure
guidelines and the guidance on
what is considered ‘outdoors’ when
it comes to coverings. Our team
LVDYDLODEOHWRDGYLVHPHPEHUV
on how to do this legally.
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Gym-goers who
attend group exercise
classes go to the gym
twice as often
Martin Franklin
Les Mills
Franklin has spoken
out about the rules
around group exercise

who tried a workout from a club
during lockdown would use that
facility when it reopened. While a
survey of 9,000 Les Mills On Demand
users found that 63 per cent of
non-gym members are interested in
trying live Les Mills classes in a club.
So it is inevitable that this delay to
group exercise will impact operators,
putting some at risk of insolvency.
Operators should continue
to build on the successes
they’ve had during lockdown in
maintaining engagement and the
innovative ways they’ve been able
to connect with their members.
This includes continuing with athome options and a mix of live

PHOTO: LES MILLS

T

he safety of our community
is our number one priority,
so having a phased approach
to the re-opening of society
is important. That said, we
know the COVID-safe protocols
for group exercise are some of the
most stringent and controllable
from any business sector in
the prevention of the virus.
There is a significant proportion of
the population which relies on group
exercise: statistics show more than
4.86 million people in England were
taking part in group exercise classes
each week pre-COVID. Our 2019
Global Consumer Fitness Survey
revealed that 45 per cent of gymgoers cite group exercise as the main
reason for attending their gym, and
those who attend group exercise
classes go to the gym twice as often.
Research from Alliance Leisure
found that 96 per cent of consumers

and pre-recorded workouts.
In the meantime, the sector
should use the first month after
reopening as an opportunity to get
ready and build excitement among
members for when they can get
back to that first in-person class, by
re-engaging members and instructors
and planning launch events.
Outdoor exercise is also a
big opportunity and is already
providing an exciting dimension
to club timetables in markets
which have re-opened. Les Mills
has created a new outdoor group
exercise guide and marketing
campaign to support clubs in kicking
things off with a bang in April.

O Download the report: www.HCMmag.com/lesmillsoutdoors
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More than 60,000 individuals attend our group exercise
classes each week, so not being able to run them has a financial
impact on our business, and a social impact on customers

Ben Beevers
Everyone Active

T

PHOTO: EVERYONE ACTIVE

he delay on the return to
group exercise will have
DQHʞHFWRQDQXPEHU
of Everyone Active sites,
especially as last year we
LPSOHPHQWHG&29,'VDIHPHDVXUHV
– including social distancing and
HQKDQFHGFOHDQLQJȲZKLFKPHDQW
we did not have any recorded cases
of the virus relating to our classes.
:LWKPRUHWKDQFHQWUHV
across the UK, group exercise
plays a key role in our offering to
FRPPXQLWLHV,QWKHZHHNEHIRUH
WKHVHFRQGORFNGRZQZHZHOFRPHG
LQGLYLGXDOVWRRXUFODVVHV
and were running at close to
SHUFHQWRIFODVVFDSDFLW\
0RUHWKDQLQGLYLGXDOV
attend our group exercise classes
URXWLQHO\HDFKZHHNVRQRWEHLQJ
DEOHWRUXQWKHPKDVDILQDQFLDO
LPSDFWRQRXUEXVLQHVVDQGD
VRFLDOLPSDFWRQFXVWRPHUVZKR
GRQȷWKDYHDFFHVVRUHTXLSPHQW
to exercise during lockdowns.

Everyone Active did not record
any COVID-19 cases in relation
to group exercise in 2020
©Cybertrek 2021 Issue 3 2021
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WELLNESS

The Mahindra Group has always
taken wellbeing very seriously; its
Indian heritage means that mental
and spiritual health and mindfulness
are embedded in its philosophy

38

Issue 3 2021 ©Cybertrek 2021

The team is part of
Formula E – the only FIA
World Championship
for electric cars

The team manager of
Mahindra Racing talks
to Kate Cracknell about
creating a new corporate
culture in a competitive
world – one that places
employee wellbeing first

DAVID
CLARKE
What is Mahindra Racing?

Tell us about Formula E
Formula E is the only FIA World Championship for
electric cars, with this year being its seventh season.
For those readers familiar with Formula 1, every
Formula E race is like Monaco. We race on temporary
tracks in city centres across most continents of
the world: London, Paris, Berlin, Rome, Mexico
City, Sao Paolo, Hong Kong… the list goes on.
Twelve teams compete in a maximum of 15
races per season, with that season normally
running from December to July; the start of this
season was delayed to February due to COVID-19.
Mahindra Racing has been involved from the very

first season, and although we’re yet to win the
Championship, we are a multi-race winning team.
Formula E targets a different demographic from Formula
1 – families and younger people – with events broadcast
around the world, as well as live streamed on YouTube. And
it has an important environmental agenda too: there’s an
exhibition alongside each event, The Allianz E-Village, which
showcases innovations in EV, sustainability, clean energy
and so on. It’s about trying to achieve a greener planet.
It’s the most competitive motorsport on the planet:
all the teams are so close in performance that you could
win one week and come last the next. That’s because
all cars have to use a standardised battery and the same
chassis; they all look the same. The only permitted
differences are in the powertrain, which is completely
HOHFWULFȲPRWRULQYHUWHUDQGJHDUER[ȲbDQGWKHVRIWZDUH
The whole idea behind the Championship is to
spearhead the innovation of electronic vehicles, and it
comes down to two key areas: efficiency, so you drain
the battery less; and regeneration, whereby the motor
becomes a generator to put power back into the battery,
so you can go further. On the race track, these two
factors combine to ensure you go as fast as you can for as
long as you can, so you finish the race. In the real world,
it means going as far as you can as efficiently as possible.
©Cybertrek 2021 Issue 3 2021
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A motor racing team in the FIA Formula E World
Championship. Part of the Mahindra Group, we are at
the forefront of EV (electronic vehicle) innovation.
The Mahindra Group already manufactures electronic
vehicles and went into Formula E specifically to use it
as a test bed: a way to develop technology that would
allow it to create better electronic vehicles for normal
road use. We call it our ‘Race to Road’ philosophy.

Mahindra Racing prioritises
workplace wellbeing as a way to
promote creativity and productivity

39

WELLNESS

How many people work for Mahindra Racing?

WILLIAM DUFFY

We have three drivers – two race and one reserve –
and a pool of simulator drivers. Meanwhile, behind the
scenes at the factory, our team is currently 62 strong.
If you compare that to Formula 1, where they have
teams of 350–700 people, it’s clear our team are under
a lot of pressure, working in a stressful environment
where they have to make decisions in milliseconds, and
where the hours stack up as we approach race days.
When we moved head office in April 2020 – moving
IURPDVTIWVLWHWRDVTIWVLWHȲbZHZDQWHG
to allocate some of that additional space to our team’s
wellbeing. We wanted to be a company that takes its
employees’ physical and mental health seriously.
Tell us about your wellbeing ethos.
In a creative world like ours, where you have to come up
with innovative solutions to out-think your competitors,
it isn’t good to be at your screen the whole time. You
can’t stay productive for long hours without a break.
We’ve therefore always encouraged our team to step
away from their desks now and then, taking half an hour
out to read a book, go for a walk, do some exercise.
With more of our team working from home
at the moment, we’re trying to support them
in achieving this same balance there too.

SPACESUIT MEDIA / LOU JOHNSON

7KHZHOOEHLQJIRFXVEHQHʛWV
Mahindra Racing by providing an
H[WUDLQFHQWLYHIRUHPSOR\HHV
WRVWD\ZLWKWKHFRPSDQ\
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I’m a huge believer in this personally. I used to run 5km
several times a week, but a few kidney operations later
and I’m trying to get back into shape. I quickly realised
that it was the mental benefits of my workouts that were
the most instant – and arguably the most important.
Of course, this focus on wellbeing benefits Mahindra
Racing as a company: if our team feels fresh, we
get the best out of them. It’s also the case that
motorsport is very incestuous; if a team is doing
well, competitors think it’s because of the team
and try to poach people. We hope, if we look after
our employees, they will want to stay with us.
But beyond all of that, we’re doing this because it’s
who we are. We’ve always been a family. Now we’re
a family of 62, but we still have lunches together – we
stop everything at the factory and sit and talk about
them, their lives, their families. That hasn’t been possible
during lockdown, of course, but we’ve called every
member of the team every week just to see how they
DUHȲbQRWWRWDONDERXWZRUNDWDOOEXWMXVWWRFKHFNLQ
keep an eye on their wellbeing, make sure they’re OK.

Mahindra designed the gym to cater
for the needs of all its employees
DQGWKHLUGLʞHUHQWʛWQHVVJRDOV

We’ve done a number of things around the new factory:
we’ve put plants in everyone’s office, for example, and have
created break-out areas throughout our open-plan design.
But our main investment has been our gym, which
we’ve designed around the wide-ranging needs within our
team: race drivers, serious amateur athletes training for
decathlons or mountain biking events, and those who don’t
belong to a gym and need some help in getting started. We
wanted to make sure there was something for everyone.
It’s been a big investment given we only have 62
people on-site, but as I say, we were determined
to be a company that takes wellbeing seriously.
We partnered with Technogym for a range of products
to provide cardio, strength and functional tools, as well
as Technogym Skillmills and Technogym Bikes that allow
people to take part in live streamed or on-demand classes.
We also have heart rate devices our team can use.
And we have two of everything, which is
great. Some people like to compete side-by-

WILLIAM DUFFY

What is your wellbeing offering?

Our main investment
has been our gym,
which we’ve designed
around the wide-ranging
needs within our team:
race drivers, serious
amateur athletes and
those who need some
help getting started

©Cybertrek 2021 Issue 3 2021
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How has COVID impacted your efforts?
Our gym has remained open even throughout COVID-19,
as it’s a private workplace facility. We have, however,
put a range of safety measures in place – limiting access
to two people at a time, for example. It’s open all day,
so people have been able to stagger their workouts.
We’ve also been supporting our employees with
online workouts, because although our factory has
remained open, we’ve had fewer people in at any one
time. We reached out to some fitness influencers
who, in partnership with Technogym, created some
online content especially for us, including things like
stretching and bodyweight classes. These are available
through the app for our team, but we’ve put some of
them on YouTube for our followers to enjoy too.
Now the race season is starting, but there are still
some local restrictions meaning gyms and pools are
closed in some of the cities we’re visiting. For our
drivers, we’re therefore shipping out smaller pieces
of kit so they can work out in their hotel rooms.
42
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WILLIAM DUFFY

WILLIAM DUFFY

side; others just want a workout buddy to help
motivate them and make training more fun.
We also have an independent instructor who
comes on-site every two weeks and who’s available
to everyone. They’re there to offer personalised
advice and workout programmes to any member of
staff, helping them achieve whatever it is they want to
achieve. Alongside this, the Technogym mywellness
app allows our employees to track their progress.

What impact have you seen so far?
An impressive 99 per cent of our team are using our gym;
just one team member remains reluctant, as he prefers
to go out and play golf. But that’s OK – he’s active.
As a direct result of our new gym, we have one driver
who now bases himself here at head office. He has all the
equipment he needs here to train his reaction time, upper
ERG\VWUHQJWKFRUHVWUHQJWKɀbHYHU\WKLQJKHQHHGVWR
be race-fit. He drives in early and meets his PT here.
But as I say, we’ve deliberately designed the gym
to meet our pro-athletes’ needs without leaving the
rest of our staff behind. We have team members
who are changing their shifts to work around the
restricted access to the gym, for example. They want
WRGRYLUWXDOFODVVHVRQWKHELNHVȲbWKHVHDUHRQHRI

WILLIAM DUFFY

The gym has stayed open
during the pandemic, with
staggered session times
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Introducing the Mahindra Group
Mahindra Racing is part of the Mahindra
Group, which was originally founded in
India in 1945 as a steel business.
Over the decades, Mahindra has steadily grown
to become a global brand that boasts a 150+ strong
“federation of companies”. These span 22 industries
(see below), more than 100 countries and 256,000+
employees, bringing in US$19.4bn in revenue.
But as Anand Mahindra, chair of the Mahindra
Group, explains: “It’s not about how big we
become, but how we become big.”

SPACESUIT MEDIA / LOU JOHNSON

O

Mahindra Racing is just one
small part of the Mahindra
Group, which is active in
GLʞHUHQWLQGXVWULHV

SPACESUIT MEDIA / LOU JOHNSON

Aerospace
Agriculture
O Boats
O Construction equipment
O Defence
O Hospitality
O Insurance
O Power backup
O Retail
O Steel
O Two wheelers
O Aftermarket
O Automotive
O Clean energy
O Consulting
O Farm equipment
O Information technology
O Logistics
O Real estate
O Infrastructure
O Rural housing finance
O Trucks and buses
O Vehicle and equipment finance
O
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Mahindra market sectors

Mahindra’s story in this respect is one of responding
to the needs of society: “A need for change in
agricultural practices pushed us to foray into that
sector right before the agricultural revolution began in
India,” says its website. “We also became one of the
key torch-bearers of the IT revolution in our country.
“Our focus now lies in developing alternative
energy sources, because we believe energy
conservation will play a huge role in ensuring
DEHWWHUIXWXUHȲbQRWMXVWIRURXUFRXQWU\
and communities, but the entire world.”
www.mahindra.com
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In a creative world
where you have
to come up with
innovative solutions
to out-think your
competitors, you can’t
stay productive for
long hours without a
break. We encourage
our team to step
away from their desks
and do some exercise

WKHPRVWSRSXODUDFWLYLWLHVȲbDQGWKH\ȷUHZLOOLQJWR
FKDQJHWKHLUZRUNLQJSDWWHUQVWREHDEOHWRGRWKHP
2XUQH[WVWHSLVWRKRSHIXOO\GUDZRQRWKHUSDUWQHUVKLSV
Ȳ1XIILHOGIRUH[DPSOHZLWKDYLHZWRDGGUHVVLQJWKH
QXWULWLRQDOQHHGVRIDOORIRXUWHDPQRWMXVWRXUGULYHUV
:HȷUHDOVRVHWWLQJXSDQRSHQIRUXPWRHQFRXUDJH
RXUVWDIIPHPEHUVWRFRPHXSZLWKLGHDVRIZKDWZH
VKRXOGGRQH[WZLWKUHZDUGVIRUWKRVHZKRFRPH
XSZLWKWKHEHVWPRVWLPSDFWIXOVXJJHVWLRQV
Is your ethos mirrored in the
overall Mahindra Group?
7KH0DKLQGUD*URXSKDVDOZD\VWDNHQZHOOEHLQJYHU\
VHULRXVO\LWV,QGLDQKHULWDJHPHDQVWKDWPHQWDODQG
VSLULWXDOKHDOWKPLQGIXOQHVVDQGVRRQDUHHPEHGGHGLQ
LWVSKLORVRSK\:HȷUHWU\LQJWRHPEUDFHDVPXFKRIWKLV
DVSRVVLEOHZKLOHDWWKHVDPHWLPHDSSUHFLDWLQJZHQHHG
WRVKDSHWKLQJVVOLJKWO\DURXQGD(XURSHDQPLQGVHW
,WZLOOWDNHWLPHSHRSOHKDYHFRPHIURPRWKHU
FRPSDQLHVWKDWGLGQȷWRSHUDWHOLNHWKLVVRZHQHHGWR
HPEHGDQHZFXOWXUHRIZHOOEHLQJ%XWWKLVLVDIDPLO\
DQGLWȷVLPSRUWDQWWRXV:HZLOONHHSUHSHDWLQJWKH
PDQWUDRYHUDQGRYHUVRHYHU\RQHEHOLHYHVLWO
O www.mahindraracing.com
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Mahindra Racing is committed
to building a culture of
wellbeing in the company

There’s only one
studio like yours.

There’s only one
software like ours.
Everything you need to run—and grow—your business.
To book a demo or learn more, visit uk.mindbodyonline.com

SPONSORED

Technogym’s ambition and impact in the
physical activity sector aligns perfectly
with our values. We now have an amazing
suite of state-of-the-art equipment with
endless opportunity for innovation
Cathy Gallagher, executive director of sport, University of Stirling
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WORLD
CLASS

PHOTO: TECHNOGYM

7KHJ\PʛWQHVVVXLWHDQGKLJK
SHUIRUPDQFHWUDLQLQJDUHDVKDYH
EHHQGHVLJQHGWR2O\PSLFVWDQGDUGV
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The University of Stirling has transformed its
fitness offering with world-class performance sport
and fitness facilities powered by Technogym

s University of Stirling’s vice chancellor,
Professor Sir Gerry McCormac says:
“sport is part of the university’s DNA”.
When the university invested in a £20m
upgrade of its sport and fitness facilities,
the vision was clear: to engage as many
students, staff, and members of the
community as possible in sport and
physical activity at the level of their choosing.
Cathy Gallagher, executive director of sport, tells us
how the new facilities are communicating the university’s
ambition within the 335 acre campus and beyond.
“We always want to set standards,” she says.
“After winning UK Sports University of the
Year in 2020, we didn’t rest on our laurels – our
investment in new facilities shows our commitment
to performance sport and physical wellbeing.”

Fit for Olympians

The university’s previous sports facilities didn’t reflect
the scale of ambition for sport at the campus.
University of Stirling is home to the National
Swimming Academy and National Tennis Academy
and is the only university outside North America
to compete in NCAA-ranked golf events.
Its athletes and coaching staff are household names,
including Duncan Scott (pre-selected for Tokyo 2021,
and the most decorated Scottish athlete at any single
Commonwealth Games) and head performance
swim coach Steve Tigg, who is part of Team GB.

Swimming, golf, tennis, triathlon, male and
female football, rugby, and curling – the list of
sporting achievements at the university goes on.
“The performance programme is a key part of our
culture,” says Gallagher, “we needed world-class facilities
to match the quality of our programmes and coaching
staff and set out to create a home fit for Olympians.”

Performance sport

The previous facilities were demolished and
replaced with a stunning 5,000 sq m complex
that includes indoor sports halls and tennis
courts, a 50m pool, changing facilities, a gym
and fitness suite and high-performance training
DUHDVDOORYHUORRNLQJ$LUWKUH\b/RFK
The beautiful setting has become a go-to point on
campus and for the wider local area, carrying the
message of health and wellbeing to a huge audience.
“Sport is now the first thing people encounter
when coming onto campus,” says Gallagher. “Feedback
continues to be amazing – we’ve been told the
new facilities are iconic and transformational.”

Creating healthy habits

University of Stirling’s ambitious investment has
created a definite statement of intent around its
visions of creating a student experience that leads
to long-term healthy habits and also to driving
innovation, with sport and physical activity at
the heart of the identity of the university.
©Cybertrek 2021 Issue 3 2021
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The University of Stirling has
invested £20m in creating
state of the art facilities

PHOTO: TECHNOGYM

Cathy Gallagher

We needed
world-class facilities
to match the quality of
our programmes and
coaching staff and set
out to create a home
ﬁt for Olympians
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“It’s crucial we get the student experience right,”
explains Gallagher. “First year students need to feel part
of something. Our beautiful new fitness facilities are
a key touchpoint, helping young people form healthy
routines. We know the investment we’ve made will
transform the student experience. We hope it will also
have a positive lasting impact on the rest of their lives.”
A key part of the design brief was to connect
every part of the new facilities to create a
streamlined student and member experience.
“The facilities now have one entrance and
one exit, so freshers or local people can walk
through the door with one of our Olympic
athletes,” says Gallagher. “This creates an
important sense of motivation and belonging.”
University of Stirling’s new fitness suite features
over 110 stations, with a dedicated strength and
conditioning area and high-performance training area.
“Technogym’s ambition and impact in the
physical activity sector aligns perfectly with our
values and what we want to achieve,” explains
Gallagher. “Thanks to Technogym, we now have
an amazing suite of state-of-the-art equipment
with endless opportunity for innovation.”

PHOTO: TECHNOGYM

PHOTO: TECHNOGYM
PHOTO: TECHNOGYM

PHOTO: TECHNOGYM

Facilities have been
GHVLJQHGWRHQJDJHVWDʞ
students and community

7KHJ\PDQGʛWQHVVVXLWH
have been exclusively
ʛWWHGRXWE\7HFKQRJ\P

Harnessing digital

University of Stirling is one of the first
higher education settings in the UK to
invest in Technogym’s Excite Live line.
“This amazing kit blows my mind!” says Gallagher.
“It offers phenomenal technological advancements,
with beautiful architecture and aesthetics and
the kit is very slimline, helping us make better
use of space and cater for more members.”
Technogym Excite Live helps the university deliver on
its ambition to engage more of its student population.
“Excite Live’s level of sophistication and functionality
aligns with the language we use in programme
development and delivery,” says Gallagher. “We knew
it would help us get more students physically active.”

,QQRYDWLYHJ\PʜRRUOD\RXW
University of Stirling made the decision to add
Technogym Skill Line classes to the gym floor, including
Skillbike class, Skillrow class, and Skillrun class.
“We know digital will engage people, but we
never want to lose the human aspect of the gym,”
explains Gallagher. “Skill Line classes create a buzz
on the gym floor. It’s a different dynamic, which

engages more people in a new way. Technogym
helped us with programming and staff training, so
we can offer a compelling member experience.”
“Our goal is to keep people coming back and
Technogym’s kit is key to this engagement,” says
Gallagher. “People can access their own coach and
programming through the equipment, get extra
content, and enjoy the benefits of a community.”

Living and breathing excellence

“We’re Scotland’s University for sport and
excellence and need to exhibit excellence in
everything we do – this includes our choice
of partners,” says Gallagher. “Technogym is a
world-leading brand and clearly demonstrates its
commitment to innovation and advancement.
“We work with Technogym to stay ahead
of the game. As we continue on our journey
of increased participation, Technogym acts as
consultants, advisors, and researchers. The
strength and rigour of Technogym’s work helps
us deliver on our strategic objectives.” O
O Find out more: Technogym.com
©Cybertrek 2021 Issue 3 2021
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Joe Cohen, Robert Rowland and
Hilary Rowland are the driving
force behind the new company.
+LODU\ʛUVWWDONHGWR+&0LQ
2011/12 when Boom Cycle launched

PHOTO: UNITED FITNESS BRANDS

Robert Rowland,
Hilary Rowland,
Joe Cohen
United Fitness Brands

PHOTO: KOBOX

PHOTO: BOOM CYCLE

Boom Cycle and Kobox
have both been bought
by new company, United
Fitness Brands Ltd

We’re aiming to be a
force in the boutique
ﬁtness market
As gyms reopen in the UK a new brand is launching

R

that plans to take the boutique market by storm

obert and Hilary Rowland, founders
of Boom Cycle, have teamed up with
Joe Cohen, owner of ‘fight club meets
nightclub’ boxing studio, Kobox to form a
new business called United Fitness Brands.
Ownership of the two founder
businesses has been transferred to United Fitness
Brands Ltd, which will be chaired by industry
veteran, David Lloyd, who’s been a non-exec of
Boom Cycle since 2018. The individual brands
will continue to operate independently.
The new company has received backing from
venture capital trust Pembroke VCT, Nectar
Capital and a number of high net worth individuals
who’ve already invested in Kobox and Boom Cycle.
United Fitness Brands will use its financial
backing to take on synergistic businesses in

complementary verticals to create a new
‘supergroup’ of boutique brands that will pool
resources and use their collective strengths
to grow their individual businesses.

A clear strategy

Speaking to HCM the trio said the new group
has a clear strategy for growth: “Future plans are
to merge with other operators, such as barre
and yoga to create a portfolio,” says Robert.
“We’re in talks with other operators and aiming
to be a force in the boutique fitness market.”
“The idea is to help the operators under
the United Fitness Brands umbrella to spread
costs and share their expertise,” says Hilary.
“It will also result in brands being in a
stronger position when it comes to finding
©Cybertrek 2021 Issue 3 2021
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investment and new sites, as there’ll be an
opportunity to identify larger sites in which
more than one brand can have a presence.”
“We want each brand to keep doing what they’re
doing,” she says. “We’re looking for brands that
have become successful because they’ve developed
their own identity and created a loyal community
of users and we don’t want them to change that.
“What we want to do is to make sure
each brand has a better opportunity to
grow and develop by sharing resources
and operating in a more efficient way.”

Boom Cycle and Kobox are located, we have
a lot of shared clients and thought it would
strengthen our position and make a successful
merger if the two businesses joined forces.
“We’re both offering high-intensity workouts
and believe we’re best in class, so there’s a
great fit between the two businesses.”
“It took until March 2021 to close the deal,” says Joe
“It shows how long these things take to get done.”
“Although it’s new to the UK market, this
business model has been tried and tested in other
sectors and other markets and proven to work,”
says Robert. “It allows all companies to run more
leanly and pool resources and expertise and scale
more quickly than they would be able to do apart.”

Adding Kobox to the mix
Joe said: “Kobox was the first to bring boxingbased classes to the masses in a major market.
“Now, more than five years since our launch,
we’re embarking on another UK first – creating
an industry-defining supergroup, which I’m
sure will go from strength to strength and
allow more people across the country to
enjoy these incredible brand offerings.”
“We met up with Joe in the middle of last
year,” says Robert “The whole industry was
having a hard time, but as a result of the way

Centralised wellness locations
Hilary continues: “Our plan is also to build new
United Fitness Brands facilities around the UK,
where consumers can come and do a yoga or
barre class, have a cryopod treatment and enjoy
the juice bar. We want to build centralised
places for wellness and have the benefit of all
the brands coming together, while allowing each
to maintain its brand and customer loyalty and
use shared facilities, such as changing rooms.”
The three say the core team will manage
centralised services, such as F&B, in-house, rather

PHOTO: BOOM CYCLE

Boom Cycle, founded by
Hilary Rowland, focuses
on high intensity training
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‘Nightclub meets
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ODXQFKHGLQ
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The company, with
David Lloyd as chair,
is being backed by
private
and Issue
VC funds
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United Fitness Brands sees
strong synergies between
Boom Cycle and Kobox

than sub-contracting these out, so economies
of scale can reduce prices or increase margins.
“As a management team, we have strong skills
that can build this business and take it forward
ȲbILQDQFHDQGJURZLQJWKHEXVLQHVVZLOOEH
Joe’s responsibility, operations will be Robert’s
and marketing will be mine,” she says. “The
team will be answerable to a board and have
to perform and ‘deliver on the numbers.’”
“It’s a beautiful vision”, says Hilary, but
there’s a lot of hard work ahead.”

Business contracts
Partners that join the United Fitness Brands
portfolio will have contracts in place to define
their involvement, with these outlining upsides
and downsides, including the terms on which
severances would take place if things don’t
work out. Partners will have equity in the wider
company and each company will come under
the ownership of United Fitness Brands Ltd.
“We’ll do due diligence and make sure
we fit together as a group,” says Robert.
“We’ll need to know we have the power to
elevate that brand before we take it on.
“Doing this will enable us to pivot more quickly
DQGJURZDVWURQJHUWHDPȲbWDFNOLQJH[WHUQDO

It’s a beautiful vision
but there’s
there s a lot of
hard work ahead
market forces is less of a trial in a strong group
WKDQE\\RXUVHOIȲbWKHUHȷVVDIHW\LQQXPEHUVȻ
Decisions on capital investment will be made
based on margins. “One business might need
capital, another may need sprucing up,” says Joe.
“The plan is to keep the brands under one roof as
PXFKDVSRVVLEOHWRDPSOLI\WKHFDSLWDOH[SHQGLWXUH
via shared changing rooms and so forth.”

Next steps
7KHQH[WPLOHVWRQHIRU8QLWHG)LWQHVV%UDQGV
will be the opening of more studios in 2021,
LQFOXGLQJD.RER[VWXGLRZKLFKZLOOODXQFKDV
DȶFOXELQFOXEȷVSDFHDW%RRP&\FOHȷVH[LVWLQJ
:DWHUORRVLWH.RER[.LQJV5RDGLQ/RQGRQ
will then get a Boom Cycle, taking the count to
VL[VLWHVIRU%RRP&\FOHDQGIRXUIRU.RER[
©Cybertrek 2021 Issue 3 2021
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Kobox will open a club in club at Boom Waterloo

“The dream scenario is location, location,
location – accessible to residential and to
offices,” says Robert, “and able to support
a seven day a week operation from 6.15am
in the morning to 9.00pm at night.
“The second thing is the space itself – we need
12,000sq ft of good open space in this sort of
location to build what we want to build. We want
to keep the site comfortable and nice to be in,
but not high-end or super luxe. We’re all very
aligned on not overspending on sites,” he says.
“It’s all about those margins,” interjects Hilary.
The plan is to remain as tenants rather
than investing in real estate and the hunt will
take the team outside the capital, as Robert
explains: “In addition to London, we’ll be
looking at the major cities such as Bristol,
Manchester, Birmingham, Leeds and Glasgow.

Team development

Robert Rowland, Hilary Roland and
Joe Cohen will focus on operations,
marketing and investment respectively
56
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“At Boom Cycle, we’ve been talking about this for
two years at board level, so there’s been a huge
amount of excitement at the news,” says Robert.
Ⱥ2XUWHDPVDUHH[FLWHGWRRȲbLWȷVVHQGLQJVXFKD
positive message, in spite of COVID,” says Hilary, “Our
staff are saying it proves they’re on the right team.”

PHOTO: BOOM CYCLE

Boom Cycle and
Kobox will have 10
sites between them by
the early part of 2021

“People love to work in this industry,” says
Robert, “But smaller operators have career
ceilings much sooner, so this move will open
up more opportunities for our teams.”
The UK market is the immediate priority
for development, but the United Fitness
Brands board is keen to fine-tune the
concept and then to explore franchising, so
overseas markets may beckon at that point:
“We want to get it absolutely right before
we hit the franchise market,” says Hilary.

Fighting back from lockdown
It’s been a tough time for businesses that rely on
group exercise and Robert says the lockdown
easing roadmap has been hard to accept: “It’s been
SUHWW\EUXWDOȲbJURXSH[HUFLVHLVKDYLQJWRZDLW
another five weeks after a year of disruption and
that really feels like a kick in the teeth,” he says.
“The future’s looking bright for us with the
new deal, but collectively boutique operators
are still struggling to understand the lack of
cashflow support from government outside
of grants,” says Robert. “When you see
companies such as McDonald’s getting a five
per cent VAT rate and the health and fitness

industry being overlooked in a health crisis, it’s
a confusing point of view to understand.”
“Research shows that every £1 spent by the
government on health and fitness gives £4 value,”
says Hilary, “So it’s incomprehensible that they
would leave us without any sector-specific support.”
“We just want to get open,” says Robert
“The silver lining is that we know from the first
lockdowns that our customers are genuinely happy
to come back and excited for the return. We’re
comfortable that people are going to stay engaged.”
“We want to give brands all the support we
always wanted when we were starting out,”
says Joe. “We’re happy to help with the slightly
boring stuff, so they can focus on doing what
they love doing and build their business.
“You can get into a position when you’re
growing a boutique business that you need
advice, but anyone you could ask is a competitor
and they’re not going to give it up,” says Hilary,
“This way, all that advice is freely available and
the company becomes a ‘hot pot’ of fitness.”
“Having lost a year to the pandemic, we’re keen to
press on,” says Robert. “Instead of waiting for things
to happen we’re making things happen and creating a
new opportunity to grow and build the business.” O
©Cybertrek 2021 Issue 3 2021
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Workforce development has
never been so important and
apprenticeships have a key role to
play in the rebuilding of our sector

Train & retain

Tad Chapman from Active IQ argues that operators should take
a fresh look at apprenticeships and their power to drive recovery

PHOTO: ACTIVE IQ

A
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pprenticeships have a longbut also a fantastic career pathway that will
standing reputation as a
future-proof workforce development
reliable training tool, usually
by retaining – as well as training – the
associated with young learners
best talent in an organisation.”
entering a profession.
Challenging perception
While this is indeed one
Hampering this, however, are many myths
role for apprenticeships in
and misperceptions which need to be
workforce development, their potential
challenged before the leisure industry can
is far greater than simply recruiting
Tad Chapman
fully realise the potential of apprenticeships.
youngsters wishing to ‘earn and learn’.
“Despite the best efforts of Government, industry,
The Department for Education described
leading training providers and awarding organisations
apprenticeship training as “the key to unlocking
like ourselves, common misperceptions remain.
productivity” while last month’s National Apprenticeship
Also, apprenticeships are sometimes considered an
Week ran under the theme “Build the Future”. Both
afterthought or a quick route to free training,” says Tad.
these bold statements are true. Today’s apprenticeships
“In fact, there are diverse and varied apprenticeships
have the potential to train older and more experienced
on offer from entry level right up to degree and
colleagues right up to senior management level. They
management level,” he explains. “The idea you can
can attract strong candidates looking for a clear career
start out as a lifeguard or gym instructor and train
SDWKZD\WRWKHWRSDQGȲLPSRUWDQWO\ȲbKDYHWKH
your way up to general manager or CEO isn’t farpower to retain top talent within an organisation.
fetched: the career pathway is clear and accessible.”
When it comes to developing people’s skills and
knowledge, future-proofing your workforce and
Releasing untapped potential
retaining the best in the business, apprenticeships are
“Employers need to recognise the newest apprenticeship
hard to beat. And as we emerge from three successive
standards run from Level 2 – such as a community
COVID-19 lockdowns ready to rebuild our sector and
activator coach or leisure team member – right up to level
workforce, their potential to help is hard to ignore.
6 and 7, including chartered manager and senior leader,”
“Workforce development has never been so important
says Tad. “The potential for apprentices to extend way
and apprenticeships have a key role to play in the
beyond entry level recruitment and reach management
rebuilding of our sector,” says Tad Chapman, head of
and degree level is a valuable retention tool for operators
end-point assessment at Active IQ. “Apprenticeships
and employers who can hold onto their brightest talent.”
not only provide an excellent route into our industry
Issue 3 2021 ©Cybertrek 2021

Apprenticeships have the
potential to train older and
more experienced colleagues

PHOTO: WAVEBREAKMEDIA/SHUTTERSTOCK

Growth area

Active IQ is one of the first End-point
Assessment Organisations (EPAOs)
within the physical activity sector
to be approved on the Register of
End-point Assessment Organisations.
With unmatched expertise it
offers 15 End-point Assessments
(EPAs) for the new apprenticeship
standards including these most
pertinent to the leisure sector:

Back on track

Apprenticeships are an important
post-lockdown
Lockdown had a devastating
growth area for the physical
impact on the leisure sector with
activity workforce with skills-based,
facilities forced to close and a
on-the-job learning of immense
high percentage of staff put on
value in these public-facing roles.
furlough. On-the-job training
In addition, Tad is seeing rising
OBusiness administrator
suffered greatly as face-to-face
demand for sector-specific but
interaction ground to a halt. Postnon-physical-activity-based roles,
OCommunity activator coach
lockdown, restoring confidence
such as customer service, digital
OCommunity sport and health officer
in colleagues and members,
skills, finance, warehousing and
OCustomer service practitioner
reviving training programmes and
facilities management. “The whole
OFacilities management supervisor
renewing optimism will be key.
sector needs to expand its view
OLeisure duty manager
Apprenticeships can help by offering
and recognise that apprenticeships
OLeisure team member
a cost-effective, clearly mapped
can support all aspects of a
OPersonal trainer
route to put people’s careers back
leisure facility’s business,” he
OTeam leader/supervisor
on track. And after such uncertain
says. “At Active IQ we carry
and turbulent times, there’s a
out end-point assessment for
lot to be said for the structure and security offered by
a broad range of sectors from transport to facilities
apprenticeships and the end-point assessment process. O
management and there’s plenty to be learned from
Find out more: www.activeiq.co.uk
these industries and applied to the leisure trade.”
©Cybertrek 2021 Issue 3 2021
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Get
tough

Policing the rules, even if it means
losing members, will be crucial to
building trust as health clubs reopen,
Paul Roberts tells Kath Hudson

60

Issue 3 2021 ©Cybertrek 2021

in order to save multiple memberships of
those quiet, possibly anxious, people who
observe it happening and vote with their feet
when they decide the gym isn’t upholding
the rules put in place to make them safe.

Avoiding a scene

“A PT might not want to get involved with
an altercation because they want to have a
friendly relationship with everyone and not
create a scene, but clubs absolutely need to
take a zero-tolerance approach to those who
don’t follow the rules and be prepared to
lose members,” says Roberts. “Creating that
line in the sand which shows you are willing
to put safety over profits is important.”
The social media debates about the gym rules
and how they’re enforced will also have more
impact than announcements broadcast by gyms
about their new protocols, he says “Clubs need

SHUTTERSTOCK/VIKTORIIA HNATIUK

P

acing the gym floor like a headteacher
and chastising anyone who has
forgotten about social distancing
is anathema to how the majority
of operators would want to treat
their members, but according to
Paul Roberts, CEO of sentiment analysts,
MyCustomerLens, this is going to be absolutely
crucial from day one of gyms opening. He
warns that unless fitness staff are empowered
to go beyond their comfort zones, to make
sure COVID-safe rules are adhered to, health
clubs risk losing members, trust and credibility.
“Our analysis shows that one of the value
drivers around current consumer behaviour is
trust,” Roberts explains. “As they go back to
their clubs, members will be expecting the gym
to have COVID-safe measures put in place and
in order to build and retain their trust it’s crucial
these rules are policed. Staff need to step in
if members aren’t acting as they should be. If
you let it ride once, then that will be it - you’ll
have lost the credibility and won’t get it back.”
Roberts stresses this hardline approach will
be paramount. Operators will need to risk
losing the membership of the rule breaker

Creating a line in the
sand that shows you’re
prepared to put safety
EHIRUHSURʛWLVLPSRUWDQW

people to be saying on social media that they’re
strict with the rules and you’ll get turned away if
you arrive without a mask,” says Roberts. “They
don’t want people to be saying they went to
the gym and people weren’t social distancing.”

Loss of trust in people

It’s undoubtedly an awkward intervention to
make. Over the past year, we’ve probably all
had the experience of seeing a COVID denier
getting argumentative when politely confronted
by a member of staff for not wearing a mask or
not standing on the correct dot while queueing.
“People who break the rules know they’re
doing it, that they don’t have an excuse and
therefore can be defensive or even aggressive,”

says Roberts. “It’s understandable that
gym floor staff are going to shy away from
making a scene, nonetheless they will have
to do this in order to reinforce the fact the
health club is a trusted and safe space.”
During lockdowns, although we may
have missed human contact, we’ve also
become fearful of being put at risk by others.
MyCustomerLens research for Sport England
showed that although people were eager to
get back to their sports clubs, citing seeing
their friends as one of the things they were
most looking forward to, one of the barriers
was about people not sticking to the rules.
©Cybertrek 2021 Issue 3 2021
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Members’ social media
feeds will amplify messages
DERXWVWDʞZKRHQIRUFH
&29,'VHFXUHVWDQGDUGV

“On the one hand people were saying they
were excited about seeing their friends, but on
the other, they were fearful that these people,
who they class as friends, wouldn’t follow the
rules,” says Roberts. “As gyms tend to be much
more transactional than sports clubs and people
are less familiar with each other, we can expect
that mistrust of others to be even more marked
in gyms when compared to sports clubs.”

people build their hopes up so high about going
back to the gym that the reality doesn’t live
up to expectations, particularly when people
realise the experience is not what it used to
be because of social distancing and reduced
capacity. Once people start paying their
memberships again expectations will rise and
some may even experience buyers’ remorse.”

Expectation versus reality

The restricted capacity will likely lead to
some frustration if members experience
trouble booking into classes. Roberts
suggests monitoring waiting lists and if
someone keeps missing out on getting
into a class to manually book them in
before they complain, or worse, leave.
“We’re constantly seeing on leavers’ surveys
that people leave because they were frustrated
about not being able to book into a class,”
he says. “When memberships are unfrozen,

Community is another theme coming up in
the MyCustomerLens analysis, with many
gym members excited about getting back into
a social environment to exercise alongside
others after so long flying solo. However,
Roberts cautions there may need to be some
expectation management and operators may
have to steel themselves for some negativity.
“For some people, it might be a kids’
Christmas experience,” says Roberts. “Where
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Avoiding frustrations
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REOPENING

*\PVWDʞPXVW
enforce COVIDVHFXUHRSHUDWLQJ
SURFHGXUHVDWDOOWLPHV

Too often, booking systems are designed by
IT people for IT people, rather than for members.
There needs to be empathy in the messaging
operators will need to make sure they are
adding value and offering convenience, otherwise
people might revert to their lockdown habits.”

Empathetic messaging

He also calls for booking systems to show
empathy in the messaging instead of being purely
functional. “All too often booking systems are
designed by IT people for IT people, rather
by members for members,” he says. “So
although they work, it can be demoralising to
receive a blunt message saying you’ve missed
out on booking into a class. There needs
to be some empathy in the messaging.”
He goes on to say there is frequently a
disconnect between how some operators think

they communicate and how members perceive
the communication. “It frequently came up
in our research for community leisure trusts
that they considered their communications to
be good because they had factually broadcast
what was happening. But members viewed
it differently when they couldn’t get hold of
anyone to get their questions answered.”
After a long winter of lockdown, the prospect
of society opening up again is exciting to most
but will be intimidating to some, especially those
who’ve been shielding, so we can expect a few
bumps in the road as we come blinking into
the daylight and get used to functioning as a
community again, under the new normal rules.
Turn the page for guidance from ReActivate
©Cybertrek 2021 Issue 3 2021
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Educate members so
they understand they
have an important
role to play

Make it clear we’re dealing with a global health
emergency and reinforce the importance of
complying, so their actions do not harm others
Having that awkward conversation
Telling members to socially distance from another
person was not something which fitness instructors
and PTs signed up for when they joined the industry.
It can be a painful conversation to have and it would
appear that many businesses outside of the sector have
shied away from empowering their staff to enforce
the COVID safety measures they put in place.
Health club operators need to find the sweet spot
between making sure everyone obeys the rules and feels
safe, while still making the gym a relaxed environment.
There is a lot of uncertainty around reopening, but
building confidence is key. Make the COVID adaptations
a positive experience, which members will share with
friends by following these guidance notes from ReActivate.
Footnote: The Sport England-funded ReActivate
programme, collated by Future Active
Workforce, has a range of training resources
available free of charge to operators
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According to ReActivate these are the
protocols operators should follow:
O Firstly, ensure the rules are clearly displayed
O Talk to customers and help them understand the new

restrictions and how they can help keep the gym safe
O Explain the new guidance and ask them to comply
O Make it clear we are dealing with a global health

emergency and they must obey the guidance
O Reinforce the importance of complying, so their

actions and behaviours do not harm others
O Remind them that the measures are here to protect our

NHS, our country and in particular the vulnerable
O If the member still refuses to follow the rules and

protocols, calmly contact a manager for support
O Remember to think about delivery when it comes to

voice tone and body language: experts advise that
55 per cent of communication comes from body
language, 38 per cent from the tone of voice and only 7
per cent from the words used, so be mindful of this

Images: https://billybolton.com

Flooring for
Sport & Leisure
Facilities
Point elastic and area elastic sports surfaces
for indoor multi-use facilities.
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weightlifting areas.
Porous and non-porous surfaces for outdoor
tennis, basketball and netball courts.
Vibration control and acoustic isolation in
gyms, cinemas and bowling alleys.
Sound-absorbing wall panels for sports halls,
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Strengthening
the future
Denbighshire Leisure is creating a range of
new and unforgettable member experiences.
MD, Jamie Groves, explains how a partnership
with Technogym and Alliance Leisure has led
to the creation of a raft of new offerings

F

ollowing Wales’ lockdown, Denbighshire
Leisure will reopen Club Nova, its
beachfront leisure location, with an
impressive new gym set up, including the
new Technogym Excite Live cardio range.
Nova, located in Prestatyn, has undergone
a major regeneration and now offers local
residents and visitors a new leisure complex with
a pool, dance studio, function suite, restaurants,
Costa coffee shop, and “Club Nova” gym.
Denbighshire Leisure has always been innovative
in its approach. As Wales headed into a long
lockdown, the team considered how they could
create a unique offer for members to come back to.

Creating a high-end refurb

Club Nova in Prestatyn has
undergone a major regeneration
with new Technogym equipment
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“We knew people would want something
different after being in lockdown for so long,”
said Jamie Groves, MD of Denbighshire Leisure,
“Club Nova has an exclusive club atmosphere
and our choice of fitness equipment had to
underpin this premium customer experience”.
“Prestatyn is a varied locality, and Club Nova is
a big space,” explains Groves. “Our membership
runs from juniors to those aged 90+. The
Excite Live range helps us give everyone a
memorable experience with so much added value,
whatever their training background or goal.”

A mix of Technogym
equipment has been installed
to suit members at all levels

Technogym understands our business and matches
us on values, innovation, and philosophy. They’re
a partner, not just an equipment supplier
Jamie Groves, MD, Denbighshire Leisure

Strong Partnerships
Denbighshire Leisure has always been innovative in
its approach, with an established relationship with
Technogym. The partnership has developed leisure sites
together for over 15 years, and when Denbighshire
Leisure appointed Alliance Leisure in 2017 to manage
the UK Leisure Framework, Technogym was named on
its procurement portal as a recommended supplier.
“Technogym understands our business and matches
us on values, innovation, and philosophy,” says Groves.
“They’re a partner, not just an equipment supplier.
At Club Nova, Technogym was involved from
the start, helping us develop our offer, create the
design, and decide on a range of products that
would service our market and increase returns.”

Cutting-edge equipment
Every stage of the customer experience is
crucial at Club Nova, from equipment and
class programming, to fitness professional
training, and the ability to upsell the offer.

“Equipment connects our customer journey, and
we have Technogym equipment in all seven of our
leisure centres,” says Groves, “For Club Nova, we
were sure the Technogym portfolio would deliver”.
With the remit of creating a premium fitness
experience, Groves and his team chose a full range
of equipment, including Excite Live, Selection
900, Skill Line, and the Mywellness app.
“Excite Live is truly cutting-edge,” he explains.
“We’ve always been early adopters, and the
product allows us to fully utilise Technogym’s
astounding functionality and software, adding
immense value to our customer experience.
“Technogym produces advanced equipment
with a reduced footprint, which helps us
make better use of space in the gym.”

Keeping customers connected
Whilst members have been unable to access the sites,
Groves and his team have made use of Mywellness
digital platform to keep people engaged and active.
©Cybertrek 2021 Issue 3 2021
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Denbighshire Leisure now uses Mywellness
as a single point of contact for member events,
news, training plans, online workouts, and extra
content. Mywellness is integrated with front-ofhouse to track member trends and helps manage
touchpoints to see where interventions are needed.
Denbighshire Leisure has continued to
invest in facilities and digital solutions during
the Pandemic as they believe in their offering
and want to grow in the future, seeing digital
being woven into the long-term strategy.
“Mywellness has definitely helped with retention
during lockdown,” says Groves. “We’re ahead
of the curve, retaining 75 per cent of members.
It’s been beneficial to have a hybrid offer and
members will have more confidence in the digital
side of things when they come back to the gym.”

Immersive virtual group cycle
The theme of raising the bar continues at
two of Denbighshire’s other sites, Rhyl and
X20 St Asaph, where the new Technogym
Group Cycle format has been installed.
“This area is a cycling centre of excellence, so
it made sense to focus on this,” explains Groves.
“Plenty of places offer indoor cycling but we
wanted to do more: Technogym Group Cycle
is a fully-connected experience with a virtual
option to maximise the cycling experience.”
Denbighshire Leisure has also created two
dedicated group cycle spaces at Rhyl and X20
68
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Club Nova has retained 75
per cent of members during
lockdown with Mywellness

Technogym’s support is invaluable in
helping us shape a quality experience
with a strong sense of connection
and added value for every member
St Asaph Leisure Centres, with an immersive
experience created by lighting, sound and AV
as part of the group cycle experience.
“Adding the two new group cycle studios offers a
boutique membership which has helped us increase
our class programme during lockdown,” says Groves.
“Group cycle is a fantastic option for groups, cycling
clubs, or families, as it allows us to provide virtual
classes and exclusive sessions without an instructor.”

Strengthening the future
Groves is confident about the future, saying:
“Our customers will come back to a quality
offer and we decided to invest in equipment,
environment, staff training and the entire
customer experience, because we believe there
will be a big uptake in fitness after lockdown.
“Technogym is invaluable in helping us shape a quality
experience, with a strong sense of connection and
added value. When customers come back, they’ll
want to enjoy fitness. We’re confident we have
what’s needed to offer that to every member.”
More: www.technogym.com

Digital
d ne right.
Your class experience to be
enjoyed by everyone, at the
same time.
In the gym, at home or
outside, with MZ-Remote
we're stronger together.
myzone.org/mz-remote
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How will digital, gyms and live
fitness mesh to create a new
customer offering in health clubs?
Phillip Mills, executive director of
Les Mills, shares his views

POWERING BACK
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communities have really shone through and we
think this will be a key component in the wider
industry’s recovery. Having been locked up and
isolated for so long, people can’t wait to get
back to the thrill of a buzzing live class and we’ve
got members in [socially distanced] queues at
the studio door early to secure their space.
People are desperate to get back to working out
in groups and the past few months have been
the best new sales period we’ve ever had.”

Gyms on the rise

Many have predicted that this rise of athome digital fitness will cannibalise health club
memberships, but the numbers don’t bear this out.
Before COVID-19, around 85 per cent of
gym members were already doing workouts
at home (Qualtrix, 2019), illustrating the
importance of delivering all types of fitness
experiences if a club is to inspire loyalty.

PHOTO: DAN ROOT PHOTOGRAPHY

A

mid media scare stories that the
COVID-inspired home fitness
boom would spell the end of fitness
facilities, it’s encouraging that the vast
majority of members want to get
back to live workouts in their gym.
An October 2020 IHRSA
report found that 95 per cent of
members miss at least one aspect of their club
and more than half are dissatisfied with their
lockdown fitness routines, while operators
in China, Japan, and the UAE reported rapid
recoveries when they came out of lockdown.
“Since reopening our sites in June and July,
we’ve seen a massive rush from members eager
to get back into the club and we’re pretty much
back to pre-COVID attendance levels,” says Ant
Martland, co-founder and marketing director
of fast-growing UAE chain, GymNation.
“Group fitness and the power of our club

An October 2020 IHRSA
report found 95% of members
miss at least one aspect of
their club and more than half
are dissatisﬁed with their
lockdown ﬁtness routines

The social and motivational
EHQHʛWVZLOOHQFRXUDJH
SHRSOHWRUHWXUQVD\V0LOOV
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Instructors hold the
hearts of members
more than anyone
else in the club and
this is needed now
more than ever
Carrie Kepple, chair of IHRSA

Meanwhile, a November 2020 survey of 9,000
Les Mills On Demand (LMOD) users found 63
per cent of non-gym members are interested
in trying live Les Mills classes in a club.

Clubs drive motivation

Gym members are on average 14 times more
active than non-members. This is partly
due to practicality – most people don’t
have the space, money or equipment for a
replicable home workout – but the most
compelling reason is that clubs don’t just
serve up fitness, they provide motivation.
Motivation remains essential for regular
exercise adherence, and two of the most
powerful motivators are the accountability
and sense of connection we get from working
out with others. It’s why our people remain

PHOTO: DAN ROOT PHOTOGRAPHY

As the digital fitness revolution has gathered
pace in recent years, gym memberships and
penetration rates have still continued to increase.
Europe – a market that’s been an early adopter
of digital fitness – witnessed club member
growth of 66 per cent from 2009-2019.
Indeed, with an estimated 375,000 fitness
apps in existence, and 77,000 launching
in 2020 alone (Source: App Annie), the
evidence suggests digital fitness is bringing
more people into the world of workouts.
Gym operators also tackled the challenge of
COVID-19 with impressive agility, implementing
digital workout solutions in a matter of weeks.
With ClubIntel reporting that 72 per cent
of global operators now offer on-demand and
livestream workouts for members (up from just
25 per cent in 2019), clubs have clearly made
substantial progress in a short space of time.
In many ways, the pandemic hastened changes
that we, as operators, needed to make anyway.
By taking the club experience into people’s
homes, operators have the chance to reach
huge swathes of the population who wouldn’t
typically visit a club and help them start their
fitness journey. Standalone digital solutions
such as livestream and on-demand can be a
great way for clubs to win new fans online,
build brand affinity, and eventually convert
them to becoming full members of the club.
According to 2020 research from Alliance
Leisure, 96 per cent of consumers who tried
a workout from a club during lockdown said
they would use that facility when it reopened.

+LJKTXDOLW\GLJLWDORʞHULQJV
ZLOOUHDSUHZDUGVORQJWHUP

Clubs must provide worldFODVVʛWQHVVRʞHULQJVWR
FRPSHWHZLWKRQOLQHFRQWHQW

our clubs’ biggest assets, and why social fitness
experiences hold the key to a rapid recovery.
The aim is to get back to full memberships –
and beyond – as quickly as possible, but there’s
no going back in terms of how we operate.
Digital is now a key pillar of success and it’s the
combination of this with live workouts that will
give clubs the edge over digital-only offerings.
The emergence of high-powered digital fitness
offerings from the likes of Apple and Google
certainly won’t make life any easier for operators,
but with every challenge to the club model
comes fresh opportunity. Clubs may not have
the financial might or brand power of major
tech firms, but they have assets that Big Tech
can’t yet match: highly-engaged communities
centered around authentic, human connection.
On the digital side, the crucial part for
clubs is serving up high-quality on-demand
fitness content and livestream classes that are
motivating, fun, and results-driven. YouTube is
chock-full of free, average fitness content, so
our clubs’ offerings need to be world-class to
keep the audience coming back and paying.

Being fit = better vaccine outcomes
Maintaining a steady flow of stories
on the safety of gyms will be key to
addressing concerns and influencing
policy around COVID-19 restrictions,
but we should also highlight our
impact on the vaccination effort.
Several studies have suggested that
exercise can help boost the efficacy of
vaccinations. A University of Birmingham
(UK) study showed people who exercised
their arms for a few hours before a flu jab
developed a stronger immune response,
while a study from Germany’s Saarland
University found that elite athletes showed
a more pronounced immune response
to flu jabs, suggesting the fitter you are,
the more effective your vaccine will be.

©Cybertrek 2021 Issue 3 2021
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Good communication will be
key to encouraging members
back to live workouts

Clubs which can provide high-class digital
solutions to members will also reap rewards
in terms of retention. The November 2020
LMOD survey found that 92 per cent of
members who subscribe to the platform via
their club feel extremely positive (70 per cent)
or moderately positive (22 per cent) about
their facility for providing this solution.

Funnelling back to live

Emphasising the essential role of clubs in the
post-COVID recovery will be key to bringing
members back, while harnessing digital solutions
to engage members and boomerang them back
to live workouts is the blueprint for recovery.
Every club has a hardcore following,
but not everyone will be back right away,
so it’s important to be proactive across
communication channels, emphasising how
good it feels for people to be back in the gym.
In markets that were quick to recover, such
as China, operators such as Pure Fitness set out
rebound plans designed to reactivate members,
bring back those who cancelled and attract new
faces. Campaigns incentivised members to bring
their spouse or family members to the gym,
while early bird discounts for people to join
within the first four to six weeks have also been
common. Obviously, appropriate offers need to
vary by local market conditions and capacity.
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One of the brighter spots of the past year has been the
renewed sense of importance that governments – and
society in general – have attached to health and fitness.
We may compete with each other in business,
but when it comes to COVID-19, we all need
to work together as one industry team to
ensure people feel safe when exercising.
Strong lobbying efforts from industry bodies and
HCM magazine – working closely with clubs and
instructors – have resulted in policy wins for the sector
and a raft of positive headlines. Several countries in
Europe have exempted gyms and leisure facilities
from lockdown measures in recognition of their role
in keeping people fighting fit, as well as the very low
COVID-19 transmission rate in fitness settings.
Data from ukactive, published in February,
showed that for every 100,000 visits to UK gyms
and leisure centres during 2020, only 1.7 people
tested positive for COVID-19, while there is no
evidence that transmission took place in gyms, or that
people had the virus while they were in the gym.

The strides operators have made to
enhance digital offerings will help futureproof our clubs, but another powerful way to
get clubs back to capacity will be to refocus
on delivering live classes – both indoors
and outdoors – as soon as permitted.
While so much has changed, some things
remain the same. It’s our people who inspired
members to join and it’s our people who
will be key to bringing them back. As well as
the operational impact your team can make,
consider the emotional contribution they can
make in helping members feel safe again.
“Instructors hold the hearts of members
more than anyone else in the club and
this is needed now more than ever,” says
Carrie Kepple, chair of IHRSA and MD
of Styles Studios Fitness in Illinois.
“These instructors are often the types who
will jump right back in and do whatever it takes
to get members feeling good again. They’re
likely to have lots of existing relationships
with members and it’s also important to
ensure they make a real effort to connect and
engage with members they don’t know.” O
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MANAGEMENT

Mental
Wealth

Katie Lewis and Lindsey Simpson co-founded Workplace Mental Wealth
to drive workforce change in the health and fitness industry. Liz Terry talks
to Lewis about their first research study – the Fitness and Active Leisure
Workforce State of Mind Survey – and the launch of The Good Work Pledge

SHUTTERSTOCK/ OLENA YAKOBCHUK

What are the positives and negatives
established by your study?
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The global pandemic has disrupted lives on a scale
unknown to most of us until now, so it is probably
not a surprise that when we asked whether people
had experienced a mental health issue in the last 12
months, 53 per cent answered ‘yes’. However, it’s
also worth noting that, overall, 69 per cent said they
have experienced a mental health issue at some
point. This suggests that the prevalence of mental ill
health is not just a pandemic issue for the sector.
Of course this is a wider issue, not just one for
our sector. According to the NHS England Mental
Health Taskforce 2016, the UK economy loses
approximately £105 billion each year to mental
health related issues. If our sector is to thrive, we
need to look after the wellbeing of our workforce.
Issue 3 2021 ©Cybertrek 2021

This means creating a culture that places as much
importance on mental health as physical health.
We all have mental health and it can change over time
just like physical health. Our research suggests that, as a
sector, we need to work harder to de-stigmatise mental
health, making it as easy and as accepted to talk about
as physical health. The impact of stigma can be seen in
the 42 per cent of those questioned who stated that
they would not be honest with their employer if they
needed time off work due to a mental health issue.
When questioned further as to the reasons behind
this, 29 per cent said because they would worry that to
do so might negatively impact their career, 18 per cent
said they would worry about being negatively thought
of by others and 24 per cent said they would find it
difficult to talk about a personal mental health issue.
It’s encouraging to learn that of those questioned

Lewis and Simpson hope to
reduce the stigma attached to
discussing mental health issues
and make it easier to access help

The Good Work Pledge enables health
and active leisure employers to show
their commitment to supporting
employee mental health
who report to a manager, 78 per cent felt that
their manager cared about their mental wellbeing.
79 per cent of respondents also felt that if a
colleague approached them about a mental
health issue, they felt equipped to support them
and to signpost them effectively to help.
,VWKHLQGXVWU\bZRUNIRUFHLQJRRGVKDSH"

In terms of current health, collectively, our respondents
rated their physical health as 73/100, their social
health as 65/100 and their mental health as 63/100.
Behind that data are over 1,000 individual stories,
but our analysis showed that those over 45, men
and senior leaders reported the highest combined
health scores. This was the first survey of its
kind which has set a benchmark, so we don’t yet
have historical data to draw comparisons against.
That will come as we repeat our research.
What our survey does tell us is that there has
been no universal experience of the pandemic.
The range is vast, from people who have experienced
severe distress over the last 12 months and continue
to do so, to others that have thrived during the
pandemic. Lack of awareness and understanding

Katie Lewis and Lindsey Simpson

can be an issue at both an organisational and
personal level and there is the added layer of
stigma associated with mental health problems.
Stigma means many workers don’t feel able or
safe to talk to their employers when they are in
distress. This is problematic, because it hinders
open and honest conversations that identify risks
and mitigations, issues, opportunities and actions. If
these conversations happen when they need to, it
usually means better outcomes for everyone.
7HOOXVDERXWWKH*RRG:RUN3OHGJH

It is our hope that the survey has shone a light
on workforce mental health and offered valuable
insights that will help employers and individuals
understand the current state of play and to take
action that will address some of the issues identified.
We’re all in this together. Every person
and every employer has a role to play.
As part of the Workforce State of Mind Survey
2021, we make four broad recommendations
focused around improving awareness through
education, reducing stigma, sector leadership
and supporting a return to work.
©Cybertrek 2021 Issue 3 2021
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Workforce State of Mind Survey findings

53%

69%

have experienced a
mental issue in the
last 12 months

have experienced a
mental health issue
at some point

19%

79%

said someone
regularly checks
in on their mental
health at work

feel equipped to help
a colleague with
mental health issues

Employers have a huge role to play. Whilst not all
mental health issues result from work or the place
of work, the fact that we all spend so much of our
time working means that the culture and environment
created by employers can have a huge influence on
our ability to cope with everyday stress and anxiety.
Employers have a duty of care to their employees.
We feel it’s important we all pull together under a
single ambition to shine a light on issues surrounding
mental health and make a commitment to action that
will drive positive change. The action that is appropriate
for each organisation will be different – there’s no one
size fits all fix, but every organisation has a part to
play and simple actions can make a big difference.

Workforce scores out of 100

58%

of women have
experienced a mental
health issue in the last
12 months compared
to 43% of men

56%

of those working
independently felt
it is better for their
mental health

78%

believe their line
manager cares about
their mental health

40%

of employers said
they have a wellbeing
strategy they
communicate to
all employees

The Good Work Pledge is a way to unite the
sector to drive progress. It enables employers
to show their commitment to employee mental
health and work towards meeting the Thriving
at Work Six Mental Health Core Standards – the
JRYHUQPHQWEDFNHGIUDPHZRUNIRUHPSOR\HUVb
We called it The Good Work Pledge because
characteristics of ‘good work’ can help prevent new
mental health problems developing and support those
with mental health conditions to do well at work. CIMSPA
is backing The Pledge and we encourage all employers
serving the fitness and active leisure sector to get
involved. There is more information about the pledge
on our website workplacementalwealth.com/pledge.
By far, the single biggest impact on
respondent’s wellbeing was if they felt their
work had purpose and if they felt valued.
:K\GLG\RXbXQGHUWDNHWKLVVWXG\"
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Quite simply, because it needed doing. We are
passionate about driving forward the mental health
agenda for our sector and because we had the skills
to do it. Our focus is on working with employers
and industry bodies, providing the tools and insights
needed, to enable them to deliver effective employee
wellbeing strategies that take a whole-person approach,
placing mental health on a par with physical health.
A great deal of what the sector can do to
create mentally healthy workplaces is well within
its gift because it’s about providing good work,
not clinical mental health interventions.

SHUTTERSTOCK/MONKEY BUSINESS

37%

Organisational
approaches

65%

have a leader at the
top table who is explicitly
UHVSRQVLEOHIRUHPSOR\HH
PHQWDOKHDOWK

collect data on
DEVHQFHVGXHWRPHQWDO
health conditions

47%

22%

TXDQWLI\KRZPXFK
absences due to
PHQWDOLOOKHDOWKFRVWV
their organisation

have a budget specifically
DOORFDWHGIRUPHQWDO
health activities

29%

KDYHWHDPZHOOEHLQJ
LQWKHLUPDQDJHUVȷ
yearly objectives

Respondents said that a feeling their
work had purpose and they were valued
had the biggest impact on their wellbeing

CIMSPA welcomes the ﬁndings of this insightful
report, which is the ﬁrst signiﬁcant move to shed
light on the mental health of professionals working
in ﬁtness and active leisure. Tara Dillon, CEO, CIMSPA
Tell us about your partnership

We’ve known each other professionally for more than
20 years, although we had never worked together before.
While most will know me for my industry communications
specialism, Lindsey is well known both inside and outside
of the leisure sector for her cultural change work.
Over the summer of 2020, whilst in the grip of a
pandemic, we both became Mental Health First Aiders
and established a mutual interest in looking at and
better understanding the mental health of the sector’s
workforce. It was at this time we discovered there had
been no sector-wide exploration of the sector’s state
of mind. We decided our skill sets would marry well
and would enable us to plug this much needed gap.
We consulted with Tara Dillion, CEO at CIMSPA very
early on and were really pleased when CIMSPA agreed
to back the survey and The Good Work Pledge.

'RRSHUDWRUVLQWKHDFWLYLW\bPDUNHW
value their staff highly enough?

Every organisation is different so that’s an
impossible question to answer, certainly without
much more exploration. What we do know is,
there has been incredible support for our work,
suggesting there’s a collective ambition to better
understand the state of mind of the workforce and
work together to drive systemic change that will
positively impact at every level of the sector.
Our aim is to conduct this survey annually to keep
workforce mental health in the spotlight, to chart positive
progress and share insights. The Good Work Pledge and
other projects we have planned will also help support the
sector to meet the challenges ahead for the benefit of our
people, our organisations and the customers we serve.
More: www.workplacementalwealth.com/pledge O
©Cybertrek 2021 Issue 3 2021
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Get
Tracking
A new tracking tool, called Moving Communities, will assess
the impact of the UK’s £100m National Leisure Recovery
Fund, as well as evaluating the contribution public sector
facilities make to their local communities, as HCM reports

T

he Moving Communities monitoring
and evaluation tool has been
launched by Sport England, to enable
decision-makers to understand the
impact of the government’s £100m
National Leisure Recovery Fund
in helping public sector sports,
fitness and recreation facilities
recover from the COVID-19 crisis.
Moving Communities will also create an evidence
base for local and national decision-making.

Who’s running Moving Communities?

A group of partners – including Leisure-net
Solutions, the Sport Industry Research Group
at Sheffield Hallam University, 4global, Max
Associates and Quest – have repurposed the
National Benchmarking Survey (NBS), which
provides critical data on the performance
of leisure facilities, to measure the impact
of the National Leisure Recovery Fund.
Known as Moving Communities, the
new monitoring and evaluation tool will
analyse participation at public leisure
facilities and provide insight into the sector’s
performance, sustainability and social value.
The data will help local authorities, leisure
providers and policymakers support the recovery
of public gyms and leisure centres and will be used
to inform future investment and policy decisions,
with the aim of strengthening communities and
improving the nation’s health and wellbeing.
80
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Moving Communities will help
the sector to demonstrate
how it contributes to
local communities

Who’ll take part?

All local authorities benefiting from the funding will
be required to take part in the monitoring, which
will benchmark income, expenditure, participation,
social value and the customer experience. A
small number will also go through Quest Prime.
Customer experience will also be measured
through a national online survey, which will be the
largest experience survey of its kind undertaken
in the sector, with more than 1,000 leisure
facilities taking part, engaging with a potential
sample of 50,000 – 100,000 consumers.
In addition to providing data about the
people using publicly-owned sport, fitness
and recreation facilities, how they’re using
them and how often, Moving Communities
will evidence the social value of the sector.

NDAB CREATIVITY/SHUTTERSTOCK

:LOOWKHʛQGLQJVEHVKDUHG"
Participating local authorities will have access
to Moving Communities dashboards, which
can be used to inform and evidence local
decisions, while a quarterly overview will be
published to provide insights for providers.
“Moving Communities will demonstrate
the value and impact of the sector as it
emerges from the pandemic, at the time when
it’s needed most,” says Dave Monkhouse,
director of customer insight firm, leisure-net,
which is leading the delivery of the
service on behalf of Sport England.
“The data will show who’s performing
well, how and why. This will be shared
with other local authorities, to help
the sector recover from the crisis.”

The new monitoring and
evaluation tool will analyse
participation at public
leisure facilities and provide
insight into the sector’s
performance, sustainability
and social value
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Q A Mike Hill
HCM drills into the detail of Sport
England’s Moving Communities
initiative with leisure-net’s Mike Hill
What does this mean for the sector?
Moving Communities is a once in a lifetime
opportunity for the industry to gather data, insight
and intelligence on a sector-wide scale, helping
to inform key decisions that will shape the way
we operate in the challenging years to come.
This opportunity has come about off the back
of evaluation and monitoring for the National
Leisure Recovery Fund, but can develop into
something important and valuable for the sector.
For the first time this will give us a clear picture,
across most local authorities in England, of how
leisure centres are performing in terms of finance,
participation, the customer experience and the
social value they bring to their communities.
Operators will be able to compare their performance
against national averages and wider data sets. It’s going
to be a step change in terms of the breadth and depth of
understanding we have about the active leisure sector.

Sport England’s and individual local authorities’.
It’s not only about how fast customers return and
in what numbers, but also who comes back. The last
12 months have exaggerated many existing inequalities
in the country and we need to ensure that hard to
reach groups – who were often relatively inactive
prior to COVID-19 – are not left behind even more,
increasing the activity and health gap even further.

Will you compare the types of offering against
the results and if so, how will this work?

Will the results impact funding going forward?
The insight that Moving Communities will give
us will be a valuable part of “making the case”
for future local leisure provision, not only from
a national government point of view, but also
KARELNOPPE/SHUTTERSTOCK

Participation will be monitored across all age groups
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The Moving Communities initiative will help to
provide insight into the sector’s recovery from
COVID-19. For example, it will investigate whether
certain demographics are coming back to their
local centres more than others and establish what
best practice looks like and how we can share it.
We know from previous research, carried out
by Leisure-net, that people in older age groups and
women are generally more concerned about returning,
and have more of a focus on cleanliness and other
safety protocols, so it’s essential that operators and
local authorities find out very quickly, whether their
re-opening systems and processes are up to standard
and giving returning customers the confidence they need.
As part of this, certain sites will also be undertaking
Quest Prime – the new version of Quest – which is
offering operators a tool to measure their readiness
and standards against national performance levels.
It’s also important to share best practice, so all the
findings will be made available nationally on a quarterly
basis, through a series of reports and webinars.

MERLA/SHUTTERSTOCK

The monitoring will create
an evidence base to help
demonstrate the value
of the leisure sector

Will the data be anonymised, or will it be possible
to see the performance of individual facilities?
Local authorities and their operators will be able
to see their data and KPIs for their own sites, and
compare them against national benchmarks using
a series of filters. All data will be anonymised and
amalgamated centrally in order to produce these
valuable benchmarks and the overall national picture.

How has your research been designed to ensure
operators can effect change based on the results?
The Moving Communities Customer Experience
Survey will be the largest of its kind ever carried out
in the sector. Each local authority and operator will
be able to see their results on a site by site basis
and compare them with the rest of the sector.
The survey has key questions in it, such as Net
Promoter Score, the new Customer Confidence
Indicator and Overall Satisfaction, as well as new sets
of questions looking at the value that customers feel
their local centres deliver in terms of their activity
levels and wellbeing, and their future plans for activity.

With the change of activity patterns over the last 12
months, insight into customers’ attitudes and perceptions
will be more critical than ever to service providers.

What role will the partners play?
Leisure-net is the lead partner in the consortium,
we’ll manage the overall programme, including
communications and education/feedback to the sector.
4global is leading on the data collection and
reporting elements and building the new Moving
Communities platform, while Sheffield Hallam
University’s Sports Industry Research Centre is
bringing academic rigour to the process and will
also be producing the quarterly sector reports.
Management consultancy, Max Associates, is
focusing on keeping the initiative aligned with what’s
happening on the ground with local authorities and
public sector provision. Finally, Right Directions is
leading on Quest Prime, the operational/quality check
within the process – a key element of the study. O
More: www.movingcommunities.org
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FINANCE

TAXING
MATTERS
New tax laws will hit the UK fitness
sector in early April, changing
the way freelance PTs are legally
classified for income tax and national
insurance, as Abi Harris reports

I

R35 - four simple characters with a big
impact for operators in the health and fitness
industry. As the Chancellor left all mention
of this impending tax change out of his March
budget, this means private sector IR35 tax
reforms officially hit our sector in April.

What is IR35?

IR35 is new tax legislation that means private
sector employers will be responsible for assessing
whether or not contractors need to pay income
tax and national insurance contributions.
It will also compel operators to seek out
‘disguised employees’, or contractors with a
permanent position at a company, who don’t
pay the same income tax or national insurance
contributions (NIC) as standard employees.
The purpose of IR35 is to collect the
same amount of tax and National Insurance
Contributions as would have been paid if
an individual was employed directly.
It’s widely believed that IR35 changes could be
disastrous for the self-employed, who are likely
to be hit with additional costs, while companies
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– already grappling with the ongoing fallout
from COVID-19 – will need to assess the likely
impact of the new legislation on their businesses
and move to accommodate the change.

What it means for our sector

IR35 will apply where personal trainers or
instructors provide services to an organisation
through an intermediary company, such as Joe
Bloggs PT Services Ltd, or are supplied via an
employment agency/business. The question
to ask is ”if it wasn’t for that company in the
middle, would the individual be regarded as an
employee/worker for tax and NIC purposes?”
Health club and leisure centre operators
engaging ‘off-payroll’ PTs and instructors via an
intermediary will be responsible for determining
their employment status and paying Income
Tax and NICs for those deemed employees.
Aaron McCulloch is MD of Your Personal
Training (YPT), which supports PTs and gym
operators to deliver personal training services.
He says: “Many PTs work in clubs as ‘offpayroll’ gym or class instructors via their own

PHOTO: SHUTTERSTOCK/JACOB LUND

New tax laws will impact
the way operators transact
ZLWKʛWQHVVSURIHVVLRQDOV

7KHʛQDQFLDOLPSDFWFDQEHVLJQLʛFDQWDPRXQWLQJ
WRWKRXVDQGVRISRXQGVLQDGGLWLRQDOLQFRPHWD[
DQG1,&VIRUHYHU\FRQWUDFWRU+05&ZRXOGGHHP
WREHDQHPSOR\HH – Padma Tadi, Irwin Mitchell
limited company in lieu of paying floor rent
to operate their business; it’s been standard
practice in our sector for many years.
“They’re often required to carry out
inductions, group exercise classes or even
cleaning, and would typically have to ask
for time off and work their PT business
around a shift rota set by the club.
“If a PT or instructor is obliged to deliver a set
number of regular working hours and are told
when, where and how they must do this, it’s
likely HMRC would deem them an employee.”
Law firm, Irwin Mitchell, has been supporting
companies dealing with IR35 across a number

of sectors and senior associate, Padma Tadi,
says: “The financial impact can be significant;
amounting to thousands of pounds in additional
income tax and NICs for every contractor
HMRC would deem to be an employee.
“Operators will be responsible for
deducting and passing on these charges,
as well managing the increased costs and
responsibilities attached to employment rights
to which the individual may be entitled.
“The legislation applies to all invoices
and payments made after 6 April 2021,”
she says, “even if the work is carried out
before that date and when passed on to
©Cybertrek 2021 Issue 3 2021
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PTs or instructors, this could reduce their
net income by up to 25 per cent.”
The good news is these changes only
apply to freelancers providing services via
an intermediary company and they won’t
apply to small organisations which don’t
meet at least two of the following criteria:
ˬ $QQXDOWXUQRYHURIPRUHWKDQePLOOLRQ
ˬ %DODQFHVKHHWWRWDORIPRUHWKDQePLOOLRQ
ˬ 0RUHWKDQ )7HTXLYDOHQW HPSOR\HHV
+RZHYHU7DGLDGYLVHVȺ%HZDUHZKHQORRNLQJ
at size. If you’re part of a corporate group, the
overall group turnover must be considered,
or you may still fall within the scope.”
Ⱥ3UHSDUDWLRQLVNH\EHFDXVHDVVHVVLQJHDFK
team member and introducing and actioning
appropriate policies and procedures can be
H[WUHPHO\WLPHFRQVXPLQJȻZDUQV0F&XOORFKO

Each team
member
could need to
be assessed

8 steps to compliance – Aaron McCulloch, Your Personal Training
1.

Establish whether you fall within the
definition of ‘small’. If so, you won’t ever need
to make changes, provided you remain small.
Identify freelancers who operate via
an intermediary and provide a status
determination for each. Consider how often
they work for you, whether they provide their
own kit and if they work for other gyms.
Decide who in the team will be responsible
for determining the status of freelancers.
If they need training to understand how
to make a proper assessment, HMRC has
an online tool (known as CEST) to assist,
but it has been subject to criticism for
giving some inaccurate outcomes, so we
advise also seeking professional advice.
Freelance PTs and instructors may
challenge the status you allocate. Decide how

2.

3.

4.
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you’ll deal with those appeals and how you’ll
comply with the time limits (you have 45 days
to respond to any appeal with your findings).
Will tax and NICs which are due be an
additional cost for you, or can you renegotiate
so this is factored into the PTs’ rates?
Review how the payment processes will
work. The PTs’ invoices will need to be split
between fee and VAT, with PAYE and NIC
calculated on the fee and with a net payment
made to the PTs and PAYE/NIC to HMRC.
Establish whether you need to set up a
separate PAYE scheme to handle payments
– they must be processed under the realtime information (RTI) arrangements.
Advise instructors you’re reviewing your
processes. You may want to ask them to become
employees if they are critical to your operation.

5.

6.

7.

8.

PHOTO: SHUTTERSTOCK/JACOB LUND

If a PT or instructor is obliged to deliver a set number
of regular working hours and are told when, where and
how they must do this, it’s likely HMRC would deem
them an employee – Aaron McCulloch, Your Personal Training
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bounce back in 2021
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Promote your PTs and empower members to book and pay in just 4 clicks
Support your members and PTs beyond the gym
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the UK market leading supplier
OF lockers and cubicles
Providers of the highest quality glass and
solid grade laminate cubicles and lockers
plus a variety of complementary products.
Contact us now at
sales@prospec.co.uk
or give us a call on
01709 377 147
View our website
www.prospec.co.uk
as we continue to assist our clients
during these unprecedented times.
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Changing rooms
have been largely closed
during the pandemic, but
as clubs open up, how
will ongoing pandemic
restrictions impact
changing room design?
We ask the experts
for their observations
DQGUHʜHFWLRQV

It’s important for all
facilities to have a layout
WKDWȷVʜH[LEOHVD\V6DIH
Space’s Gregg Rumble

Personal Space
Gregg Rumble
Safe Space Lockers

T

he challenge for any gym is how
best to maximise space, and so
the trade-off with increasing
the size of changing facilities
might be reducing the available
space for F&B, which may then
impact secondary spend or even reduce
space on the gym floor, so maximising the
existing changing space will be important.
Ultimately, changing room trends will
be led by the whole gym experience;
we’ll see a smarter use of space and
more consideration given to layout that
encourages social distancing and a shift away
from tightly packed changing facilities, to
ensure members feel safe and comfortable.
We’ve seen some operators adapt
their space to restrict access to certain
lockers, vanity units, benches, toilet
cubicles, etc, to help manage social
distancing, however this is more difficult
to implement in smaller changing rooms.

We’ll see a
smarter use of
space and more
consideration
given to layouts
that encourage
social distancing

Cubicles enforce social distancing, however
they’re confined spaces with more surface
area, so require thorough cleaning.
Ideally each cubicle would be sanitised
after use and before another member
occupies it, however this can be
difficult for staff to manage and puts
more responsibility on members.
We’re seeing more use of tech –
using contactless via a mobile app to
secure lockers is one example, and a
way of reducing contact with surfaces.
We’re yet to experience a significant
shift in how operators are designing
their changing rooms. I think a key
reason for this is the unknown in terms
of how the pandemic will progress.
It’s important for any new facility to
have a gym design and layout that’s flexible
and can be adapted – we’ve seen this
with existing spaces – gyms are putting in
temporary measures to help manage social
distancing and keep members safe, while still
providing a quality of service and experience
that encourages them to return. New
changing facilities should be no different.
©Cybertrek 2021 Issue 3 2021
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Spencer Grimwood
Crown Sports Lockers

O

ur belief is that once the
vaccination rollout is completed
by summer, operators will
return to ‘business as usual’
regarding changing room
provision. To the best of our
knowledge, our key clients in the health
club sector are not planning longer-term
redesigns of their changing room layouts.
We introduced one or two adjustments
to our changing room designs to aid social
distancing when the first lockdown was
announced, such as reducing the number
of hairdryer points at a vanity station
and increasing the distance between the
freestanding benches and lockers to improve
people flow and minimise pinch points.
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Operators will return to
‘business as usual’ once the
vaccine rollout is completed,
predicts Spencer Grimwood

Operators
will want to
welcome guests
and members
in numbers that
will help redress
their bottom
lines as quickly
as possible

Given the strictures and business
impact of lockdown, operators will
want to welcome guests and members
in numbers that will help redress their
bottom lines as quickly as possible, in
accordance with government guidelines.
As lockdown lifts, these factors may
prevail over current social distancing
measures, especially if vaccine passports
are introduced and users gain greater
confidence about proximity to others.
Looking ahead I think locking systems will
be one of the main focus points. Rather like
attitudes to coinage, are customers going to
want to touch a key that has been handled
by lots of others to secure their locker?
Several of our clients are looking to change
to RFID locks, which can be operated by the
customer’s membership card, wrist band
or mobile device. These types of locks are
also easier to keep clean for the operator.

DESIGNED, MADE
AND FITTED WITH
YOU IN MIND.
 اOver 30 years of experience
 اUK manufacture
 اIn-house design
 اHigh quality product
 اFree site visit and consultation

Crown Sports Lockers (UK) Ltd
m 01803 555885

EDQA

k sales@crownsportslockers.co.uk

www.crownsportslockers.co.uk

Bounceback faster
with Hussle’s Membership Conversion Service…
Do you want access to…
Big-brand commercial partnerships, such as Premier Inn and Vodafone?
Corporate memberships with big-name organisations such as Facebook and the NHS?
Hussle brings gyms additional revenue by engaging with people who don’t currently buy
traditional gym memberships, such as: 'try-before-you-buy’ customers, occasional users
and customers requiring multi-venue workout options that no single operator can provide

In the last 18 months, Hussle has:
Brought 66,000 disengaged ex-members back
Encouraged 14,000 brand new customers into gyms
Secured gym partner locations in 96 per cent of UK postcodes
Turned more than 30,000 try-before-you-buy customers into direct club members

On average, 26% of customers
go on to become members
of gyms they visit via Hussle

www.hussle.com/list-my-gym
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The Charing Cross Sports Club
has grown its membership
numbers with Hussle

Come out of lockdown fighting fit
Hussle’s new Membership Conversion Service proactively turns Hussle customers
into direct club members, encouraging them to join clubs they attend regularly

T
PHOTO: CHARING CROSS SPORTS CLUB

he biggest challenge facing UK
operators is getting members
back after lockdown.
While some predict a
reopening surge, others
are more cautious,
questioning whether new at-home
habits will keep people away.
Operators will be working with
tighter budgets and so marketing
spend – often the first to be cut – is
likely to be hit especially hard.

Hussle offers us a free
digital marketing channel
with powerful UK-wide
reach. Working alongside
them opens up new member
options, all at no extra cost
Tom Canning, GM,
Charing Cross Sports Club

With this in mind, have you
considered all the available options?
Now more than ever is the time
to give something new a try.
Partnership working
Tom Canning, GM at Charing Cross
Sports Club, says: “We’re a small
independent club surrounded by
heavy hitters with big budgets. While
we compete on price and facilities,
we couldn’t get near them in terms
of marketing exposure without
our partnership with Hussle.
“Hussle offers us a free digital
marketing channel with powerful
UK-wide reach, opening up new
member options at no extra cost.
“We’ve worked with Hussle
for 10 years now. The partnership
gives us invaluable exposure
we can’t get anywhere else and
gets us in front of customers we
wouldn’t otherwise be seen by.
“I can clearly identify the value
our partnership brings. In fact,
since the relationship started, it’s
done nothing but get better – pre
COVID-19 we were getting £1,200
a month via Hussle,” he explains.
Hussle targets customers that
don’t engage with traditional gym
memberships and so offers up

members operators would never
normally attract – either direct,
through partnerships with the likes of
Vodafone, or via employers offering
fitness-as-a-benefit to staff, such as
Facebook and the NHS. It’s ideal for
occasional gym goers, ‘try-beforethey-buy’ customers and those
wanting multi-venue workouts.
New for 2021
The new Membership Conversion
Service (MCS) turns Hussle
customers who regularly use one
facility into direct club members,
to boost member sales.
“For me the joy of Hussle is that
consumers can use clubs wherever
they find themselves. But it’s
reassuring to know if someone uses
us frequently, Hussle will promote
joining us direct,” says Canning.
“I believe this element of our
partnership will come into its own
after lockdown. The pandemic has
changed the way we live and work.
People won’t be in offices five days
a week, they’ll divide their time
between work and home. Hussle is a
wonderful platform for that; it would
be a benefit for any independent club.”
More: www.hussle.com/list-my-gym
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Product innovation

Steph Eaves rounds up the latest launches in health and fitness
Funxtion’s corporate fitness app will empower your workforce, says Ernst De Neef
'LJLWDOʛWQHVVVXSSOLHU
)XQ;WLRQKDVLQWURGXFHG
LWVQHZZKLWHODEHOHG
FRUSRUDWHʛWQHVVDSSWR
VXSSRUWKHDOWKLHUDQGPRUH
SURGXFWLYHZRUNSODFHV
'HVLJQHGWRSURYLGH
DKHDOWK\ZHOOEHLQJKXE

IRUHPSOR\HHVWKHDSS
LQFOXGHVFRQQHFWLYLW\WR
ZHDUDEOHGHYLFHVLQFOXVLYH
WUDLQLQJSODQVWRVXLWHYHU\
DELOLW\DQGDQH[WHQVLYH
OLEUDU\RIRQGHPDQG
ZRUNRXWVDQGRQOLQH
FRDFKLQJRSWLRQV7RJHWKHU

The app features an extensive library of workouts

WKLVJLYHVHPSOR\HHV
DFFHVVWRDKRVWRI
WUDLQLQJRSWLRQVZHOOQHVV
VROXWLRQVDQGDPHDQVRI
FRQQHFWLQJWRFROOHDJXHV
DQ\WLPHDQ\ZKHUH
(UQVW'H1HHI)XQ;WLRQ
&(2FRPPHQWHGȺ,WKDV We’ve launched this app
EHHQDWXUEXOHQWWLPH
to help businesses thrive
IRUDOORIXVZLWKPDQ\
by prioritising health
Ernst De Neef
DGDSWLQJWRZRUNLQJIURP
KRPHDQGWDFNOLQJDPRUH
VHGHQWDU\OLIHVW\OH
WRJHWKHUWKHDSSKDVDQ
Ⱥ:LWKDXGLRZRUNRXWV
H[HUFLVHWRPHHWDQ\JRDO
IRUOXQFKWLPHZDONV
Ⱥ:HȷYHODXQFKHGWKLV
VHYHQPLQXWHEUHDN
DSSWRSULRULWLVHHPSOR\HH
ZRUNRXWVȶQRVZHDWȷ
KHDOWKDQGLQWXUQKHOS
ZRUNRXWVFRPPXQLFDWLRQ
EXVLQHVVHVWKULYHȻ
ZLWKUHDOOLIHFRDFKHV
fitness-kit.net ͙͋͗ͅ͏͒̈́
DQGGXRZRUNRXWVWKDW
FUNXTION
FROOHDJXHVFDQWDFNOH

Nautilus Leverage Deadlift Shrug
helps members learn proper
technique, says Jon Thiel
1DXWLOXVKDVODXQFKHG
WKH/HYHUDJH'HDGOLIW
6KUXJZKLFKLVELOOHGDV
DQLGHDOVROXWLRQIRUWKRVH
VHHNLQJWKHEHQHʛWVRI

The deﬁned path of
motion helps those new
to strength training
Jon Thiel
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WKHGHDGOLIWPRYHPHQWRQ
DQDVVLVWHGPDFKLQH7KLV
QHZSURGXFWIURPWKH
/HYHUDJHOLQHLVDLPHGDW
IDFLOLWLHVKRSLQJWRH[SDQG
WKHLUIUHHZHLJKWIXQFWLRQDO
RUSODWHORDGHGDUHDV
Ⱥ7KH'HDGOLIW6KUXJLV
HDV\WRXVHVDIHIRUWKH
XVHUDQGHʞHFWLYHȻVDLG
-RQ7KLHO1DXWLOXVȷV
GLUHFWRURISURGXFWV
Ⱥ7KHGHʛQHGSDWKRI
PRWLRQKHOSVQHZVWUHQJWK
WUDLQLQJPHPEHUVWRIHHO
FRPIRUWDEOHEHJLQQLQJ
WKHLUMRXUQH\*\PVWDʞ

The Deadlift Shrug has been designed for safety

GRQȷWKDYHWRZRUU\DERXW
SRWHQWLDOFOLHQWLQMXU\,WLV
QRWXQFRPPRQWRVFUDSH
WKHEDUEHOORQWKHIURQW
RIWKHVKLQVHVSHFLDOO\
ZKHQʛUVWOHDUQLQJWKH
GHDGOLIWH[HUFLVH:LWKWKH
'HDGOLIW6KUXJȷVSLYRWLQJ

KDQGOHGHVLJQWKHULVNWR
WKHXVHULVHOLPLQDWHGȻ
7KH/HYHUDJHOLQH
HQVXUHVORZORDGSRLQWV
IRUVDIHDQGVLPSOHXVH
fitness-kit.net ͙͋͗ͅ͏͒̈́

Nautilus

352 0 27, 2 1

Goji’s virus-killing air
purification system is the
future of air purification for
gyms, says Greg Whyte

A

s health clubs prepare to
reopen, Goji’s coronavirusNLOOLQJDLUSXULʛFDWLRQV\VWHP
FRXOGJLYHPHPEHUVWKHH[WUD
FRQʛGHQFHWKH\QHHGWRFRPHEDFN
Goji has introduced a costHʞHFWLYHZRUOGFODVVKRVSLWDOJUDGH
DLUSXULʛFDWLRQV\VWHPWRWKH8.
KHDOWKDQGʛWQHVVPDUNHWZKLFK
WUDSVDQGNLOOVSHUFHQWRIYLUXVHV
DQGEDFWHULDLQFOXGLQJ&29,'
7KHFOHDQHUDQGJUHHQHUV\VWHP
XVHVUHYROXWLRQDU\1DQR&RQʛQHG
&DWDO\WLF2[LGDWLRQ 1&&2 
WHFKQRORJ\WRSXULI\WKHDLUZLWKRXW
JHQHUDWLQJDQ\KDUPIXOELSURGXFWV
7ZRPLOOLRQXQLWVKDYHDOUHDG\
EHHQVROGLQ$VLDDQGWKH86
7KHHQYLURQPHQWDOO\IULHQGO\
DQGDʞRUGDEOHV\VWHPFDQZRUN
LQGHSHQGHQWO\RUDORQJVLGHH[LVWLQJ
KHDOWKFOXEYHQWLODWLRQV\VWHPV
UHPRYLQJWR[LQVIURPWKHDLULQFOXGLQJ
SROOHQGXVWPLWHVYRODWLOHRUJDQLF
FRPSRXQGV 92&V WLQ\SDUWLFXODWH
PDWWHU GRZQWR30 RGRXUV
DQGRWKHUDLUERUQHSROOXWDQWV

*RMLDLUSXULʛFDWLRQV\VWHPVDW7KH0DUORZ&OXE

*RMLLVDOUHDG\LQVWDOOHGDWWKH
SUHVWLJLRXV0DUORZ&OXEZKHUH&(2
-RQ:LOOLDPVVD\VȺ$LUSXULʛFDWLRQLV
UHLQYHQWLQJWKHKHDOWKFOXELQGXVWU\2XU
FXVWRPHUVZLOOWUXO\IHHOWKHGLʞHUHQFH
RIRXUSXULʛHGDLUDQGEHUHDVVXUHG
ZHȷUHGRLQJDEVROXWHO\HYHU\WKLQJZH
FDQWRNHHSWKHPVDIHZKHQWKH\UHWXUQ
WRRXUFOXEȲQRZDQGLQWRWKHIXWXUH
Ⱥ,QWKHORQJWHUPZHȷUHGHOLYHULQJD
JUHHQOHJDF\ȲDSROOXWDQWIUHHVSDFH
$VDIHKXEZKHUHRXUPHPEHUVFDQ
EUHDWKHGHHSO\DQGIUHHO\UHGXFLQJ
pollution-triggering conditions such as
DLUERUQHYLUDODQGEDFWHULDOLQIHFWLRQV
DVWKPDDQGKD\IHYHU2XUPHPEHUV
ZLOOYDOXHRXUFOHDQDLUIRUWKHLU
ORQJWHUPKHDOWKDQGZHOOEHLQJȻ

*RMLDLUSXULʛHUV
O+DYHQRWR[LFILOWHUVWR

UHWXUQWRODQGILOO
OAre not reliant on bringing air in

Air puriﬁcation is
reinventing the
health industry. Our
customers will truly
feel the difference
of our puriﬁed air
Jon Williams, CEO,
The Marlow Club

IURPWKHRXWVLGHVRDYRLGWKHFRVW
RIKHDWLQJRUFRROLQJRXWVLGHDLU
O$UHKLJKO\HIILFLHQWDWHOLPLQDWLQJ
SROOXWLRQSROOHQGXVWPLWHV
SDUWLFXODWHPDWWHUYLUXVHV
bacteria, VOCs and odours
O$UHDYDLODEOHLQDUDQJHRIVL]HV
LQFOXGLQJIORRUZDOODQGFHLOLQJXQLWVDV
ZHOODVGXFWPRXQWHGXQLWVWKDWFDQEH

*UHJ:K\WH

DWWDFKHGWRDQGZRUNLQFRPELQDWLRQ
ZLWKH[LVWLQJYHQWLODWLRQV\VWHPV
O3XULI\DQGFOHDQRXWSDUWLFXODWH
PDWWHUGRZQWRPLFURQV
30 WKHDYHUDJHFURVVVHFWLRQ
RIDKXPDQKDLULVPLFURQV 
O5XQRQDVOLWWOHHQHUJ\DV
UHTXLUHGIRUDOLJKWEXOE
OCan be used throughout a club or
EHWDUJHWHGWRKLJKGHQVLW\DUHDV
3URIHVVRU*UHJ:K\WHGLUHFWRU
RIVFLHQFHDW*RMLVD\VȺ7KLVLVWKH
IXWXUHRIDLUTXDOLW\$LUSROOXWLRQLV
RQHRIWKH8.ȷVELJJHVWSXEOLFKHDOWK
FKDOOHQJHVDQGVRFLHW\LVULJKWWR
TXHVWLRQZKDWFOHDQDQGJUHHQUHDOO\
PHDQV*RMLGHOLYHUVRQERWKȻ
)LQGRXWPRUH
ZZZJRMLJURXSFRXN
HPDLOLQIR#JRMLJURXSFRXN
7HO  
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Gym goers can now
wake up and strengthen
those inactive muscles
Tracey Morrell

The new Booty Builder V8 is easier and safer to use

Booty Builder launches V8 model for a better glute workout, says Tracy Morrell
Booty Builder has launched
its new V8 model to
the UK market, with
hopes it will inspire the
nation’s desk workers
to get moving again.
Built on the experience
of Booty Builder’s seven
previous models and
retaining the patented
raised feet design that

puts the user in the
optimal position to isolate
the glutes, the V8 has
otherwise been totally
redesigned. The new
model is billed as easier,
safer and faster to set
up and use. It also has a
much reduced footprint.
Tracy Morrell, director of
React Fitness, the exclusive

UK distributor for Booty
Builder, commented:
“People are now realising
the importance of glute
activation for physical
function, strength
and performance.
“With the V8, gym-goers
can now wake up and
strengthen those inactive
muscles. And the great

thing about its design is
that it allows operators to
achieve more with their
space, which is a good
ʛWLQWRGD\ȷVODQGVFDSH
given the reduced gym
capacities and social
distancing measures.”
fitness-kit.net ͙͋͗ͅ͏͒̈́

React Fitness

Myzone CEO, Dave Wright,
has announced the launch of
MZ-Switch, a mobile heart
rate monitor which can now
sit on the wrist or forearm.
The new product joins
the existing Myzone belt
which sits on the sternum.
The interchangeable,
waterproof heart rate
monitor enables users
to continue monitoring
their performance when
exercising outside and
also in the pool.
Myzone’s system sees
people collecting MEPs
– exercise points – and
working on their MEP
rankings for motivation. This
also helps build communities.
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Data from MZ Switch
is collected in real-time
and used to understand
work output and recovery,
enabling training to develop
progression and live results.
7KHQHZWHFKLVEXLOWRʞ
the back of the existing
Myzone infrastructure,

The new tech is
patent pending
Dave Wright

MYZONE

The patent pending Myzone Switch will
transform workouts, says Dave Wright

MEPs can now be gained everywhere

enabling the company to
extend its reach into the
wider activity, consumer
and wellness markets.
Although Myzone already
has an MZ watch, this only
displays data from the
chest-mounted heart rate
monitor, it doesn’t collect
it as MZ Switch does.

The Myzone Switch
is patent-pending as the
ʛUVWLQWHUFKDQJHDEOHKHDUW
rate monitor of its type.
Heart rate is determined
by PPG sensors that scan
the microvascular system.
fitness-kit.net ͙͋͗ͅ͏͒̈́

Myzone
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RESEARCH

SHUTTERSTOCK/SERGEY NOVIKOV

The study suggests a link
between cardiorespiratory fitness
and cognitive health earlier in
life than previously appreciated

Fit kids have more brainpower
Children with better cardiorespiratory health than their peers also do better on
cognitive tests and other measures of brain function, according to new research

R

esearchers at the University
of Illinois Urbana-Champaign
(UIUC) found the link
between cardiorespiratory
fitness and cognitive health
is evident even earlier in
life than previously appreciated.
Most studies of the link between
fitness and brain health focus
on adults or pre adolescent or
adolescent children. Research has
also consistently found positive
correlations between people’s aerobic
exercise capacity and their academic
achievement and cognitive abilities.
UIUC’s Shelby Keye, who led
the research, said: “Studies have
found that higher cardiorespiratory
fitness in older children and adults
corresponds to the relative size and
connectivity of brain structures that
are important to cognitive control.
“But it isn’t yet known at what point
in the developmental trajectory of
childhood this relationship emerges.”
To better understand
the relationship between
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Preschool children with higher cardiorespiratory
fitness had higher scores on academic ability
tasks related to general intellectual abilities
cardiorespiratory fitness and
brain health in 59 preschoolaged children, the researchers
subjected them to several tests.
The children walked as far as they
could in six minutes, a test that
allowed researchers to estimate
their cardiorespiratory fitness.
An early cognitive and academic
development test gave the team a
measure of each child’s intellectual
abilities, and a computerised
“flanker” task measured how well
they were able to focus on the
important part of an image while
ignoring distracting information.
Participants also took part in a
computerised task that required
them to alter their responses
depending on whether flowers or
hearts appeared on the screen – a
measure of mental flexibility.

Statistical analyses revealed
a relationship between the
children’s physical fitness and
their cognitive abilities and brain
function, the researchers said.
“Preschool children with higher
estimated cardiorespiratory fitness
had higher scores on academic ability
tasks related to general intellectual
abilities as well as their use of
expressive language,” Keye said.
“They had better performance
on computerised tasks requiring
attention and multitasking skills,
and they showed the potential for
faster processing speeds and greater
resource allocation in the brain when
completing these computerised tasks.”
O The study was published in
the Journal of Clinical Medicine.
To read the full article at
www.HCMmag.com/preschoolers
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