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easy brand arrives
The budget health club sector has a new entrant this month – Fore
Fitness – which has announced a brand licensing agreement with
easyGroup IP Licensing Ltd that will enable it to develop, operate
and market easyGym budget health clubs. Fore Fitness specialises
in investments that introduce low-cost business models into
established sectors, and the partnership will include developments
in the UK and ‘various other countries’.
The new business comes to market relatively late. There are already 10 private sector operators in
the budget space in the UK, in addition to a handful of trusts that have either launched or converted to
this model. Fore Fitness hopes the ‘easy’ name will help the new venture to leapfrog the competition.
Early fears about low-cost clubs creating issues for the wider health club industry by allowing
unsupervised workouts and poor service have – so far – proven unfounded. These clubs seem to be
establishing clear water between themselves and more traditional clubs via points of difference in the
use of technology and management practice which, although often small, are very meaningful.
Take staffing for example. In a low-cost club,
staff are freed up from the reception desk by
In a low-cost club, staff
the lack of cash on-site and the use of
are freed up from the
automated check-in, meaning they can walk
the gym floor, looking after customers and
reception desk by the
giving advice. Some low-cost operators even
lack of cash on-site and
claim to be able to give better service this way.
In the 2010 UK Low-Cost Gym Sector Report
the use of automated
(Oxygen Consulting), Kenny McAndrew, CEO
check-in, meaning they
of FitSpace, says his clubs have personal
trainers certified to REPs Level 3 to run every
can walk the gym ﬂoor
single member induction – something he
and look after customers
claims few, if any, other operators can match.
So ‘cheap’ doesn’t have to mean ‘inferior’.
The report says: “Key to the success of low-cost business is the philosophy to do less; what remains is
done obsessively well. A fundamental error is made if someone interprets ‘low-cost’ as ‘cheap’.”
The danger for traditional operators lies in overestimating the value of their own services, while
underestimating the quality of service achieved by low-cost clubs which are smarter with their staffing.
The German market serves as a predictor of what may be to come. From a standing start in 1997,
operator McFit – creator of the low-cost health club concept – has grown to a membership of 850,000
and inspired a raft of imitators which now have the majority of the market, with 53 per cent between
them. Growth in traditional operator companies over this time has been largely non-existent.
The 2010 UK Low-Cost Gym Sector Report says it’s been necessary to educate consumers about the new
model but that once they understand it, they’re enthusiastic adopters. Most importantly, low-cost clubs
which don’t have contracts are reporting attrition levels equal to or better than industry averages.
None of this would be possible without the internet though. The power of online membership
management is highlighted as it enables savings, easy upselling and regular contact by email – something
which seems obvious, but few traditional clubs achieve. Clubs are also developing their own apps,
offering fly-through club tours, using back-end systems that track drop-outs and offering progress
tracking functionality for members, making the internet the machine that’s powering the new model.
Liz Terry, editor
lizterry@leisuremedia.com twitter: elizterry
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Do you have a strong opinion or disagree with somebody else’s views on the industry?
If so, we’d love to hear from you – email: healthclub@leisuremedia.com

physical activity: a vital role
in kids’ obesity prevention
My initial amusement turned to anger
when I read the news story “Exercise ‘no
answer’ to obesity” (HCM Aug 10, p9). At
a time when public funding and resources
are being cut, this type of poorly
presented research may give providers
an excuse to justify dropping essential
preventative physical activity measures.
The study implied that physical inactivity
appears to be the result of fatness, instead
of its cause, and that doing a variety
of physical activity did not lead to any
changes in fatness. This is very confusing
and indeed misleading. Physical activity
is not the only solution to the obesity
epidemic; indeed, it’s widely accepted that
nutrition plays the dominant role in the
energy balance. However, implying that
it has no impact on childhood obesity is
ridiculous; there’s a plethora of research
that backs up the positive effects of
promoting physical activity interventions.
As a paediatric exercise scientist
who was on the NICE committee that
produced NHS physical activity guidelines,
I understand about the development
of adolescents. The importance of the
holistic approach – a healthy lifestyle,
including but not exclusively focused
on physical activity – should not be
undervalued. By instilling this commitment
early and as a customary part of everyday
life, it’s more likely to carry on into adult
life, breaking the cycle of childhood
obesity for future generations.

Nufﬁeld Health’s MD praises the growing link between health and ﬁtness

revolutionising the relationship
between health and ﬁtness

6

as well as being on-hand to provide
expert help for those suffering minor
injuries while exercising.
Our Recovery Plus rehab programme,
currently running at seven of our
centres, is revolutionising how surgeons,
physios and fitness advisers work
together to improve the outcome for
the patient, both in terms of speed and
degree of recovery; although still in pilot,
we’re seeing incredibly positive results.
The link between health and fitness
has always been known, but few fitness
chains have embraced the possibilities
because of their lack of clinical expertise;
at Nuffield Health, our robust clinical
audit and governance processes mean
we’re confident in our programmes and
the benefits afforded to our members.

nick burrows
md, nufﬁeld health, ﬁtness & wellbeing

Read Health Club Management online at healthclubmanagement.co.uk/digital

jonathan williams
ceo, shokk
PICTURE: WWW.ISTOCK.COM/MARILYN NIEVES

I was delighted to see the feature,
‘Mending Members’ (HCM July 10),
recognising the potential of pre-hab
and rehab for individuals suffering from
musculo-skeletal and cardiac problems,
and acknowledging that Nuffield Health
is leading the way in providing these
services within its centres.
With its strong clinical credentials,
Nuffield Health is very aware of the
positive impact that structured, supported
exercise can have for individuals suffering
from chronic conditions such as diabetes,
heart disease and obesity, or musculoskeletal complaints. As a result, we’ve
trained more than 200 wellbeing advisors
as experts in wellbeing as well as fitness,
resulting in a holistic approach to health.
We now have physios in more than half
of our centres, providing sports injury
rehabilitation and physio-pilates classes,

The claim that exercise doesn’t cure
obesity riled SHOKK’s CEO
september 2010 © cybertrek 2010

every gym
needs
the right
equipment.

With the UKÕs no.1 and no.2 chocolate bars as well as the nationÕs no.1 hot chocolate, Cadbury can cater for all
your leisure outlets confectionery needs. To learn more about stocking Cadbury products, and our Fairtrade
range email kate.roberts@csplc.com or visit www.vendthebrandspeoplelove.com and whip your gym into shape.

update
in brief...
council reveals £52m
cost of leisure scheme
A £13.3m leisure complex in
Wolverhampton, which opened
in December 2006, is set to cost
local taxpayers more than £52m
by the time the council completes
repayments. Wolverhampton
Swimming and Fitness Centre –
which offers a 140-station gym, a
six-lane, 25m swimming pool and
a leisure pool – was built under a
private finance initiative (PFI) and is
located in Wednesfield. The scheme
was led by Wolverhampton City
Council in partnership with DC
Leisure, which secured the contract
to operate the venue for a 30-year
period ending 31 October 2036.

green credentials for
leisure connection
Leisure management company
Leisure Connection has been
awarded the Carbon Trust Standard
after cutting its carbon emissions by
4 per cent. The company’s efforts
to reduce its carbon footprint
included a scheme at Downham
Leisure Centre in Lewisham, which
saw it invest £25,000 in pool covers
in March of this year. The move
contributed towards an 8 per cent
reduction in gas consumption.
The Carbon Trust Standard is
one of the first carbon awards that
requires an organisation to measure,
manage and reduce carbon emissions
and make real reductions year-onyear. Organisations are rewarded for
actions they’ve taken to cut carbon
across their operations.

news
december launch for dll exeter
David Lloyd Leisure (DLL) has revealed
that its new ﬂagship £11m health and
ﬁtness club at Sandy Park in Exeter,
Devon, is scheduled to open to the
public on 13 December 2010.
Construction work at the 5,635sq m
(60,650sq ft) complex commenced earlier
this year, with facilities set to include a
25 x 12m indoor swimming pool, a 20 x
8m outdoor pool, three indoor tennis
courts and ﬁve outdoor tennis courts.
The DLL club, which will be located
adjacent to Exeter Chiefs’ rugby ground,
will also include a 1,198sq m (12,900sq ft)
ﬁtness area incorporating a range of CV
and resistance machines, free weights
and Power Plates.
All of the centre’s gym instructors
will be qualiﬁed to Level 2 standards
and will be included on the Register of
Exercise Professionals, while specialist
tennis and swimming programmes will
also be run for members.

Greg Fanning, general manager of the
club, says: “As well as introducing leisure
facilities to the area, the club will also
create more than 80 jobs, most of which
will be ﬁlled by local people.”

The new ﬂagship Exeter club is
currently under construction

losses at ﬁtness ﬁrst

Despite an increase in revenue,
Fitness First posted a £241.6m loss

Privately-owned health club operator
Fitness First has reported a £241.6m
loss for the year ending 31 October
2009 after writing down the value of
its European division.
Chief executive Colin Waggett told
The Daily Telegraph that the company
opted to “write down all the goodwill
in the business”, amounting to £105m.
The ﬁrm’s revenues, however, actually
increased to £670.3m.
Despite posting losses, which
increased from the £124m the group
suffered during the previous year, the
operator is still believed to be eyeing
up an initial public offering on the
London Stock Exchange.

essex uni gets new gym facility
Archial Architects has completed
a £640,000 refurbishment and gym
extension at the University of Essex
in Colchester. The project is part of a
larger £1.4m upgrade of the facility.
The new two-storey extension
to the sports centre’s existing gym
marks the completion of the ﬁrst
stage of the University’s Strategic
Sports Development Plan.
8

The project has involved the
installation of a new 130-station
ﬁtness suite on the ground ﬂoor, while
facilities on the ﬁrst ﬂoor now include
two refurbished activity studios, three
individual ofﬁces, a meeting room and
an administration area.
Archial was appointed to create a
masterplan for the future development
of leisure on the campus in 2007.

Read Health Club Management online at healthclubmanagement.co.uk/digital

Project involves two-storey extension
september 2010 © cybertrek 2010
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The group plans to open 24 new sites across the UK over the next two years

pure gym opens in smethwick
Budget club operator Pure Gym
has opened its latest site, situated
in Smethwick, West Midlands.
Located at the Windmill Shopping
Centre and open 24 hours a day, the club
opened its doors at the end of August.
The Smethwick gym is fully air
conditioned and includes a wide range
of CV, strength and circuit equipment,
as well as a variety of group exercise
classes for an additional fee. The new
ﬁtness club is also one of the ﬁrst
in Birmingham to offer bodycore
vibration training platforms.
The Pure Gym concept is based
on not having traditional membership
contracts but rather offering users

full access for a £15 monthly payment
and a £20 joining fee.
Peter Roberts, chief executive of
Pure Gym, explains: “In the current
economic climate, people from all
walks of life are watching their budgets;
we’re offering a package to customers
at a competitive and affordable price,
with the added bonus of 24-hour
access, seven days a week.”
Pure Gym now operates sites in
Wolverhampton, Shefﬁeld, Leeds,
Manchester, Edinburgh and Glasgow.
Earlier this year, the company conﬁrmed
plans to open 24 new sites across the
UK over the next two years, following a
£10m investment in the company.

slm retains stratford operator contract
Sports and Leisure Management
(SLM) has retained its contract with
Stratford District Council for the
operation of the four leisure centres
in the area: Stratford, Shipston,
Studley and Southam.
SLM beat off competition from
Parkwood, Nufﬁeld and Wychavon
Leisure to win the seven-year contract
with a three-year extension.
A spokesperson says: “This marks
the start of an exciting period for
the Stratford contract, with a major

september 2010 © cybertrek 2010

refurbishment of the ﬁtness suite
at the Stratford leisure and visitor
centre starting imminently.
“The contract has also created the
role of active communities manager – a
position with responsibility for driving
and developing the Everyone Active
brand [SLM’s ﬁtness brand] in the
contract and for developing greater
links with Stratford District Council.”
Earlier this year, SLM completed a
£23m refurbishment programme at
Watford Woodside Leisure Centre.
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update

news
£117m funding
for wiltshire

in brief...
kirkcaldy centre go-ahead
A £15m leisure and swimming
complex has been given the green
light in Kirkcaldy, Fife, Scotland. Fife
Council and Fife Sport & Leisure
Trust are behind the scheme, with
the former approving the plans for
the centre, which is to be built on the
site of the Tolbooth Street Car Park.
The new leisure centre will
include a 25m swimming pool,
a smaller teaching pool with
moveable ﬂoor, a health suite, a
full-size sports hall, a play centre,
a 60-station ﬁtness suite, a large
aerobics studio, a meeting room and
a café. However, a row has erupted
due to the location of the proposed
centre, with locals fearing that the
removal of parking facilities will
adversely affect high street shops.

new fitness facilities for
wombourne complex
Work has now started on a
refurbishment programme at
Wombourne Leisure Centre in
Staffordshire, which is set to deliver
new-look ﬁtness facilities at the
venue. The scheme will include
moving the group cycling centre to
a new sound-proofed location at
the centre, with new lighting and
sound system. The studio is also
set to beneﬁt from the installation
of 40 new Star Trac Spinner bikes.
Meanwhile, Wombourne Leisure
Centre’s toning suite – originally
opened in 1992 – will be relocated
and completely overhauled to
feature Shapemaster Easy Tone
toning chairs and new toning beds.

Easy 3 step, 2nd user
Life Fitness CV
Choose the option that
suits your budget best.
With 3 standards to purchase,
Servicesport has the solutions.

The NPS survey will examine the
satisfaction levels of club members

member loyalty
study to launch
Research companies Leisure-net
Solutions and The Retention People
(TRP) have joined forces to launch a
new customer service survey for the
health and ﬁtness sector.
Taking place in September this
year, the study will aim to offer
companies in the health, ﬁtness
and leisure sector a simpler way to
measure their performance.
Called the Net Promoter Score
(NPS), the method measures
satisfaction and loyalty levels of
members by asking just one question:
“How likely is it that you would
recommend our company to a
friend or colleague?” According to a
spokesperson, the metric has been
proven across more than 12 different
industries and has been directly linked
to “business growth, proﬁtability and
increased use of product”.
The NPS survey will be offered free
of charge to more than 400 public and
private operators in order to create an
industry benchmark.

Wiltshire Council is to cut costs by
handing over a number of leisure centres
for local community groups to operate,
although it has pledged to spend £117m
on upgrading existing facilities and
building replacement centres.
The Corsham, Downton, Pewsbury,
Tisbury, Westbury and Wootton Bassett
leisure centres will be transferred to
local communities, as will Westbury
and Bradford-on-Avon swimming pools.
The plans come as the council estimates
that it would need to spend £93m
to maintain the existing 23 facilities
over the next 15 years. This would
not include any improvements or new
facilities, which the council has deemed
“unaffordable and unsustainable” in the
present ﬁnancial climate.
However, there are plans to
build new centres at Melksham and
Warminster (both with a four-lane,
25m swimming pool and health club)
and Trowbridge (with an eight-lane,
25m pool and ﬁtness suite).

Plans will result in three new leisure
centres in the Wiltshire area
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Facilities at the centre will include a swimming pool and a large ﬁtness club

work starts on £27m complex
Work is now underway on the
construction of the new £27m Hengrove
Leisure Centre in Bristol, which will
be delivered by the local authority and
Bristol Active Leisure (BAL) through a
private ﬁnance initiative (PFI).
The facility, which forms part of
a wider regeneration scheme, will
incorporate a 10-lane, Olympic-sized
swimming pool with adjustable ﬂoor
and vertical booms, a learner pool
with adjustable ﬂoor and a 150-station
ﬁtness suite. A four-court sports hall,
a spa area – featuring a hot tub, sauna
and steamroom – a group exercise
studio, changing facilities, a crèche and

idea predicts
future trends
The global membership organisation for
exercise professionals, IDEA Health &
Fitness Association (IDEA), has published
the results of its 15th annual IDEA Fitness
Programs & Equipment Trends Report.
The survey, aimed at clubs and
mapping out the latest ﬁtness trends,
shows that personal training is still
in high demand, with equipment
trends also aligned with the growth in
personal training; easily transportable
kit that can be individualised tops the
list in the IDEA survey.
september 2010 © cybertrek 2010

a café are also being created as part
of the development, which is due for
completion in February 2012.
Bristol City Council deputy leader
Simon Cook says: “The new leisure
facility will be the city’s and region’s
ﬂagship pool and sports facility. It
will attract swimmers of all ages and
abilities – and best of all, its design
and high speciﬁcation will inspire adults
and children to take to the water and
make a real splash.”
BAL’s Fabio D’Alonzo adds: “We
look forward to delivering leisure
facilities as well contributing to the
regeneration of south Bristol.”

new ‘baby
gym’ opens
Durham County Council’s
(DCC) Sure Start Children’s
Centre in Haswell has unveiled
a new gym area for babies and
children up to the age of two.
Launched on 2 August, the Baby
Gym has been established to help
develop the skills of youngsters
who are lying down, crawling or
beginning to walk. The facility offers
soft play equipment and other
“appropriate” toys.
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gym clinic to open two sites
The owner of The Gym Clinic
health club in Chiswick,
London, has announced
plans to open two new
sites in 2011.
Gavin Sunshine, who
opened the ﬁrst Gym Clinic
earlier this year, said the
independent club is based on
providing members with a personal
experience. “At The Gym Clinic we
want to offer a different form of
training to our clients,” he says.
“We want to motivate them to
reach their goals and also want them
to keep coming back once they’ve
achieved their goals.”
The Chiswick site has a capacity for
300 members and has so far attracted
180 active members, with around 70
per cent of those also signed up for
paid-for personal training sessions.

Chiswick site will offer
WaterRower rowing classes
Sunshine adds that he plans to
expand the Chiswick site in time
for the winter months, with the
introduction of indoor cycling and
rowing classes. He has already
installed a number of Oartec rowing
simulators from WaterRower.

aberaman boxing club and gym re-opens
A boxing club and gym in Aberaman,
South Wales, has re-opened following
a £90,000 refurbishment.
According to a spokesperson, the
gym was on the brink of closure due
to the condition of the building when
local company Amgen “came to the
rescue” and provided the funding for
the renovation work.
New showers, toilets, walls and
ceilings – and a brand new boxing ring
– were installed as part of the work.

The £90,000 revamp of the gym
was funded by a local company

expansion for chester gym

Facilities at the club include a
full-service health and beauty spa
12

The ﬁtness suite at the Club and
Spa at Hoole Hall in Chester has
been expanded following a £100,000
investment by its owner.
The gym at the 25,000sq m
(270,000sq ft) club, which opened in
November 2009 following an initial
investment of £8m, has been upgraded
with more treadmills, bikes, rowers and
the installation of Technogym’s Kinesis
One cable system.
GM Paul Kelsall says: “The success
of our ﬁrst six months has been
overwhelming but we have no intention
of resting on our laurels, as this £100,000
investment in improving the gym proves.”
september 2010 © cybertrek 2010
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training and supplier news

To some, the words ‘Sport’ and ‘Exercise’
are used synonymously to mean the same
thing – to complete physical activity. Yet,
often people will talk about doing ‘sport’
or ‘exercise’ independently, claiming not
to participate in one or the other.

Schwinn produces a range of indoor bikes that simulate the feel of road cycling

inspirit secures schwinn deal
Sports and ﬁtness developer Inspirit
has been appointed exclusive UK
distributor of the indoor cycle
series and Stairmaster Stepmill by
manufacturer Schwinn.
The new indoor cycles from
the US-based manufacturer include
the ‘Authentic Cycling’ range – AC
Classic, AC Sport and AC Performance
– along with the IC Pro.
The Schwinn bikes have been
designed to closely simulate the feel and
aerobic qualities of road cycling.
Inspirit’s managing director, Andy
Mack, says: “Inspirit’s bespoke approach

enables us to create a unique indoor
cycling environment that reﬂects club
brands and membership proﬁles and
that represents business needs.
“Fitness clubs and gyms report a
rise in the popularity of group cycling
and booked-out classes, as more
people ﬁnd that it’s the best way to
reach their ﬁtness goals.”
Schwinn Fitness also offers an
education programme and master
instructors to support clubs.
Inspirit services also include design,
build, refurbishment and development
of leisure facilities.

octane secures
mod contract

alliance
success story

Elliptical exercise equipment
manufacturer Octane Fitness has
secured a deal to supply the Ministry of
Defence with its seated Octane xR6000,
Pro 3700 and Pro 3700 IFI cross-trainers.
Neil Campbell, Octane Fitness GM,
says: “We went through a trial process
where we had to prove our popularity
and reliability, as would be expected.
Critically, though, we also had to show
we could offer something that other
suppliers could not by demonstrating
how unique our products are.”

Alliance Leisure’s Training
Academy has seen more than
3,000 delegates pass through
its courses since the Academy’s
launch just over six months ago.
More than 200 staff from
Cardiff City Council alone have
completed the Foundation Sales
course, while a recent partnership
with Coventry Sports Trust has
resulted in all their staff attending
various Academy modules.
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This stigma is classically seen in those who
do ‘exercise’ and would happily remove
themselves completely from the world of
sport. In most instances these exercisers
view the training and nutrition practices of
sports participants as elitist and irrelevant
to their exercise regime.
However, by deﬁnition, exercise is “activity
that requires physical or mental exertion”,
whilst sport is simply “physical activity
that is governed by a set of rules or
customs and often engaged competitively”.
Consequently, other than the speciﬁcity of
the exercise that you do and maybe the
seriousness (or standard) at which you
take it, sport and exercise are essentially
the same thing. This means that the
fundamental principles of training and
nutrition (whether deemed elitist or not)
are largely relevant to all.
On the basis many of those who do
exercise have some sort of goal that
they are striving towards (i.e. weight loss,
gaining muscle), the importance of good
nutrition and hydration practices, however
simple, remain true. Some would even
argue there is an ‘athlete’ in all of us!
Nick Morgan
Head of Sport Science for Lucozade Sport
Email questions to:
nickmorgan@leisuremedia.com
WIN! Simply email your sports nutrition
questions to Nick Morgan. All questions
featured in this column receive a Lucozade
Sport prize pack. So, email soon!

LUCOZADE and LUCOZADE SPORT are registered trade
marks of the GlaxoSmithKline group of companies.

international
in brief...
vivaﬁt brand awareness
Vivaﬁt has the highest overall
brand awareness among women in
Portgual when compared with other
ﬁtness chains. This is one of the
main conclusions of a market study
conducted in June 2010 among
women – not Vivaﬁt customers –
aged between 18 and 60 years.
For 77.3 per cent of the 1,000
women who participated in this
study, Vivaﬁt is the most recognised
health club brand, followed by
Holmes Place and Solinca.
It’s the most recognised brand
among women who don’t exercise at
gyms (68 per cent of respondents).
For women who already exercise
regularly in gyms (17.3 per cent of
respondents), Holmes Place was
placed ﬁrst in terms of awareness.
The study was conducted by IMR
– Instituto de Marketing Research.

shokk partners g&g
SHOKK has announced a partnership
with US-based G&G Fitness to
distribute its youth ﬁtness products
and concept in the north-eastern
states of New York and Pennsylvania,
and the mid-western state of Ohio.
Matthew Mozley, international
sales manager at SHOKK, says:
“Securing distributors in the US is
key to our business development
plan. As a major player in the sector,
G&G Fitness is an ideal partner.”

life fitness charity support
In the US, Life Fitness has offered its
support to non-proﬁt organisation
Back On My Feet, which promotes
running as a way to help the homeless
lead better lives. In addition to its
US$7,500 (£4,800) donation, Life
Fitness employees will volunteer as
running mentors when the Chicago
Chapter opens later this year.
Back On My Feet offers six- to
nine-month programmes for the
homeless that encourage selfsufﬁciency and conﬁdence, with
group runs three days a week plus
races. On completion, members are
put in contact with local companies
for job training, educational
scholarships and housing assistance.

14

news
‘far east’ club for world class
Russian Fitness Group announced the
opening of its latest site in July.
The new World Class club is located
in Yuzhno-Sakhalinsk, a city on one
of the Kuril islands, which lie in the
Western Paciﬁc at the far east of
Russia, just north of Japan.

The new club is the chain’s largest in
the ‘Far East’ region of Russia

At 3,500sq m (37,670sq ft), World
Class Yuzhno-Sakhalinsk is the
operator’s largest club in the ‘Far East’
region of Russia. Located in the local
shopping centre – City Mall – the site
is operated on a franchise basis.
The new club offers a full line-up of
ﬁtness and spa services. Facilities include
a 755sq m (8,125sq ft) state of the art
gym equipped by Life Fitness, Hammer
Strength and Hoist. There’s also a
swimming pool, four group exercise
studios, three personal training studios,
kids’ club and sport hall. This 1,000sq m
(10,760sq ft) hall offers the capacity for a
wide range of sports, such as basketball,
volleyball, football and tennis.
These facilities are complemented by
a ﬁtness café, Turkish and Finnish baths,
and a ‘Beauty Spa by World Class’.

ﬁtlane opens its fourth club
FITLane opened its latest club – located
on the outskirts of Nice, in the south of
France – on 26 July.
The 2,400sq m (25,830sq ft) facility,
which has been equipped by Star Trac,
offers CV, resistance and free weight
zones, as well as a group exercise studio,
Spinning classes, vibration training and
a sauna. There are also 600 free car
parking spaces for use by members.
The club attracted 1,700 members
during pre-sale; expectations are for
2,500 members by the end of the year.
Nice is the fourth club for FITLane,
with all the operator’s sites located in
the French Riviera. A ﬁfth club will open
at the end of 2010 in Cannes la Bocca.

The 2,400sq m facility has been
kitted out by Star Trac

ﬁtlinxx rolls out training partner to spain
Exercise management expert FitLinxx
has introduced its new Strength Training
Partner to four clubs in Spain.
Three of the sites are equipped by
Life Fitness: the 60-station Sport Centre
Sangar, in Toledo; the 160-station Ekke
club in Lleida; and the BAKH complex in
Tau Vitoria, with a 600sq m (6,460sq ft)
gym among its wide range of facilities.
Plenarium Wellness, in Jaen, is FitLinxx’s
ﬁrst installation with Matrix in Spain.
Due for ofﬁcial UK launch at LIW, but
already available globally, Strength Training
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Partner integrates with FitLinxx’s
existing system, replacing the previous
strength solution and sitting alongside
the wireless CV module launched in
2008. It offers a full-colour touchscreen,
WiFi connectivity and improved sound
and aesthetics. From Q4 2010, a software
upgrade known as ALI (Attention Level
Indicator) will also be available. This turns
the screen different colours depending
on how experienced members are – a
quick way for staff to identify those in
need of additional guidance.
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The retractable roof means the swimming pool can be used all year round

retractable roof for royal glenora
The Royal Glenora Club in Edmonton,
Canada, re-opened recently following a
CA$15m (£9.2m) redevelopment.
The centrepiece of the project was
the creation of a CA$8m (£4.9m),
1,300sq m (14,000sq ft) aquatic centre
which opened on 28 June. The only facility
of its kind in western Canada, the new
centre is contained within a fully enclosed
glass structure with a retractable roof,
created and installed by OpenAire. With
a sensor for rain, the roof automatically
closes to ensure access to the swimming
facilities 365 days of the year.
The new facility replaces an outdated
outdoor pool – which could only be
used for a couple of months each year –

with a 24m lap pool, a shallow, childfriendly pool and a hot tub.
“We now have a beautiful, light-ﬁlled
space that’s warm enough to enjoy
even in the coldest months. Then, in
the summer, we can transform it into a
genuine open-air pool when it’s sunny,”
says general manager Dave Warren.
Aside from the aquatic centre, the
club’s facilities include a newly surfaced
ice skating rink, 10 indoor and outdoor
tennis courts, plus eight squash and
ﬁve badminton courts – also all newly
resurfaced. There’s also a ﬁtness studio,
a games area including ﬁve-pin bowling,
a crèche and kids’ play areas, and a
selection of cafés and dining options.

énergie ﬂagship for qatar
The énergie Group will open its largest
ever ﬁtness club on 1 October.
Set in the Villaggio Mall in Doha, Qatar,
the US$7m (£4.5m), purpose-built club
measures 3,716sq m (40,000sq ft). To
respect local culture, énergie Villaggio
will feature an énergie Fitness Club
for men on one side and an énergie
Fitness Club for ladies on the other,
with SHOKK énergie – the kids’ ﬁtness
franchise offering – in the middle.
Facilities will include a boxing studio,
three group exercise ﬁtness studios and
a spa area. The club will be ﬁtted out
september 2010 © cybertrek 2010

with the latest Precor, Life Fitness and
Hammer Strength equipment.
There will also be a valet service,
prayer rooms and ablution rooms.
This latest club follows on from the
franchise’s ﬁrst opening in Qatar: a £2m
site that opened near Doha Airport in
February. Jan Spaticchia, énergie Group
CEO, says: “We’re delighted with the
response from local people. Having
opened the airport club and effectively
translated the énergie brand into Arabic,
we are successfully bringing the UK
model over to the Middle East.”
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news
ﬁa partnership with m&s

new government
TONY MAJAKAS s VP HEALTH
BUSINESS DEVELOPMENT s
technogym
As we begin to settle down with
our new coalition government and
face the clear need to cut the public
purse to balance our national debt,
we can now see how we, as an
industry, can play a more active role
in helping manage and reduce the
cost of the NHS.
It’s clear that effective cost
control of the NHS requires a move
from the expensive and growing
curative treatment model to a more
cost-effective ‘lifestyle model’. In
order to do this, our industry has to
change. We must take responsibility
for providing evidence outcomes
of health improvement in order to
gain funding opportunities which are
available for interventions that work.
For example, Technogym
has signed a Global Partner
agreement with the American
College of Sports Medicine
(ACSM) to promote the ‘Exercise
is Medicine’ initiative across the
globe. Another new initiative is the
‘Active Doctors, Active Patients’
programme, designed to encourage
GPs to develop a more profound
understanding of prescribing
exercise – a vital move given that
they now control the funding.
We must start thinking how we
can get more people, more active,
before the world’s greatest sports
event hits our shores – the 2012
Olympic Games. Exciting times ahead!
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‘Get Back Into’: Eight-week programmes to get women back into activity
FIA members are being asked to create
a special course of activity – lasting a
minimum of eight weeks – as part of
an exciting new campaign to be run in
conjunction with one of the UK’s best
known brands: Marks & Spencer.
Through a partnership with the
Fitness Industry Association, Sport
England, county sports partnerships
and governing bodies of sport, Marks
& Spencer is embarking on a project
that’s designed to encourage people
to try new activities with a view to
becoming ﬁtter and healthier.
The ‘Get Back Into’ campaign offers
everyone the chance to rediscover
the active lifestyle they used to lead.

Not only will there be a choice of fun,
friendly group activities in which to
participate, but there will also be Marks
& Spencer vouchers as a reward for
taking part and as a thank you at the
end of the eight weeks.
Developed primarily for women aged
25–65 who do little sport or physical
activity, the M&S pilot is taking place in
the east of England from September to
December 2010, with a view to a national
roll-out in September 2011. Price-setting
is up to individual FIA members.
M&S will promote the initiative online
and in the local press, driving participants
to the ‘Get Back Into’ website where FIA
members’ offers will be listed.

gmtv meets liw

G

MTV’s resident life coach Pete
Cohen will spearhead the FIA
workshop programme at LIW
as part of the launch of the TwentyTen
Industry Strategy. Launched earlier in
the day by David Stalker, FIA executive
director, this will include the unveiling
of results from the recent industry
consultation, as well as a new ﬁve-year
strategy for the industry.
The workshops will also feature
industry experts such as Georgina Jupp
of CK Academy, who will address the
topical issue of ‘Enlightened Customer
Care and the Emotional Connection’.
Meanwhile Keith Burnett, vice president
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for global spa and ﬁtness at Hilton, will
focus on ‘Achieving Membership Sales
From the Disengaged.’
To reserve your place at the
workshops, please visit www.liw.co.uk
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new partnership with physios

It will provide clarity
as to whether someone
needs to see a physio or
a ﬁtness instructor

The FIA’s chief medical ofﬁcer Dr John Searle talks about the new partnership

T

he FIA is pleased to
announce a partnership
with the Chartered
Society of Physiotherapy (CSP).
Planning, supervising, delivering
and monitoring exercise are key
parts of the roles of both ﬁtness
instructors and physiotherapists.

WHY IS THE PARTNERSHIP NEEDED?
Traditionally physiotherapists have
worked predominantly in functional
rehabilitation in the health sector,
whereas fitness instructors have worked
with healthy clients, often guiding them
towards specified fitness goals. The
partnership will provide clarity as to
whether an individual needs to see a
physio or a fitness instructor and
address the ‘grey area’ that currently
exists when it comes to rehabilitation.
WHAT BENEFIT WILL THE
PARTNERSHIP BRING TO MEMBERS?
The partnership will ensure that the
correct treatment is given, help to raise
the profile of the fitness industry in the
rehabilitation process and, most
importantly, allow members to return to
exercise as quickly and safely as possible.
HOW WILL THIS MAKE THE
POPULATION HEALTHIER AND
IMPROVE PATIENT EXPERIENCE?
We know that, for many illnesses and
injuries, exercise plays a vital part in
september 2010 © cybertrek 2010

The new partnership will encourage
improved collaboration between the
two professions, as well as offering
referral guidance to GPs and other
health and wellbeing professionals.
The FIA’s chief medical ofﬁcer,
Dr John Searle, OBE, answers a few
questions about the scheme.

prevention and treatment. The
guidelines will help to ensure that
individuals return to exercise as quickly
as possible, thereby contributing to a
healthy lifestyle. It will open up
opportunities for appointments in
member facilities and ensure people
get into recovery more efficiently.
HOW LONG IS IT GOING TO TAKE?
The FIA and CSP have started work
on the guidelines and have agreed a
12-month schedule with a view to
having them published in early 2012.

To join the FIA call
+44 (0)20 7420 8560
or go to www.ﬁa.org.uk

www.kraftdesign.co.uk

17

ﬁa update

news

ﬂame conference review
David Stalker, the
FIA’s executive
director, reports
on the recent
FIA FLAME
Conference

T

he FIA FLAME Conference is still
the new kid on the block, having
just completed its second year.
It’s an event entirely run by the FIA,
with a focused purpose of educating,
inspiring and celebrating the industry.
It’s the FIA team manning the phones
in the weeks and months leading up
to the event (alongside their usual
roles in working with government,
supporting our members and delivering
programmes and campaigns), greeting
our guests at the door on the day and
showing them the way to do it on the
dance ﬂoor in the evening.
What made this year’s event special
for me was that it marked almost a full
year in post as FIA executive director.
In that time, we’ve had much to
contend with, not least a rocky
economy and a change in government.
It pleases me no end to say that this
event marked a major moment. All of
the feedback we’ve received showed
that the FIA is increasingly relevant to its
members and has its finger on the pulse

The FIA FLAME Conference grew
by 200 delegates, to 650, this year
18

of the industry. There’s no surprise in
that: it’s a result of listening intently to
what the industry wants and its thoughts
on where we should be going.
That has been the primary purpose of
the FIA TwentyTen Commission, which
was launched for consultation with the
industry at the FLAME Conference,
and which is also playing a key role in
marking the FIA’s 20 years of service as
the industry’s trade body.
Many of my key takeaways from the
conference relate directly back to what
we have found through the TwentyTen
Commission process and clearly point
towards the challenges ahead.

medical representation
It was fantastic to have such a
strong medical representation at
the FLAME Conference.
You have to be a fairly passionless
individual not to be inspired by the
FIA’s own chief medical ofﬁcer, Dr John
Searle. Forced to retire as a consultant
within the NHS due to the crippling
effects of rheumatoid arthritis, Dr
Searle used exercise as his route back
to mobility. Anyone who attended his
session would have been clear about the
opportunities and challenges posed by
the use of exercise in the treatment and
management of chronic conditions.
I’m particularly struck by the
opportunities presented by the ageing
society. The European Commission has
stated that by 2060, across Europe, the
ageing demographic proﬁle is going to
lead to related expenditure (healthcare,
social care, pensions) rising by 4.75 per
cent of Gross Domestic Product (GDP).
In the UK, this equates to an extra
£65.2bn of public spending every year
– and this is on top of the £50bn that
needs to be found to manage lifestylerelated conditions linked to obesity.
This was a message reinforced by Dr
Charlie Foster of Oxford University,
who joined Searle for his session. Dr
Foster was clear that the reforms to
the public health system over the next
few years mark a major opportunity
for the industry, as long as it’s able
to organise itself and provide the
evidence-based solutions that are
needed by the health sector.
This was a poignant and timely
reinforcement of the ﬁndings of the
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TwentyTen Commission and the ‘Exercise
as Medicine’ project led by Dr Searle.

forging partnerships
We also welcomed some key FIA
partners to the conference. Thomas
Godfrey, commercial director of Sport
England, talked about the opportunities
presented by harnessing the power of
technology to get more people active.
Godfrey highlighted the work that Sport
England has done to build partnerships
with Facebook and google, a project that
holds much promise for the sector.
However, it’s my conviction that we
need to do a little bit of work first, as
a sector, to get into a position to take
advantage of these types of partnership.
We have to ensure that we’re making
the best use of our existing technology,
in sites across the country. We then
have to make booking and using our
services more accessible, publishing
information and opportunities to
purchase online. Only then will
we be in a position to harness the
aforementioned opportunities
presented by Facebook and google,
as well as other affiliates, to drive
additional usage and revenue.
There’s no secret in this: other
sectors such as hospitality, travel
and gambling have already made
great strides in this area.
Online gambling is one of the
fastest-growing sectors of online
activity. In 2008, the UK online
gambling market was worth £2.5bn.
KPMG estimates that this will increase
by some 42 per cent by 2012, bringing
the UK market to £3.55bn and the
global market above £20bn. The latest
Gambling Commission report suggests
that there are almost four million
online gamblers in the UK – a 10-fold
increase in just five years.
Meanwhile, in 2008, online bookings
were responsible for more than half
of all UK holidays booked. In fact, the
UK online travel market is so large
that it accounted for over a third of all
European online bookings in 2008.
In the same year, the online travel
market was estimated by JP Morgan
to be worth almost £15bn a year, with
annual increases of almost 20 per cent
year-on-year since 2000. An indication
of the huge size of the market is the
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The conference offered many seminars, including how to put a name to a face

fact that 10 per cent of all of google’s
revenue in 2009 came from travelrelated search queries.
The fact that our industry has yet to
make real progress in this field presents
a major opportunity in the years ahead.
This issue, among many others,
is covered in depth in the Data and
Research work-package under the
TwentyTen Commission. This will
form a key part of the FIA’s role as an
organisation going forwards, supporting
members to make progress in this area.

getting inspired
However, while the strategic challenges
and opportunities facing the industry
featured high on the agenda of the
conference, it was equally important
that delegates were able to take things
away to implement in their business
immediately. In this respect, there was
no shortage of inspiration.
For example, like most people of my
generation, my memory is starting to
fade, which is why I particularly enjoyed
Bob Gray’s session – opening up the
conference – which provided some
tried and tested techniques to stop
that painfully embarrassing feeling of
experiencing a mental blank (in terms of
a name) when presented with a face that
I really, really should know!
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We also had fantastic reports from
the session run by Phil Dourado on
developing leaders at every level. He
had a fantastic story about President
Kennedy touring NASA headquarters.
Kennedy stopped to talk to a man with
a mop. “And what do you do?” asked
the president. “I’m helping to put a man
on the moon, sir,” replied the cleaner.
Inspiring passion and commitment from
our whole workforce, supporting them
to understand our industry’s wider value
and importance, is crucial in the years
ahead and another key theme of the
TwentyTen Commission as we look to
up-skill our sector’s workforce.
Overall, the event was of relevance to
a broad audience of professionals in our
industry. With four concurrent sessions
going on throughout the day, there was
something for everyone to take home
with them. Our event grew by over
200 delegates this year to 650 people.
We’re proud of that, but we’re not
resting there. We believe the event will
grow once more next year and that the
FLAME Conference is here to stay as a
major part of our industry’s calendar.
We couldn’t do it without our
sponsors and we thank them all for
their continued support. We also thank
every one of the 650 delegates who
supported the event on the day.

See it.

people

news
new gm for énergie middle east

Brian Leonard: sporta CEO

sporta role for
dcms director
The Sports & Recreation Trusts
Association (sporta) has appointed
Brian Leonard, a former lead policy
director for the Department for
Culture, Media and Sport (DCMS),
as its new chief executive.
As part of his role, Leonard will
present and pursue a strategic view
of sporta’s opportunities as he
heads up the organisation’s day-today operations, as well as leading
negotiations with government
departments and other stakeholders.
He spent 10 years as a senior civil
servant at the DCMS and was lead
policy director across a number of
areas, including tourism and leisure.
During recent years he led policy
on, among others, the Licensing Act
and the Millennium programme.

The énergie Group has appointed
Nathan Gardiner as its new general
manager for the Middle East.
Gardiner will relocate from his
Dubai-based position with Fitness First
and join the énergie team in Doha,
Qatar, where énergie is currently
planning to open a number of clubs.
He will be responsible for the dayto-day running of the énergie club near
Doha airport, as well as for driving up
membership numbers.
After starting his career in 2001 at
Fitness Exchange, Gardiner moved to
a managerial position with LivingWell
Health Clubs. He was then appointed
general manager of the Dragons Health
Club in Middlesex and went on to
manage an LA Fitness facility following
the buyout of the Dragons chain.
He then moved to Dubai to work for
Fitness First Middle East, where he was

Nathan Gardiner takes on new role
tasked with overseeing a new opening as
well as managing the largest Fitness First
club in the group –and the only Fitness
First Platinum facility in Dubai.

pure gym adds to sales team
Budget club operator Pure Gym has
appointed Alaine McNamee as group
sales and marketing manager to support
the expansion plans of the business.
As part of her role, McNamee will
be tasked with maximising online
income streams and working closely
with the senior management team to
deliver the overall corporate strategy
for the growing business.
She joins the company from West
Ham United Football Club, where she
was partnerships manager, responsible

for creating commercial opportunities
to increase revenue streams. She has
also worked for Esporta Health Clubs.
McNamee says: “I have worked
in the leisure industry for many
years and am excited to be part of
an ambitious company. I’m looking
forward to playing an active role for
Pure Gym, which has a compelling
offering in the sector.”
The company has conﬁrmed plans to
open 24 new sites across the UK over
the next two years,

in brief...
new trustees for
abbeycroft leisure
Leisure trust Abbeycroft Leisure has
appointed Selina Austin and Sally
Hogg as trustees to its board.
Austin, a brand manager with more
than 10 years’ marketing experience,
is currently a partner at creative
agency The Design Ofﬁce.
Hogg is head of health
improvement partnerships with
NHS Suffolk and has been credited
with being one of the driving forces
behind Healthy Ambitions Suffolk,
an initiative to make Suffolk the UK’s
healthiest county by 2028.
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promotions at precor
Precor has announced the promotions
of two of its sales team. Steve Shaw,
who has been with Precor for three
years and was responsible for group
accounts, has been promoted to
senior group account manager to head
up key accounts, as well as deﬁning
new business opportunities. He will
take on the responsibilities from Tom
Fairey, who has left the company to
set up his own business.
The vacancy left by Shaw will be
ﬁlled by Jo Headington, who has been
promoted to the position from her
previous role in regional sales.
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chris clawson appointed
president of life ﬁtness
Brunswick, the company which owns
the Life Fitness and Hammer Strength
brands, has appointed Chris Clawson
as the new president of Life Fitness.
Clawson returns to Life Fitness
following a four-year stint as the
president and CEO of Johnson Health
Tech North America, the manufacturer
of Matrix Fitness equipment.
Clawson replaces John Stransky,
who left Life Fitness in April. Clawson’s
former roles also include the vice
presidency of marketing and business
development for Stamina Products.

september 2010 © cybertrek 2010

news and jobs updated daily on

www.healthclubmanagement.co.uk
edited by tom walker. email: tomwalker@leisuremedia.com

PEOPLE PROFILE

annie redelinghuys
Despite being a relative newcomer to the
industry, the Curves franchisee is already
making waves. She was awarded the FIA’s
Future of FLAME Award earlier this year

How many years have you worked
in the health and ﬁtness sector?
Three and half years.

What was your motivation
to get into ﬁtness?
I’ve always been conscious about health
and working with communities; Curves
gave me the opportunity to do both.

How did you end up being a
franchisee at Curves?
I was taking care of a friend in hospital
when her sister came to visit from
America and gave me a Diane (Curves)
Magazine. I was amazed at the way they
were helping women throughout the
world and wanted to be part of it.

hope this will set a standard that will
encourage more women from different
backgrounds, and ultimately their
families, to get healthier and ﬁtter.

What gave you the edge?
It’s not about having an edge. I simply
think the focus of my project – working
with hard to reach groups – resonated
with all the people who voted for me.

Do you plan to use the award for
marketing your club?
The award is proof that there’s a way
we can help strengthen women in
the community to achieve their true
potential. It’s not simply a marketing tool
but evidence that what many thought
was impossible is, in fact, possible.

Describe your typical day
There’s no typical day at Curves Gravesend
– we do whatever the members need most.
However, the club opens at 8.30am and
we spend most of our time encouraging
our members on the circuit. Our aim is
to motivate members in a variety aspects
of their lives, so we also run various
women’s networking groups and offer
motivational talks through Business Link.

What drives you?

What does winning the Future of
FLAME award mean to you?

I don’t believe it’s the weakness of the
ﬁtness industry – more the weakness of
the health industry and government for
not giving the ﬁtness industry enough
attention, not referring more people, not
encouraging more people to take care of
their health, not focusing on prevention
as an alternative to treating illness.

Apart from the great honour and
appreciation for being recognised, I

Meeting someone, knowing that
they need support, and then seeing
them blossom and gain conﬁdence.
That may be through weight loss,
overcoming depression or just
socialising with members in the club.

What’s the number one weakness
in the ﬁtness industry?

What’s your favourite life motto
I believe that anything worth doing is
worth doing well!

Redelinghuys receives her award
september 2010 © cybertrek 2010

If you have any stories for inclusion,
please email them to us at
newsdesk@leisuremedia.com
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could you and
your facility use

a bit more
muscle?

LEISURE INDUSTRY WEEK 21
21-23
23 September 2010
10 · N
NEC
EC Birmingham
Health & Fitness at LIW ensures you won’t get caught ﬂat-footed in the current economic
climate with a range of inspiring new ideas to keep your business on the front line.
As one of the largest sectors within LIW, this area will feature new exhibitors including:
Private independent gyms & Health clubs • Multiple gym & health club operators • Amateur and professional
sports clubs • Local authority leisure centres • Local authority trusts and management contractors • Primary care
trusts • Physios/sport science and medical specialists • Schools, colleges and universities • Architects and building
contractors • Personal trainers and ﬁtness instructors • Corporate wellbeing advisors • Hotels and spas • Golf &
country clubs • Armed forces & ﬁre services

Register for FREE entry to LIW 2010 today at www.liw.co.uk/register
(and avoid the £30 onsite admission fee)
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worldwide event listings for leisure professionals

Experience IT.

23–26 ❘ Inner IDEA Conference
Venue Palm Springs, California, US
Summary
Inner IDEA’s mission is to “inspire the
world to wellness through body, mind
and spirit”. The Inner IDEA Conference
offers demonstrations with a strong
focus on education.
Tel +1 858 535 8979
Web www.inneridea.com

23–26 ❘ SIBEC North America

The Health+Fitness Business Expo
will be held in Las Vegas

SEPTEMBER
21 ❘ LPF Seminar
Venue DKA Associates offices, London
Summary
This seminar will review the
opportunities and prospects for cooperation between the healthcare
sector and the health and fitness
industry. It will particularly concentrate
on government health policies, medical
treatment and social attitudes.
Tel +44 (0)1462 471932
Web www.leisurepropertyforum.org

21–23 ❘ Leisure Industry Week
Venue NEC, Birmingham, UK
Summary
LIW is the UK’s largest leisure
event, attracting thousands of
leisure professionals and more than
350 industry suppliers. The show is
now sub-divided into seven sectors:
Health & Fitness, Pool & Spa,
Attractions Expo, Licensed Business
Show, Eat & Drink, Leisure Facilities
and The Sport Show.
Tel +44 (0)20 7955 3969
Web www.liw.co.uk

Venue Braselton, Atlanta, US
Summary
SIBEC North America is a meeting
and networking forum for leading club
owners and operators in the US – CEOs
and COOs of health, recreation, sports
and ﬁtness organisations – to meet oneto-one with key suppliers.
Tel +1 603 529 0077
Web www.mcleaneventsinternational.com

OCTOBER
6–8 ❘ European
Fitness Summit
Venue Barcelona, Spain
Summary
One-to-one meeting forum for top
decision-makers in the ﬁtness, wellness
and health industry to discuss business
with the sector’s key suppliers.
Tel +49 211 90 191 204
Web www.european-fitness-summit.com

18–21 ❘ IHRSA
European Congress
Venue Princesa Soﬁa Hotel,
Barcelona, Spain
Summary
Featuring presentations and keynote
speeches from business leaders, both
from within and outside of the health
and ﬁtness industry. Delegates will also
have ample opportunity to network.
Tel +1 617 951 0055
Web www.ihrsa.org

22–23 ❘ Health+Fitness
Business Expo & Conference
Venue Sands Convention Center,
Las Vegas, US
Summary
Manufacturers, suppliers, retailers,
buyers, press and industry
professionals come together to shape
the future of the fitness sector at this
trade expo and conference.
Tel +1 949 226 5712
Web www.healthandfitnessbiz.com

ClarityLive
Next Generation
Leisure Management
Software
ClarityLive is the new, fully integrated
software that takes customer
experience to a new level. It enables
you to connect and deliver the most
rewarding interactions possible,
encouraging customers to do more,
buy more and remain loyal. From core
leisure management tasks to bar and
food service, ClarityLive excels.

Experience ClarityLive now
+44 (0) 1732 525870
leisure@claritycommerce.com
www.claritycommerce.com

SIBEC’s North American meeting
will take place in Atlanta, Georgia

See us at:
september 2010 © cybertrek 2010
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Scientific Solutions For Fitness™

competitive edge
SEPT–NOV 2010

rowing for
help for heros
Concept2 and Help for Heroes
have joined forces in a campaign to
encourage people to get on rowing
machines and raise money for the
charity, which supports members
of the armed forces who have been
wounded in service. There are a
number of challenges outlined on
Concept2’s website and there’s also
a section where you can log your
distances and money raised. The ﬁnale
will take place on 21 November at the
British Indoor Rowing Championships.
Details: www.concept2.co.uk

Concept2 and Help for Heroes
have joined forces to raise money

7 & 27–28 NOV 2010

2010 puma
hellrunner series

The Bog of Doom claims a victim!

Online entries are now open for
the Puma HellRunner races held in
Cheshire and Hampshire on 7 and
27–28 November respectively. The 10to 12-mile courses include challenging
off-road routes which comprise tough,
twisting trails and the infamous Hills of
Hell and Bog of Doom. Online entry
for the event costs £25.
Details: www.hellrunner.co.uk

resolution 15k

september 2010 © cybertrek 2010

SCIFIT is an Inclusive Fitness
Research Associate and with a
number of its cardio machines
IFI accredited at Stage 2
making them one of the leading
suppliers of inclusive fitness
equipment.
The SCIFIT range offers a
complete cardio and strength
solution when inclusive
fitness exercise for all is
paramount. Key models can
also sit alongside your existing
traditional cardio and strength
machines to meet your IFI
commitments and open your
facility to new markets.

14 & 21 NOV 2010
Want to go a step beyond a 10k, but
not quite ready for a half marathon?
The Stroke Association’s Resolution 15k
could be the answer. There are two 15km
runs in London: one in Regent’s Park and
one in Richmond Park, on 14 and 21
November respectively. The runs are the
ﬁnal distance in the charity’s Resolution
2010 series, which has included a 5km
in Battersea Park and 10km in Finsbury
Park. The series was introduced last year
and has been designed to encourage
people to keep ﬁt and stay motivated
beyond their New Year’s promise. The
entry fee is only £15 and there’s no
minimum sponsorship requirement.
Details: www.stroke.org.uk

Include all,
achieve more

SCIFIT Ltd UK
Tel 01344 300022
Email info@scifit.uk.com
London will host two 15km runs

www.SCIFIT.UK.com
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TALKBACK

KATH HUDSON s JOURNALIST s HEALTH CLUB MANAGEMENT

everyone’s talking about . . .

a medical approach
It’s taking a long time, but the day might be coming when the healthcare sector
reaches out to the fitness industry. Is this the right path for all operators?

I

t’s a widely held opinion that,
at least based on current
population trends and
predictions, the healthcare
organisations as we know them today
will be unable to meet the demands
placed on them in the future – the
demands of an ageing and increasingly
obese population – and our health
systems will become unsustainable.
The time is ripe, it seems, for change:
the NHS can’t cope with the problems
being caused by obesity, stress and
an ageing population, and the ﬁtness
industry has some of the answers. The
FIA is already on a big drive to work
with PCTs and the NHS to deliver

genuine preventative healthcare, which
would mean real growth for the sector
and open up a whole new market.
And yet the NHS still isn’t proactively
knocking on the door, which for some
is a source of great frustration.
But is a medicalised approach to
ﬁtness even the right direction for our
whole sector to be going in? It certainly
isn’t a decision clubs should take lightly.
Becoming a ‘wellness provider’ would
mean dealing with people with fragile
health, with all the ﬁrst aid support that
entails. Staff would need to be highly
skilled and some specialist equipment
would be needed. Might this change the
club environment from being buzzy and

dynamic to feeling overly serious and
even off-putting to existing members?
On the ﬂip side, reaching out to
this market could be rewarding for
the industry, not only by tapping into
a new market but also by giving staff
the opportunity to save lives and help
people who would never otherwise
have found their way into a health
club. This work would be a satisfying
challenge for most ﬁtness professionals.
So what should clubs do? Carry on
as they are, mainly appealing to those
who join for ﬁtness reasons? Or
embark on a difﬁcult journey into
becoming a wellness provider? We ask
our panel of experts for their thoughts.

IS MEDICAL FITNESS THE WAY FORWARD? EMAIL US: HEALTHCLUB@LEISUREMEDIA.COM

georgina jupp

john searle

CK ACADEMY s MANAGING DIRECTOR

FITNESS INDUSTRY ASSOCIATION s CHIEF MEDICAL OFFICER

think it’s absolutely critical for the
future of our sector to tap into the
medical fitness market. We still have a
model that appeals mainly to the fit, or at
least fitter; there’s tremendous potential
for us to address the current health
inequality issues and enjoy an immensely
satisfying and rewarding business.
However, before moving in this
direction, operators need to make clear strategic decisions,
based on what will be required of their businesses as providers of
wellness, and assessing whether the current model suits them. To
enter this emerging market requires the presentation of a clear
and appealing message, dedicated staff with appropriate levels of
expertise, the ability to persevere as we build relationships with
the healthcare sector, and the use of existing research.
Our sector must now work together to present a coherent
message and change the outdated perceptions which many
in the healthcare sector have of our abilities and facilities.
Unprecedented sharing of knowledge and mutual support is
needed. Our experience points to an ongoing reluctance within
the healthcare sector to change, so it will be a long, hard slog,
but the NHS has no choice but to work with us. Eventually.

xercise is the best medicine for
a long and healthy life, so why
wouldn’t the fitness sector want to engage
with the health service – and vice versa?
We have an opportunity to make
a major impact on the health of the
nation, but we have great commercial
opportunity too, working with people
heading for serious disease as well as
those with established medical conditions. If the coalition
government’s health reforms come to fruition – with GPs, not
PCTs, responsible for commissioning – the process of getting to
these people will be made easier. But clubs will need to develop
good relationships with GPs, practice nurses and physios.
I don’t think clubs becoming more medical in their focus
would detrimentally affect the workout environment,
but facilities would have to be friendly and welcoming to
the older member, with good front of house reception,
instructors on the gym floor who are able to support these
members, and good facilities for socialising. This is an exciting
opportunity; our clubs are far removed from the clinical
atmosphere of the GP surgery or the hospital clinic, which
will encourage people to come to us for these services.

“I

”
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The UK’s ageing population is placing a strain on the NHS. Can the ﬁtness sector step in to deliver preventative healthcare?

dr hugh bethell

holm hofmann

BASINGSTOKE AND ALTON CARDIAC REHAB CENTRE s FOUNDER

MILON s BUSINESS DEVELOPMENT UK

“P

ROVIDERS OF ILLNESS SERVICES
AND PROVIDERS OF EXERCISE
FACILITIES SHOULD DEFINITELY JOIN TOGETHER
The Basingstoke and Alton Cardiac
2EHABILITATION #ENTRE IS AN EXAMPLE
OF THIS TYPE OF PARTNERSHIP 7EVE
been working with people with heart
problems since 1976, starting out in
a sports centre and moving to our
OWN FACILITY IN  /UR PATIENTS COME TO US FROM THE LOCAL
hospital: everyone in the Basingstoke area who has a coronary
revascularisation is given the opportunity to enter our
PROGRAMME )N ADDITION WE ACCEPT DIRECT REFERRALS FROM '0S
%VERY HOSPITAL IN THE 5+ NOW OFFERS EXERCISE BASED REHAB
TO ITS HEART ATTACK AND BYPASS GRAFT PATIENTS !FTER WHATS
OFTEN A RATHER BRIEF PERIOD OF GRADED EXERCISE THESE PATIENTS
NEED FOLLOW ON EXERCISE AND SOME EDUCATION WHICH COULD BE
PROVIDED BY HEALTH CLUBS )NDEED ) THINK THESE PEOPLE SHOULD BE
EXERCISING IN MAINSTREAM HEALTH CLUBS AND NOT CORRALLED TOGETHER
TO EXERCISE IN A SPECIAL CORONARY GROUP ) SEE NO REASON WHY THIS
SHOULD HAVE ANY NEGATIVE IMPACT ON OTHER MEMBERS 4HE ONLY
caveat is that instructors must be well trained, with the British
!SSOCIATION FOR #ARDIAC 2EHABILITATION QUALIFICATION

”
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“I

F A FITNESS BUSINESS PROVIDES MORE
THAN A PURE LIFESTYLE SERVICE IT CAN
ATTRACT A DIFFERENT CUSTOMER SEGMENT
AND BOOST RETENTION &OR EXAMPLE BACK
rehabilitation and weight management
PROGRAMMES HAVE CLEARLY DEFINED TARGETS
AND OUTCOMES AND ARE MUCH NEEDED
)F THE INDUSTRY WANTS TO BE TAKEN
seriously by the government, it needs to
FURTHER DEVELOP RELATIONSHIPS ON A MICRO LEVEL BY ENGAGING WITH
THE LOCAL MEDICAL FRATERNITY #LUBS NEED TO MAKE CLEVER USE OF
TECHNOLOGY TO PROVIDE DATA FOR HEALTH INSURERS AND '0S
4HERE ARE FORWARD THINKING CLUBS IN THE 5+ WHICH HAVE
already embarked on the path to growth by engaging with the
MEDICAL COMMUNITY AND OFFERING HIGH QUALITY REHABILITATION
AND PREVENTATIVE PROGRAMMES BUT WE CAN ALSO LEARN FROM THE
FITNESS SECTOR IN %UROPE /FFERING HIGH QUALITY MEDICAL SERVICES
REQUIRES HIGHLY QUALIFIED STAFF AND SOME CLUBS IN %UROPE NOW
EMPLOY PHYSIOS INSTEAD OF FITNESS INSTRUCTORS -EMBERS AT THESE
CLUBS HAPPILY COMMIT TO TWO YEAR CONTRACTS AND PAY PREMIUM
PRICES AND ANNUAL ATTRITION CAN BE AS LOW AS  PER CENT 4HESE
CLUBS HAVE PAID ATTENTION TO DESIGN AND LAYOUT SO PEOPLE FEEL
COMFORTABLE n NOT LIKE THEYRE VISITING A HOSPITAL OR A '0

”
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STEVE LEWIS
JON WILLIAMS
The owner and general manager of The Marlow Club talk to
Kate Cracknell about building a business by thinking differently

“T

he secret to a successful
health club,” says Steve
Lewis, owner of the RFL
Group, “is growing your
core membership.” To illustrate his
point, he grabs my notepad and pen and
starts drawing – a large circle with, at
its centre, a very small circle. “That’s
your core membership,” he explains,
pointing to the small circle. “They’re
the people who’ll never leave you.
“You’ll always have some people –
people who sit at the outer edge of this
larger circle – who see the club simply as
a facility. There’s little you can do to build
greater loyalty in these people. Instead,
you should focus on identifying potential
core members and channel your energy
into building loyalty among this group.”
Lewis’ comments draw on over 30 years’
experience in the industry. Formerly a
semi-professional squash coach, he moved
into health club operations with Wates
Leisure, where he was involved in its
transition from unproﬁtable squash clubs

to fully-ﬂedged health and ﬁtness facilities
under the Pinnacle Leisure Group brand.
These clubs were sold, after his departure,
to Cannons for an estimated £80m.
In 1993, he left Pinnacle to create the
Axis Health and Fitness Group, a start-up
which he grew to four clubs, and which
was sold to Crown Sports in 2001 for
just under £15m. “Looking back on it now,
it was ridiculously successful: the ﬁrst
club was proﬁtable by the ﬁfth month of
trading and we had 1,800 members within
a year,” says Lewis. “Back then, those
sorts of results were possible without
even being that good. Nowadays it’s
much harder. You have to keep evolving
and learning to do things differently, to
do things better, in order to set yourself
apart from the ever-growing competition.”

never-ending improvement
In 2001, Lewis established a new
company, RFL Ltd, under the umbrella
of which he took over the Oasis Health
Club in Marlow in 2003 – since

extended, including a new pool, and
rebranded The Marlow Club. A
privately-owned company with around
42 shareholders, many of whom had also
been shareholders in the Axis Group,
RFL now owns three clubs: The Marlow
Club and The Windsor Club, as well as a
site in Mill Hill, north London, which,
says Lewis, “has potential – we’ve been
frustrated in our plans for the site so far,
but we’re still hopeful for both its
near- and long-term future”. RFL is also
involved in The Thames Club, in Staines,
on a management contract basis.
“I don’t have huge expansion plans,”
Lewis continues. “We might add a
club from time to time, but only if it’s
a site with what we consider to be
unique qualities. I’m certainly not in an
acquisitive frame of mind: essentially I
want the company to stay small and for
our investment to go into our existing
clubs. We have a philosophy of constant,
never-ending improvement, caring for
our facilities on a daily basis.
“We had to look at cost-cutting at The
Marlow Club to get it ﬁnancially back
on-track when we took it over, but
since then it’s been about innovation,
improving the product every day,
investing in our staff and building a local
reputation based on integrity. There’s
no area we aren’t prepared to look at,
to continually try and do things better.”
Indeed, when I visited The Marlow
Club in July, there was a large amount of
construction work going on: a revamp
to the main studio, new ﬂooring going in

The gym includes kit from
a number of suppliers:
Technogym, Life Fitness,
Precor, gym80 and milon
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When RFL acquired
The Marlow Club, it
undertook a significant
extension project,
including a new pool
september 2010 © cybertrek 2010
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Members at Marlow pay an additional £6 a month to use the milon circuit

throughout the club, and a new baby scan
room being built (of which more later).
There are also imminent plans to build
three more therapy rooms, taking the
total to eight, and to refurbish the group
cycling studio – further evidence of a
consistent schedule of capital investment.

innovation & differentiation
Jon Williams, general manager of The
Marlow Club – who was also at the club
under its previous ownership – continues:
“Everything in the industry nowadays is
the same: everything’s about price,
discounting, special offers. But in fact
what people want is quality of service and
results, and I think we’re getting
consistently better at delivering that.
“The key thing at our club is that
we’re always changing, always ﬁnding
something new. I want this to be a place
where people can get near enough any
service. It’s not just a gym – it’s a club.
For me, it’s not enough to learn from
other ﬁtness facilities; I think we need
to learn from other industries too.
“As a single site operator, you have
a great opportunity to create a totally
unique offering – one that changes the
client mentality in terms of what they
want and expect from their club. I don’t
want anyone to walk out of here and join
another club and feel it’s the same. We’ll
ﬁnd a way, with new ideas, to ensure
people don’t want to leave us, because
no matter where they go they know

they’re never going to get the same
service, the same equipment, the same
ongoing improvement as they do here.”
Lewis agrees: “For me, the
consolidation of the industry over
recent years has been inevitable but,
at the same time, has potentially played
into the hands of the independents: the
greater the consolidation, the more
commonalities and the less groundbreaking the message. That allows us
to be innovative, direct, quick on our
feet. It’s never been as easy for us to
differentiate ourselves, and I think it will
get easier still. That doesn’t mean we
can get complacent, but it does mean
the opportunity’s there for us to be
very special in people’s eyes.”
Certainly, although Lewis claims not
to be interested in being the ﬁrst to
do something – “I’ve generally said ‘no,
we’ll let you do it ﬁrst and then, if it
works, we’ll copy you’,” he says, honestly
– beneath its comfortable, stable
atmosphere, The Marlow Club is pushing
forward with a raft of innovations that
are setting it apart from the crowd.
In July 2009, the club installed a
milon circuit – the ﬁrst in the UK. Use
of the circuit costs £6 a month on
top of the monthly membership fee of
£45-£76. One year on from its launch,
when I visited the club, there were 569
members paying for milon, with a further
28 on their free month’s trial. During this
time, the club monitors each member

“INDUSTRY CONSOLIDATION PROVIDES
AN OPPORTUNITY FOR INDEPENDENTS
TO DIFFERENTIATE THEMSELVES”
30
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The café is seen as a crucial
service, encouraging members to
view their club as ‘a place to be’

to make sure they’re using the circuit; if
they are, Williams says the results will
speak for themselves and ensure the
member goes on to sign up for milon.
“But when it comes to creating
secondary revenue channels, I believe
you can only do it for something that’s
genuinely unique and special,” Williams
adds. “If you’re trying to charge members
for something they should be getting for
free, that’s when it goes very wrong.”
That rationale also applies to another
UK ﬁrst, launched at the club on 1
July 2010: Aquarino, an innovative
electrolyte drink system from Germany.
The machine – which works using
ﬁngerprint access – offers a choice of
ﬂavours, fewer calories than other lowcal electrolyte drinks, and high levels of
hygiene thanks to a computer ﬁltration
system. It also works out cheaper than
other bottled brands: members pay a
£3.99 activation fee, which includes their
own reﬁllable bottle and a ﬁngerprint
scan, and then just £1.50 a week for the
drink itself. An impressive 91 members
had already signed up in week one.
So what about the baby scan room?
Is that not a leap too far for a club
with no recognised medical heritage?
“We choose all our therapists very
carefully,” says Lewis. “They’re not
employed by us, but rather are all local
therapists of high regard to whom we
rent out space. They bring their client
bases to us – people who may then
join our club – but they’re also able
september 2010 © cybertrek 2010

to generate business from among our
existing 2,600 members.
“Equally importantly, because they
already have that local reputation, having
them operate from our club helps build
our reputation and credibility.”
Williams adds: “With the baby scan,
we were approached by the company to
ask if they could operate from our club.
Marlow’s a baby-booming town and the
company’s business is growing rapidly
– not just baby scans but also other
ultrasounds such as tests for cancer,
ovarian cysts and so on. So we’re building
them a new area with its own waiting
room to meet the demand. People seem
to like coming to a health club for this
sort of service – it’s a lot more relaxed
than walking into a hospital.”

growing the core
And this is where we come back to
Lewis’ initial comments about growing a
club’s core membership. In developing
your offering, he says, you have to
identify the precise thing – what he calls
a ‘hot button’ – that hooks each
member in to becoming one of the
club’s steadfast core. So what
constitutes a hot button? Lewis explains:
“It could be anything – the baby scans,
the beauty treatments, the café, the
squash courts, the quiz nights, the
crèche, the weight loss programme. You
try things out and see what works –
what it is that will make each individual
member say: ‘This is the place to be’.”
september 2010 © cybertrek 2010

“IF YOU’RE LOOKING FOR OPPORTUNITIES
FOR THE SECTOR GOING FORWARD, THE KEY
OPPORTUNITY HAS TO BE RETENTION”
But, however forward-thinking
the innovations at The Marlow Club,
Williams is clear that the club’s main
USP is its friendliness. Lewis agrees:
“How can clubs improve retention? It’s
very difﬁcult because it’s everything that
happens – reputation, integrity, results,
the welcome at the club. It’s all of the
things that make people want to go to a
particular place and it has to permeate
everything you do, every single day.
“But most crucial of all is friendship –
between members, and between staff
and members. People will leave clubs,
but they won’t leave their friends.
“And I think we’re getting better all the
time. I think, compared to most clubs,
we’re probably very good. But compared
to our aspirations we’re only OK – we
still have a long way to go to be as good
as we need and want to be. There are
still too many members in that outer
circle: people who don’t know us and we
don’t know them. But I reckon our core
is now over 1,000 – over 1,000 members
who just won’t leave – whereas I’d
imagine a lot of clubs have only 100 or so.
“And of course our retention rates
have improved as a result: over the
course of last year, attrition dropped

by 9 per cent. At the start of 2009, we
had 2,200 members, so that 9 per cent
represents an additional 200 members
who stayed with us. And by the end of
the year, we’d grown to 2,400 members.
If we hadn’t improved our retention
rates – if we’d lost those 200 members –
sales would only have matched attrition
and we’d still have had 2,200 members.
No growth. There’d have been a lot
less conﬁdence in the business, and
£100,000 less in membership fees going
straight to the bottom line.
“Everyone talks about retention, of
course, but almost no-one is any good at
it. And the reason no-one’s any good at
it is because it’s really difﬁcult. You can’t
just put in a computerised system that
suddenly makes retention better. There
are things that can help, but essentially
it’s anything and everything you do,
every day of the week, right across your
whole business. So it’s really hard. But
I genuinely believe, if you’re trying to
identify the opportunities for the ﬁtness
industry going forward, that the key
opportunity really is retention.”
kate cracknell
healthclub@leisuremedia.com
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ﬁtness
testing

testing, testing
Kate Cracknell explores the ways in which health clubs assess their members’ exercise needs

E

xercise prescription. It’s
a vital part of keeping
members engaged and
motivated – the creation
of workout programmes designed
specifically to get them the results
they want. And yet, so often,
members aren’t given programmes
at all: I myself have been told
before now that, if I want a new
programme, I have to pay for a
personal training session. And even
if a regularly refreshed programme
is part of the membership deal, so
often these seem to be generic
workouts – 20 minutes of cardio,
say, followed by three sets of 10
reps on a handful of machines.
So how can clubs do better in
this key area? I visited a selection
of sites to understand how different
operators assess their members’
ﬁtness needs and, crucially, how
they translate this information into
a workout programme. In this, the
ﬁrst of a two-part series, we review
the assessments offered by Nufﬁeld
Health and independent Londonbased operator Lifesmart (see also
HCM March 10, p40).

NUFFIELD HEALTH
health mot – cannon street club
ASSESSOR: matthew moulton, senior wellbeing advisor

THE ASSESSMENT: Included in the
price of membership at Nufﬁeld Health
is a Health MOT and corresponding
workout programme. New members
can have a follow-up MOT after three
months; if they’ve reached their targets,
or simply maintained their status quo if
this was already good, they’re rewarded
with a choice of two free personal training
sessions, a month’s free membership, or
£75-worth of spa treatments.
The 60-minute MOT – delivered in a
dedicated room by a senior wellbeing
advisor – measures BMI, hip-waist
ratio, resting heart rate, cholesterol
and sugar levels (through pin-prick,
on-the-spot blood tests) and blood
pressure. It also, “very accurately”
according to my wellbeing advisor Matt
Moulton, calculates aerobic ﬁtness
(VO2 max) while you’re lying down
through a combination of heart rate,
heart rate variability at rest, selfassessed physical activity levels and body
structure relating to height, weight and
age – nice to be able to include this test

Nuffield’s 60-minute MOT is used to create a personalised workout programme
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unobtrusively, within the assessment
room, without having to pound on a
treadmill. There’s also a discussion of
lifestyle, hydration, alcohol intake, sleep
quality and any existing injuries.
Each area is assessed for a very
speciﬁc reason – from the need for
lower impact exercises for those with
a high BMI, to avoiding weights over
the head among those with high blood
pressure, to the correlation between
blood glucose levels and recommended
heart rate – with a view to the creation
of a tailored exercise programme.
All results are printed out at the end
of the assessment. This is a 13-page
report for the member to take away,
complete with an explanation of each
measurement and why it’s important, as
well as easy-to-understand comparison
tables so you know what your results
mean. These tables are colour-coded
(green for OK, amber for some
attention needed, red noting a problem
area) and clearly detail what constitutes
a good / average / poor result.
At the end, you’re also given a
coloured ﬂag for the overall assessment:
green meaning no contra-indications,
amber suggesting a need for modiﬁed
exercise or perhaps internal referral to
a nutritionist or a PT, and red indicating
a need for GP referral before exercise.
The whole assessment, as Moulton
explained, is based on four key pillars:
“Detect, prevent, proactive action and
recognition of limitations.”
Finally, your results are ranked against
those of all 60,000 (and counting) MOTs
conducted across the Nufﬁeld Health
estate so far, and you’re given a score out
of 100 to show how you fare compared
to others in your age and gender groups.
THE PROGRAMME: This felt much
more personalised than your average
programme. My MOT had ﬂagged no
problems, but there were points raised
during our discussions – particularly in
the area of musculoskeletal and medical
september 2010 © cybertrek 2010

A score out of 100 is given to show how you
compare to others in your age and gender groups

history – of relevance to programme
design, and Moulton picked up on these.
My programme included new exercises, all
of which targeted muscle groups I agree
should be focus areas for me. There was
no sense of a standard set of exercises
being rolled out, and it was also nice that
Moulton took the time to go through the
workout with me – not just a quick try
of each exercise, but the full programme,
so he could see how it worked and, if
necessary, offer alternative exercises.
september 2010 © cybertrek 2010

THE VERDICT: A thorough assessment, conducted very professionally –
explained in detail, but made easy to understand, with a good balance between
listening and telling and a workout programme that felt very tailored to me.
I found the health score a particularly interesting concept. I was in the top 30
per cent for my age and gender – good to know, and refreshing to ﬁnd a system
that recognises good performance as opposed to always demanding more of you.
But of course this also provided motivation by letting me know how much better
I could do… and now, with a programme tailored to address my speciﬁc areas for
improvement, I felt I had the tools to do something about it.
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The Lifesmart testing system observes posture,
breathing and diet as well as general fitness

LIFESMART
biomechanical assessment (paul chek)
ASSESSOR: brett sanders, personal trainer

THE ASSESSMENT: All members
at Lifesmart complete an extensive
questionnaire and consultation process
before any speciﬁc services are
recommended. I’d therefore provided
a good deal of information by the time
I did this biomechanical assessment
and the process was seamless, with all
relevant facts passed on to my assessor.
This was then discussed in detail,
going through my medical history and
explaining what we’d be doing.
The assessment was an unusual
experience, using implements that
wouldn’t have been out of place in
a school maths lesson – gadgets not
dissimilar to set squares and compasses.
However, it wasn’t awkward as it had
all been explained – simply intriguing,
and very different from any pre-exercise
testing I’ve experienced. Every part of
my body, every joint, was measured
for its range of movement compared
to normal parameters – but with no
discomfort, as the body was never
pushed to go further than it naturally
could. The process took two hours, with
12 pages of detailed measurements taken.
Even before I received the subsequent
programme, it was clear my assessor
34

had identiﬁed areas of weakness of
which I was already aware (tightness
in the upper back, excessive range
of movement in the lower back,
problematic left shoulder, hyper-mobility
in my hamstrings and so on), as well as
picking up on more besides.
THE PROGRAMME: The report and
programme, a bound copy of which was
given to me on a return visit to the club
a week later, began with a summary of
my posture, including any problem areas
– as well as, interestingly, observations
regarding breathing and diet that could
be impacting on my posture and my
general ability to exercise.
There were also general
recommendations which were
signiﬁcantly more holistic than might be
expected from a workout programme
– a key part of my initial programme
focused on breathing, both to relax
hyperactive muscles and to support
my adrenal system which (correctly, as
a subsequent test conﬁrmed) Sanders
suggested was under stress. An
impressive all-round analysis.
The resulting programme was very
speciﬁc, designed to strengthen the
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muscles that were too ﬂexible and work
on ﬂexibility in areas of tightness. I was
given an initial routine of stretching and
stability only – strength would come
later once a solid foundation of stability
had been built. The programme was pinpoint in its targeting of speciﬁc muscles/
muscle groups, consisting of six to
eight exercises each for stretching and
stability which honed in on developing
strength and ﬂexibility in my back,
stretching through my shoulders and
so on. So correct was it in identifying
my needs that I’ve since been to see an
osteopath about the same issues, to
speed the process along.

THE VERDICT: Highly
personalised and pinpointing
precise needs in the body, this was
a fascinating approach. Far from
being an either/or, this sort of
assessment could act as the perfect
complement to a more traditional
wellness check such as the Nufﬁeld
MOT. Members pay £275 for the
assessment and programme.
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testing

The Lifesmart system measures every joint’s
range of movement against normal parameters

“MAKE RESULTS EASY TO
DIGEST: MEMBERS WILL
ACCEPT YOUR ADVICE IF
THEY UNDERSTAND WHAT
THEY’RE BEING TOLD”

KEEPING IT REAL
As with the Nuffield MOT, making results easy for members to digest is an important consideration.
Don’t blind them with science: they’re much more likely to buy into your recommendations if they
understand what they’re being told.

s Showcased at the IHRSA European

Congress at the end of 2009, but not
yet available in the UK, is the Polar
BodyAge system – a computerised
ﬁtness assessment machine that
measures strength, ﬂexibility,
cardiovascular ﬁtness, body fat
percentage, blood pressure and total
body water. The results are presented
as an age; if that age is older than you
actually are, you have some work to do!
The InBody analyser is used by
a number of operators, including
Greens. Members simply stand on the
machine, their feet on metal plates
and holding metal arms, and small
electrical impulses are sent around the
body. An in-depth body composition
analysis – covering everything from
weight to body strength to the lean
balance across the body – takes just

s

30 seconds. Probably one of my
favourite measures, though, is the
basal metabolic rate. Members are
only human and will eat the wrong
things sometimes; telling them how
many calories their body burns on a
daily basis, without exercising, will at
least help them understand when they
need to get down the gym to burn off
the excesses of the weekend.
Movers & Shapers has a touchscreen kiosk at all its sites. Known as
The Lab, this quickly and unobtrusively
measures the member’s weight,
blood pressure, resting heart rate
and body fat percentage – it features
an inbuilt scale, infra-red fat sensor
and blood pressure cuff. The results
are presented using a simple trafﬁc
light system whereby green means ‘no
problem’, amber means just a few small

s

In the next issue, we’ll review the ﬁtness assessment process at Fitness First, as well as
looking at the V-Check machine, which is already being used in clubs across the Netherlands
36
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tweaks needed, and red ﬂags up an
area that needs addressing. Members
are re-measured every six weeks
to track progress, but can also test
themselves in the interim as the easyto-use Lab is set up to be self-service.
At the more technical end of
the scale is the Fitmate PRO from
ﬁtnessASSIST. Designed to measure
VO2 max and resting metabolic rate,
the idea is nevertheless to make
sport science testing accessible to
everyone. With this in mind, the
software package automatically
generates an exercise prescription
for the individual based on their
results, with an accompanying library
of exercises and diagrams that can
be used to educate the client. The
analyser can be hired out by health
clubs and personal trainers.

s

kate cracknell
healthclub@leisuremedia.com
september 2010 © cybertrek 2010
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branding

brand scheme of things
Branding is mostly
unsophisticated or
simply non-existent in
the health and fitness
industry, says brand
strategy expert Simon
Middleton. He explains
the huge potential for
companies that can leave
their mark on customers’
hearts and minds

I

n a competitive industry, building
a powerful and sustainable
brand is a vital strategy for
your business. It’s not about
expensive advertising or funky logos –
the spectacularly successful and slick
semiotics of the Nike swoosh or iconic
four Audi rings, for example. These are
powerful images, but they are merely
symbols that trigger memories of the
more deeply embedded brand message.
Your brand is what your company
means to the world: the collection
of all the possible meanings that any

customer, or potential customer, carries
around in their head and heart about
your organisation. Get it right and it
will attract new customers, keep them
coming back and motivate them to tell
others about your business too.
Take a world-class brand like Nike.
Millions of people around the world,
whatever their cultural background or
geographic location, share a little package
of thoughts and feelings about this
organisation. When describing it they
say similar things: sports, achievement,
premium quality, design, hip-hop. It has
an authentic, compelling and distinctive
meaning. But with the right strategy,
any company can build a strong brand –
whatever their size and budget.

health & fitness lags behind

Logos and images are symbols that call to mind the embedded brand message
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Retail is already awash with strong
brands, but it seems to me that the
fitness industry is lagging behind. It may
be growing – with the FIA reporting
growth for the 10th consecutive year –
but it’s still relatively unsophisticated
when it comes to branding.
This is because the industry trades
most often on geography (a club is in
september 2010 © cybertrek 2010

The Third Space in Soho is an
upmarket gym that was “intended
to be a brand, not just a name”

the third space: a model of good branding

T

the neighbourhood) or on features
(we’ve got more, and more modern,
machines than anyone else), or on price
(free trials, special offers and so on).
The marketplace hasn’t had to worry
too much about brand issues in the past,
because in the regions – and to some
extent even in London – people have
traditionally just used a health club or
gym that’s nearby. Where competition
has existed, the main response among
businesses seems to have been around
price, free trials, cutting deals, and
bragging about new kit or being bigger.
But being handy, being cheap and
having more stuff or more space,
or even being open longer, are
commodity factors, not brand factors.
As competition increases and more
players come into the market, the
successful businesses will stand apart
because of the emotional impact they
make – in other words, their brand
narrative. The implications for those
that are perceived to be old-fashioned,
unreasonably expensive or boring will
be that they will lose customers.
With just 12 per cent population
penetration, there’s clearly an
september 2010 © cybertrek 2010

his club in London’s Soho
drips with cool and attitude,
and in my opinion is
dramatically more engaging than any
other offering in the market. It may
be upmarket, but there’s no reason
to assume that this is only achievable
in an elite, expensive gym.
Building a great brand is not about
the size of the company; if you have
100 customers who share a set of
meanings about your company, then
you’ve got a strong brand. It’s about
engaging people in narrative and
imagination and emotion. The Third
Space does that right off the bat,
starting with its great name.
The business is built around the
idea that work is your ﬁrst space,
home is your second and this gym
is your third space. It’s billed as “an
alternative space dedicated to a new
form of healthy hedonism, a unique
concept of 21st century living”.

opportunity for somebody to do
something clever and imaginative.
There’s absolutely no loyalty in the
sector, except for that artiﬁcially
created by membership contracts. The
winners from here on in will be those
clubs that people really want to join.

budget sector
In the budget sector, many clubs remain
trapped in generic messages about price
and never find a true brand. There’s no
emotional engagement of any kind,
nothing to get excited about. It’s fine to
go budget, but you still need an engaging
brand, otherwise you’ll fall victim to the
first person who beats you on price – or
worse, you get trapped in a price war.

Individual membership costs £124 a
month and a second club is planned
for Marylebone in 2011.
MD Eric Dunmore says: “The
Third Space was a new entry to
the market and was focused on the
individual, customer service, fun,
convenience, quality and variety.
“From its inception, it was
intended to be a brand as opposed
to a ‘name’ – place names such as
Holmes Place, Cannons or Soho
Gyms, or people names such as
David Lloyd and Bannatyne. Nor
did we want it to be ‘something’ – a
descriptor like ‘health & ﬁtness’ as
in LA Fitness, Fitness First, or the
Health & Racquets tag. It was our
view that a real brand did not exist in
the UK when we started.
“These goals gave us the platform
for the brand and a tangible set of
values to work from, and measure
ourselves against, from day one.”

To my mind, the company that stands
out in the value sector is nuyuu – a
completely brand-led new business
with a real differentiator: fair pricing
and a down-to-earth attitude. Indeed,
its backer James Caan, of Dragons’ Den
fame, says on its homepage: “Frankly,
the sector is ripe for a bit of a shake-up
and nuyuu is a compelling proposition.”
It’s a kind of Innocent Drinks theory
applied to the ﬁtness industry, even
down to the copy style and story
of how it started. And with James
Caan’s backing it could do very well
indeed. There’s some really bold
design thinking going on here. Arguably,
although small, this is the one company
that looks and feels like a 21st century
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The Third Space – “more engaging than any other offering in the market” – and LA Fitness’ modern, bright brand attitude

brand. It meets all the criteria:
authentic attitude and brand promise,
highly differentiated pricing and
positioning, compelling narrative and
tone of voice, and distinctive design.

major players
Elsewhere in the industry, many of the
major players haven’t even begun to
build a brand that talks to the hearts
and minds of customers. Most have a
dull and unengaging image, devoid of
meaning and narrative.
LA Fitness has more brand attitude
and a more appealing website than many
of its competitors. Modern, bright and
upbeat, the strapline “We’ll get there
together” is a good one – collaborative,
non-judgemental and positive.
However, Virgin Active is for me the
most engaging and appealing as a brand
statement. Virgin’s ad campaigns for its
clubs have used some of the sexiness
and sassiness that characterise the
Virgin brand in general. It’s in the tone
of voice. “Wanna join?” “More pleasure.
Less pain.” “Activate your life.”
David Lloyd Leisure takes another
approach to branding, drawing on
tradition and quality. Its image is
professional and smart and does a good
job of communicating meaning. It’s the
closest the sector comes to a heritage
brand, well established and trusted.
However, while a handful of companies
are stepping up to the challenge of
branding, most aren’t even in the
starters’ blocks and few are talking to
the huge numbers of non-gym goers
who wouldn’t dream of setting foot in
the alien environment of a health club.
40

how to build your brand

s Create a powerful and authentic

brand story – this is the single most
important element in branding and
will set you apart from competitors
Brand isn’t the same as promotion.
It’s the ability to create ‘meanings’
in heads and hearts. Brand is about
desire, not just need; to succeed,
your business must create desire
Brand is about being authentic.
Talk realistically about outcomes and
the experience of your club
Brand is about being highly
distinctive. Far too many gym
companies are generic. There’s a
massive opportunity to stand out
from the crowd in terms of the
experience and the presentation
Brand is about being compelling:
telling a story that has emotional
punch and captures the imagination

s

s
s

s

Curves is one operator that’s taking on
this challenge, targeting the vast numbers
of women who want to lose weight, but
who wouldn’t otherwise attend a gym. It’s
an appealing brand name, a good place to
start. There’s deﬁnitely a brand strategy
at work here, but this risks becoming
diluted in the individual clubs which can
look a bit homespun and less professional.
Nevertheless, there’s a brand idea here
and one that could have greater potential.
However, it would still seem to me
that the way is clear for companies
that work to establish brand values
and a clear positioning to eat into
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s Joining a club is perceived as

expensive – the cliché is that once
you sign up you can’t get out, and
that most members never attend.
That may or may not be true, but
perception is powerful stuff. That
perception needs to change
Health clubs are seen as scary and
intimidating places in which people
feel inadequate from the outset.
Again that may not be true, but for
a huge untapped market that’s the
case. There’s a real opportunity
for a club brand which tears down
those psychological barriers
Customers are conﬁned to
‘the place’ itself. There’s a real
opportunity for clubs to reach
out into activities and narratives
that people can carry into their
homes and lives

s

s

others’ market share and attract new
population segments. There’s huge
potential in the industry to bring brands
to life and attract and engage customers.
simon middleton – ‘the brand
www.brandstrategyguru.com
strategy guru’ – is an independent
brand adviser and brand leadership fellow
at the university of east anglia

HCM has three copies of Simon Middleton’s
book – Build a Brand in 30 Days – to give
away free to our readers. Copies will go to
the first three emails received – email us at
healthclub@leisuremedia.com
september 2010 © cybertrek 2010

Announcing the 14th

SIBEC Europe
The Premier Meeting Forum for the UK & European
Health & Fitness Industry

Would you benefit from...
, Pre-scheduled meetings with
senior decision makers
, 2 days, 3 evenings of networking
and relationship building
...then choose the SIBEC way
of doing business

For more information contact:
David Zarb Jenkins
Tel: +356 9944 8862 or E-mail:
david@mcleaneventsinternational.com

www.sibeceu.com

SIBEC 10
Europe
November 3 to 6
Grande Santa Eulalia
Hotel & Spa, Albufeira,
Portugal

mixed
martial arts

ﬁght

club

Pete Hayman investigates the boom in
the mixed martial arts market

“T

he first rule of Fight Club is you do not talk
about Fight Club” – this the blunt directive
issued by the subversive Tyler Durden to
members of his illicit fighting club in Chuck
Palahniuk’s confrontational novel-cum-film Fight Club.
Fight Club may well be entrenched within the conﬁnes of
Palahniuk’s ﬁctional world, but if the ﬁlm intended to suggest
there was something of a taboo in ‘normal’ people ﬁghting, it
would be inaccurate: we’re now witnessing a growing trend of
ﬁtness facilities offering mixed martial arts (MMA) and boxing
as a new way of losing weight and/or keeping ﬁt, as well as
purging some of the stresses of daily life.
London Fight Factory, London Shootﬁghters, TitanFighter
MMA Academy – these are just some of the facilities that offer
this form of training, and whose adverts have started appearing
on the London Underground and on billboards, presenting
themselves as an alternative means of keeping ﬁt.

back to basics
Any preconceptions of combat sports can certainly be
challenged by these new offerings; the range of training
provided at MMA and boxing clubs, as well as some national

Ads for MMA clubs are all over London

fitness chains, means that anyone is able to challenge
themselves and participate in what’s increasingly seen as
an effective means of exercising.
Former personal trainer and ﬁtness instructor Erica
Burlace is a new recruit to the world of combat sports and
believes there are some key elements helping to drive the
recent growth in this area. “Our lives are full of technological
advances and this almost barbaric way of training is a great
form of release from that, with a ‘back to basics’ approach and
cheaper membership fees,” she says. “I think the fact that sport
is evermore present on our TV screens and in our lives with
the Olympics drive has also driven the growth in this sector.
“It’s also a type of ﬁtness training that can really be applied,
rather than simply training to look good. It’s great on every
level. The movements involved in pad work use your agility,
strength, core, power, cardio and co-ordination.”
London Shootﬁghters opened in 1997 in Park Royal, well
before the recent ﬂurry of new MMA sites. Initially set up
as a training club for a speciﬁc group of ﬁghters, it’s now
developed into a multi-faceted site offering structured classes
across a number of different disciplines. The facility retains a
conventional ﬁtness element, including Precor resistance and
CV machines monitored by FitLinxx. But this sits alongside a
more focused provision of free weights, an ‘old school’ strong
man room with Atlas stones and log lifts, a boxing room with
an Olympic-sized ring and an Ultimate Fighting cage.
Other MMA clubs offer simpler facilities,
removing the reliance on equipment and
offering a back-to-basics emphasis on
interaction with other people.
“The gym I signed up to – Box Fitness, in
Worcester – consists of a stripped back
double unit with soft-ﬂoor matting, painted
brick walls, ﬂoor-to-ceiling mirrors and basic
body weight and strength resistance exercise,”
says Burlace. “There are no televisions, no
commercial advertising sites, no vending
machines – just a simple music system.
“There’s very little equipment but you can
buy or borrow skipping ropes, gloves and
hand wraps and it’s recommended, almost
immediately, that you invest in your own gear.”

Ultimate warrior Diesel’s facilities
include the Ultimate Fighting Cage,
or ‘Octagon’, as it’s known
42
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Boxing clever Fitness First offers
boxing and martial arts classes, using
specialist freelance instructors

She continues: “The consumer has
heightened expectations on every level. We
know what we should be getting for our
money and we want it. However, I feel that
the industry on the whole is misguided in
what we ‘actually’ want. I don’t want to pay
for ﬂatscreen TVs or state-of-the-art lighting
sequences – I want to pay for expertise.”

people focus
And this is where the MMA clubs come into
their own, providing users with the sort of
facilities, training and service they might not
receive at a conventional fitness club.
London-based Diesel Gym operates two
facilities, in Canary Wharf and Limehouse,
and founder and owner Cliff Bura believes it’s
the people aspect that plays a crucial part in
encouraging new members to join up. “We
don’t trade on facilities and plush changing
rooms, but on our people,” he says. “For
example, [at a traditional health club] you
can pay £40 a session with a personal trainer
who has recently qualiﬁed with a NVQ. At
Diesel Gym, for the same price, you can train
with someone who has either trained people
to world-level competitive standards or
competed themselves at that standard.”
It’s an element that Burlace also believes
is important to the emergence, and arguably
acceptance, of boxing and MMA clubs: “A
gym should offer a training programme, a
full induction and assessment, and staff
support for members,” she says. “However,
I’ve watched an elderly gentleman do next to
nothing in a standard gym as he couldn’t use
the equipment. There was nobody on-hand
to help. This is not an isolated case but it
is isolated in its acceptance. We wouldn’t
tolerate this in any other industry; heaven
forbid there was no-one on-hand to change a
dress to a different size when in a ﬁtting room,
or to bring you a new napkin in a restaurant.”
Although clubs like London Shootﬁghters
include gym areas in which members can
work out alone, the general principle of
the new breed of MMA club is that all sessions are highly
supervised. Many offer only one-to-one personal training
or group sessions led by an instructor, thereby guaranteeing
a certain level of individual attention. Even in those where
members can work out alone, such as Box Fitness, an
instructor is always present, walking around and giving
individual guidance as members do circuits.

Mixed martial arts is still in its
infancy as a sport, and some people
are coaching without accreditation

staff qualifications
One issue that perhaps remains unclear amid the growth in
boxing and MMA training is an apparent lack of a coherent
structure for accrediting instructors. Many, like those at
september 2010 © cybertrek 2010

London Shootfighters and Diesel Gym, have experience in
high-level competition that is now being applied in a training
capacity. Bura, however, remains cautious regarding where
the sector needs to go in terms of qualifications.
“MMA as a sport is still in its infancy despite its rocketing
success,” he says. “MMA instructors should really be qualiﬁed
instructors from other martial arts, such as Thai boxing or
Brazilian Jiu-Jitsu. However, there’s a growing proliferation of
people coaching without any accreditation at all, who’ve simply
trained themselves across a number of martial arts – not
something I particularly agree with.
“I’ve had a recent discussion with some people who are
connected with the State of Nevada sporting commission, who

Read Health Club Management online at healthclubmanagement.co.uk/digital

43

mixed
martial arts

are trying to create an MMA governing
body over there. Once something like
that is set up, then obviously standards
can be put in place, but that’s a long way
away. In the meantime, I’d recommend
any high street gym think twice and
properly investigate anyone they’re
thinking of hiring to coach their members in the sport.”
In terms of boxing, at least, there’s already a means to
become accredited – and training provider Fight Fit has
reported a “huge increase” in the number of instructors
achieving a Level 1 Certiﬁcate in Boxing Instruction.
Fight Fit managing director Martin McKenzie explains that
participants are well drilled in how to offer boxing training in
a safe and effective manner, but also in the need to interact
with members: “In addition to showing boxing tuition skills,
equipment and safety guidelines, Fight Fit also provides
instructors with advanced communications skills, which
enable them to inspire members,” he says.

People want a service outside the usual
spectrum - to learn new skills and
interact with people, not just machines

growth in demand
Fight Fit also offers personal training courses for individuals
looking to use boxing as a means to exercise themselves.
While not in direct competition with some of the more
MMA-driven clubs such as London Shootfighters and Diesel
Gym, it’s yet another illustration of the growing demand for
combat training that’s beginning to permeate the fitness sector.
Indeed, according to McKenzie, the number of people signing
up to the company’s boxing-based group and personal training
across the UK has tripled in the last three years, which he puts
down to individuals “searching for something new – a different
and more exciting way of getting ﬁtter and in shape.”
He continues: “Our team spends a lot of time getting
feedback from gym users across the country and we’re ﬁnding

that our courses offer members what they want: a service
outside the usual spectrum of gym classes. They want to learn
new skills and interact with people, not only machinery.”
London Shootﬁghters’ head instructor Paul Ivens has also seen
an increase in the number of people turning to boxing, MMA and
other combat sports recently, as well as a growth in the number
of sites offering such training methods, and believes that word of
mouth is an important aspect in attracting new users.
“We operate mainly through reputation,” he says. “Our
members performing well in competition has always been our
best form of advertising. Other than that, running an accessible
website that registers highly in search functions is important.”
Ivens also reveals that London Shootﬁghters is looking at
the possibility of opening new branches next year in response
to an expected continued growth in demand, but this is not an
approach that’s mirrored across the sector: Diesel Gym, for
example, is not looking to expand, a decision which Bura says
is motivated by a desire to protect its current offer.
“Both our clubs run completely different martial arts, to
maximise our timetable and not overlap on our services,”
explains Bura. “No future expansion is planned at this moment;
trying to develop a ‘McDiesel’ attitude to our business would
only harm and dilute our brand.”
His model is clearly a successful one, however. Although
the Diesel gyms opened two years ago, just as the recession
was taking hold, and occupy a “huge space in two of the most
expensive areas in London”– and although they’re open for
only four hours a day, as Bura runs the clubs in his spare time –
they are, he says, both making money.
And MMA and boxing facilities are not
restricted to London alone; major UK cities
including Birmingham, Glasgow, Bristol and
Manchester have seen clubs set up to provide
this style of training.

chain reaction
It’s perhaps no surprise, then, that national
gym chains are also now looking towards this
area as a potential addition to their offering.
Fitness First is one operator that currently
offers boxing and martial arts programmes,
with specialist freelance instructors brought
in to deliver the training. “We’re always
evaluating what’s new and innovative in
the group exercise world,” explains Keith
Selwood, national training and development
manager for Fitness First. “We’ve recently
worked with an MMA instructor who has
helped us launch a trial MMA class into
Get in the ring Leisure Connection
has installed boxing rings at two of
its sites, including Wyboston (left)
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Ready to rumble Leisure Connection’s Dorking site installed a boxing ring after noting an uplift in interest in this area

some of our clubs, and we’re currently
assessing the success of this class with
our members.”
It’s an area that Selwood acknowledges
has seen an increase in popularity, but
it will be the success of the MMA class
trials that will inﬂuence whether the
chain takes any steps to expand the offer going forward.
“This is a fairly specialist training area, so I don’t think
we’d ever replace rows of treadmills with boxing rings,”
he explains. “However, we plan to continue being at the
forefront of whatever’s new and popular, providing the
facilities our members want.”
Elsewhere, Leisure Connection has capitalised on a
perceived increase in the use of boxing as part of its
training programmes. Two boxing rings have now been
installed across its estate to cater for growing demand.
But, like Fitness First, it’s not something that will be widely
implemented at the expense of other facilities.
Head of commercial development Kevin Yates explains: “We
still offer hundreds of other classes and training approaches
to suit individual needs and capabilities. We would never push
a member or customer to try a type of training or class they
weren’t comfortable with. It’s an interesting time and we will
certainly be monitoring this area, but at the moment we’re
comfortable with the provision we have. We cannot compete
with specialist and dedicated boxing provisions, and we
wouldn’t want to. We aim to offer something for everyone.”

From students and the unemployed to
bankers, lawyers and company directors,
there’s no typical demographic

september 2010 © cybertrek 2010

broader appeal
Saying that, increasingly the appeal of MMA seems to be
extending beyond the traditional, rather limited, audience;
among the national chains and the independent specialists,
there appears to be a broad consensus that boxing and MMA
has become a more sought-after means of training in general,
no longer dominated by alpha-males.
“We have a good mix of sexes and age groups at Diesel
Gym,” explains Bura. “From students and the unemployed to
bankers, lawyers and company directors, there’s no typical
demographic.” However, Ivens admits that, while London
Shootﬁghters strives to be inclusive to all, “the nature of
the interest in some of the sports taught mean there’s a bias
towards men between the ages of 20 and 40.”
“Of course they have a target audience and marketing
campaigns will have concentrated efforts,” admits Burlace, “but
the male-dominated environment is no longer a barrier to
broader participation. We all need a release.”
In that respect, the need for a release, perhaps there are
some similarities with Palahniuk’s ﬁctional ﬁghting institution.
pete hayman
healthclub@leisuremedia.com
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the new model
Shoshana Kazab reports on the latest club opening from The Gym Group

V

alue for money UK health
and fitness chain The Gym
Group opened its largest
site, located in the heart of
Birmingham’s city centre, in July. The
site brings the group’s portfolio to eight.
The new club is located at the top of
a building 350 yards from the Bullring
shopping and leisure centre, offering
views over the city. The 2,044sq m
(22,000 sq ft) club is laid out over two
ﬂoors and, like the others in the chain,
is a gym-only concept, with a 200station ﬁtness suite kitted out by Matrix
Fitness – there’s no studio and no
provision for food and beverages.
“Before we opened our ﬁrst club, we
carried out extensive research into
what facilities were top of people’s lists
when considering whether or not to
join a health club,” says John Treharne,
founder and CEO of The Gym Group.
“Most people said they wanted a
high-quality gym. We listened to what
they had to say and launched a gymonly chain of clubs. It’s a decision we’ve
never looked back on.”
The new Birmingham club offers
a range of top-end equipment from
Matrix, including the 5x CV series,
the G3 strength series and Functional
Trainers, which are proving particularly
popular among personal trainers.

But in spite of this high-quality offering,
monthly membership costs just £14.99,
with no joining fee and no contract.
Alternatively, customers can opt for a
day membership at a cost of £5. This
affordable approach certainly seems to
be working: there’s currently a waiting
list to join The Gym Group’s club in
Vauxhall, south London, for example.
“I’m not going to give all of our
secrets away, but it’s our unique
business model that allows us to
charge so little,” says Treharne.
He continues: “One of our main
differences is the fact that we don’t
require members to sign a contract with
us. I strongly disagree with the concept
of membership by compulsion. I prefer
to let people try out a gym without
committing to a year.”
This move has worked in the
company’s favour: around 50 per cent
of members across all their clubs have
never been members of a gym before.
Given the industry’s drive to get more
people more active, it’s an impressive
statistic – even more so when you
consider that The Gym Group’s
retention rate is reportedly comparable
with the rest of the sector.
“We offer ﬂexibility to people who are
time-restricted,” continues Treharne –
all of The Gym Group’s clubs offer 24/7

access. “The 24/7 operating hours
are not a gimmick: this is what people
want,” stresses Treharne.

staffing model
The Gym Group’s staffing model also
helps ensure costs are kept to a
minimum – but without compromising on
service. Treharne explains: “We contract
out most of our non-core services, so
we’re able to reduce the administrative
structure behind our processes.”
Meanwhile, taking inspiration from the
low-cost airline industry, most of The
Gym Group’s administration is carried out
online. People can take out a membership
or make changes to their account – for
example, updating their bank account
details – at any time. “Instead of getting
bogged down with paperwork, our staff
are free to dedicate their time to our
members on the gym ﬂoor, offering a
higher level of service than they would get
elsewhere,” says Treharne.
There’s also a cost-effective measure
in place to ensure there’s always a
member of staff on the gym ﬂoor,
excluding out of hours times: personal
trainers are allowed to keep 100 per
cent of their income but, in return, must
give The Gym Group 10 hours of their
time. This can be spent carrying out
inductions or simply keeping an eye

Enter the Matrix
The 200-station
Birmingham club is
exclusively kitted out
by Matrix Fitness
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Simply quality The
Gym Group takes
its inspiration from
the low-cost airlines,
providing what people
want – but with no frills

on members and making themselves
available for any questions.
“We’re doing something that’s
completely different from the rest of
the market and the fact is, it’s working,”
says Treharne. “I believe we attract
the best personal trainers in the
industry and we have an incredibly low
attrition rate when it comes to our
PTs, mainly because they’re introduced
to so many potential customers” – the
company’s clubs typically open with
around 4,000 members and a similar
ﬁgure is estimated for Birmingham,
with a broad demographic proﬁle that
includes students, young professionals
and ﬁrst-time gym users.
“As our members are paying only
£14.99 a month for their membership,
they can afford to try out a personal
trainer,” adds Treharne.
Matrix Fitness also provides
support for this stafﬁng model.
“We provide a full service agreement
for The Gym Group,” says Daniel
Clayton, vice president of international
development at Matrix Fitness.
“This means that we take responsibility
for the kit, ensuring it’s regularly
serviced and maintained to the highest
standards. Staff don’t have to worry
about repairing the kit in the event that
something goes wrong, leaving them
free to focus on their members.”

web focus
Matrix Fitness not only supplies
equipment to all of The Gym Group’s
sites, but also helps with the content of
the all-important website. “Our
relationship with The Gym Group is
very much a partnership,” says Clayton.
september 2010 © cybertrek 2010
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“We work closely with John and
his team in terms of the product
mix at each club, suggesting how the
staff should be trained and, most
recently, providing input for a ﬁlm
about the club that will be featured
on The Gym Group’s website.
“This virtual tour is a very popular
feature on the site and we work with
the group’s web developers to ensure
the walk-throughs are as realistic as
possible, offering a high-quality 3D
experience. Prospective customers
are encouraged to take an online tour
of the club they’re interested in, making
the website the main reference point
in terms of information.”
Indeed, the website is an integral
feature when it comes to the operation
of the clubs in general, and the result is

a highly efﬁcient and environmentallyfriendly process, with no paper trail at
all. The proof that the website works
lies in the ﬁgures: The Gym Group has
more than 100,000 hits on its site each
month (and rising) and, in June, had a
peak of 6,000 hits in a single day.
However, ﬁnding an off-the-shelf
website to cope with such high levels
of trafﬁc and usage proved difﬁcult.
The solution was the development of a
bespoke software package, created by
internet marketing company White Hat
Media. “The Gym Group’s supporting
website needed to be at the cutting
edge of technology in order for the
project to work,” says Jeremy Spiller
MD of White Hat Media. “We created
a new package that would allow them
to set up a completely paperless
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Practical design Entry
is via a glass portal,
activated using an eightdigit code, while location
of the changing rooms
was the first concern

membership system and operate it
on a robust and fast platform.”

design considerations
The Gym Group worked with leisure
specialist architects Zynk Design on
the design and fit-out of the
Birmingham club. “Birmingham was a
challenge as it’s located on the second
and third floors of a building and is
accessible via a staircase or lift, so a
key focus was ensuring the customer
journey was simplified,” says Stavros
Theodoulou, MD of Zynk Design.
“In terms of planning for the space,
the primary objective was to determine
the most appropriate location for the
changing rooms – one that not only met
the client’s operational requirements,
but that also worked within the conﬁnes
of the existing building services. Once
this area had been allocated, we were
then free to work on the gym itself.”
Zynk Design worked closely with
Matrix Fitness in terms of the layout
of the equipment, particularly since
the gym is laid out over two ﬂoors.
For example, the noise and vibration
created by a free weights area can often
be a concern, so at Birmingham this is
located in the least sensitive part of the
building. Acoustic padding and additional
layers of ﬂooring were also laid down to
minimise vibrations and noise transfer.
Although the club is open 24 hours a
day, seven days a week, it’s not staffed
throughout the night. Members are
therefore given a unique eight-digit PIN
code that allows them to enter the club
at any time. Access and security services
are delivered by Vistec Systems, a
specialist security consultant contractor
that’s worked with The Gym Group
since the launch of the ﬁrst club. “We’ve

devised a glass portal for access to the
Birmingham club,” says Dean Hawkings,
sales director at Vistec Systems.
“Members enter their unique code and
access is restricted to them alone. It
won’t be long before other clubs take
this concept on, as it allows sites to stay
open throughout the night – securely
and with minimal running costs.”
Vistec Systems has also ﬁtted the
Birmingham club with a number of
CCTV cameras, strategically positioned
throughout the facility. There are a
number of help points too, monitored
out of hours by Vistec Systems, to
which members can go for assistance

if necessary. The CCTV cameras,
help points and PIN codes are also all
constantly recorded by Vistec Systems.

the future
With eight clubs now up and running,
The Gym Group’s story doesn’t end here.
The operator is due to open three more
sites this year – in Plymouth, Nottingham
and West Hampstead (London) – with
plans for a further 12 gyms in 2011,
between 12 and 15 sites in 2012, and a
view to having 50 gyms open by 2013.
shoshana kazab
healthclub@leisuremedia.com

zynk is a team of interior architects and designers who specialise
in the design, detail and delivery of Health and Fitness facilities.
We deﬁne and develop contemporary interior solutions
and brand identities for leisure businesses in all sectors.
Our client’s include budget operators, hotel groups, multi site
operators, local authorities and individual entrepreneurs, all looking
to establish and differentiate their brand in the market place.
Our work ranges from large scale new build ﬁt outs, to smaller
scale refurbishments, with projects that reﬂect not only our
creativity but also our in depth knowledge of this market.

interior architects and designers

Please email: or call: us to ﬁnd out
how we can assist with all aspects
of your development.
email: enquiries@zynkdesign.com
call: 020 7467 7332

zynkdesign.com

zynk are members of the FIA.

fitness-kit.net

CHANGING ROOMS

Wherever you are in the world, find the
right products and services 24 / 7 by
logging on to Health Club Management’s
free search engine www.fitness-kit.net

Service and solutions
for a range of lockers
Solutions for Leisure provides a full
maintenance service for the changing
room – from key replacements to
lock conversions and door repairs.
Able to service all makes and models
of lockers and locks, as well as
providing ongoing service support,
Solutions for Leisure can also offer
advice for refurbishments of lockers,
cubicle and bench seating areas.
fitness-kit.net keywords

solutions for leisure

For more information, or to contact any of these
companies, log on to www.fitness-kit.net and
type the company name under ‘keyword search’

New glass feature
doors from CQL
Craftsman Quality Lockers’ (CQL)
glass feature doors can be easily
installed within a line of lockers.
Clients can choose from Tiffany
window-style displays to promote
a single product or a series of
reflective glass doors in a variety
of colours that are installed using
a mounting system that greatly
reduces the risk of doors shattering.

fitness-kit.net keywords

craftsman quality lockers

Wet environment range
from Link Lockers

Athena Locker Range
unveiled by Garran
Garran Leisure Solutions’ new Athena
lockers range features two key
design concepts. The first – Athena
Line Lockers – has been designed
with plant-on doors to ensure a
smooth finish. The second – Athena
Edge Locker – has robust inset doors
and was created with security as a
key focus. Both ranges are available
in a wide variety of colours, are
easy to maintain and are built with
aluminium bodies for durability.
fitness-kit.net keyword

garran
september 2010 © cybertrek 2010

fitness-kit.net keywords

link lockers

Link Lockers’ Aquarius range
of bespoke-designed lockers
and cubicles has been created
to help ensure that wet or damp
environments are properly
equipped to meet customers’
needs. The lockers also feature a
hygienic BioCote© protective finish.

Transforming locker
rooms with Ridgeway
One of Ridgeway Furniture’s recent
installations, at Esporta Dorset,
focused on an economical and
environmentally-friendly revamp of
the locker room. Retaining many
original materials, Ridgeway kept
the locker carcasses but installed
high quality walnut veneer doors.

fitness-kit.net keyword

ridgeway
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ON THE MOVE
P

rompted by increased public
awareness of wellbeing, the
rise of the spa holiday has
represented one of the most
significant travel trends of the past 15
years. But while hotels have grown
reputations on the basis of their spas,
what role has fitness played in this
holistic health-driven market? Certainly
hotel gyms have long been perceived
as an essential service for business
travellers. Yet as the fitness industry
has developed and broadened its reach,
have hoteliers responded by updating
their facilities and modernising the
way in which they present their offer?
Could hotels be positioned as fitness
destinations in their own right?
“Fitness and travel go hand in hand,
and our guests have told us that working
out is a priority,” says Sheraton’s senior
vice president, brand management,
Hoyt Harper. This is one of the reasons
why Sheraton has taken the step of
partnering with Core Performance –
a US-based training brand led by
experts who work with professional
athletes – to launch a ﬁtness initiative
across more than 400 of its hotels.
Announced in December 2008,
Sheraton Fitness comprises services
designed exclusively by Core
Performance for guests who want to
stay ﬁt on the road. In practical terms,

How can hoteliers
transform their fitness
offering into a unique
selling point – and more?
Neena Dhillon
investigates

this means the hotel group is in the
process of updating all its gyms to
ﬁrst-class ﬁtness centres that feature
Life Fitness machines and time-efﬁcient
training programmes outlined in detail
on wall signage. Routines such as
the 20-minute Power Boost are also
explained on the Sheraton Fitness
website, which offers nutritional and
training advice that can be downloaded
at any time. Other forthcoming
elements include dining menus marked
with the Core Performance nutrition
logo for healthy meal choices, and a
free Gym-In-A-Bag kit, including a
ﬂip-book of training routines, massage
stick, foam roller and resistance tube,
ideal for in-room workouts.
“Sheraton Fitness is one component
of a comprehensive effort to revitalise
the brand and differentiate the guest

experience,” continues Harper, who is
reticent on the subject of the initiative’s
cost. While the majority of the services
will be complimentary for guests, a
minority of hotels will continue to
charge minimal fees for gym access.
By the end of 2010, more than 100
Sheraton properties worldwide will
have introduced the programme, which
marks the ﬁrst time Core Performance
has collaborated with a hotel group
to develop customised, professional
training for travellers. Sheraton’s plans
involve an eventual international rollout.
FITNESS AS A USP
Meanwhile, select US hotels have
already shown how individual
properties can carve out a fitness
niche. Gravity fitness centre – a
1,394sq m (15,000sq ft) gym with
racquetball courts, cardio and strength
training areas, indoor pool and almost
70 group classes per week – is owned
and run by Le Parker Meridien in New
York. Hotel guests pay US$10 (£6.30)
a day to access the centre and attend
any of the classes, while a busy local
membership is marketed at US$120
(£76) a month with no joining fee.
The hotel actively promotes its
signature workout, The Quickie, on
its website, through in-room literature
and national media. The nine-exercise
workout takes between 11 and 27
minutes to complete – perfect for
time-poor New Yorkers and business
travellers. An initial PT session
takes all clients though the workout,
personalising their settings via the club’s
FitLinxx system, at no additional cost.
Reﬂecting on why the hotel
continually invests in Gravity (all
cardio equipment was updated in
2009), director of public relations
Marisa Zafran comments: “So many
hotels pride themselves on their spas
but not many have top-notch ﬁtness
offerings. A centre like Gravity provides
Sheraton Fitness (left) will have
been introduced at more than
100 hotels by the end of the year
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Le Parker Meridien runs the
Gravity ﬁtness centre in New
York (above and right)

a good point of separation between
our property and others. However,
you have to have a product that’s
innovative.” Zafran says that guests
return to the hotel as a result of their
Gravity experience, as evidenced by
customer feedback and clients making
reservations for additional services
such as private indoor cycling sessions
immediately after booking their rooms.
Identiﬁed as one of the country’s
best hotel gyms by Men’s Health
magazine, Ocean Spa’s ﬁtness facility
at Loews Santa Monica Beach Hotel
underwent a renovation in 2009
to include Technogym and Cybex
equipment, Expresso bikes and a
studio for more than 30 group classes
a week, ranging from body sculpting
to pilates. Clients comprise hotel
guests paying a daily fee and local
residents who can choose between
two levels of resort membership,
although both include access to classes,
the gym and the outdoor pool.
Ocean Spa & Fitness is run by Plus One
Health Management, while State of the
Heart Fitness, a local team of trainers
september 2010 © cybertrek 2010

and exercise physiologists, provides
programming – both personal training
and group exercise. Recent programming
examples for members include a Beach
Boot Camp Day, aimed at small private
groups at an additional cost.
“Plus One has extensive experience
in health club and spa management
with which to grow our membership
base and increase revenues,” responds
spa director David Brown when asked
why the hotel chose not to manage
the facility directly. “We see our gym
as an important amenity because it
draws in groups, is often a deciding
factor for individual travellers, and is
open to the local community.”
However, although the hotel
promotes Ocean as a selling point both

online and in print, Brown is careful
to distinguish Loews from a ﬁtness
destination. He explains: “The term
’ﬁtness destination’ can be misleading
because, when people hear this term,
they visualise a sprawling resort with
speciﬁc, week-long programmes. We’re
more of a vacation hotel for business
travellers, with people coming to town
to do other things, rather than focus
speciﬁcally on ﬁtness. Having said that,
our guests are very health-conscious
and require an upmarket experience.”
FITNESS DESTINATIONS
A resort that can safely be termed a
‘fitness destination’, Rancho La Puerta in
Mexico, is one of the pioneers of holistic
fitness and is renowned for its week-
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Ocean Spa & Fitness at Loews Santa
Monica Beach Hotel was voted
one of America’s best hotel gyms

long programme that provides a choice
of three to five classes/activities every
hour from dawn ’til dusk. The variety is
unparalleled, with options including
mountain hikes, pilates reformer
sessions, circuit training, cardio boxing,
dance, a swim clinic and Feldenkrais.
Guests can take advantage of a
complimentary Navigator consultation
on arrival, which involves a member of
the ﬁtness staff helping to plan their
week in response to their ﬁtness levels
and expectations. Some services are
charged at an additional fee, including
one-on-one personal training and
spa therapies, but most activities are
covered by the weekly all-inclusive rate.
Director of communications Peter
Jensen says: “We virtually invented the
ﬁtness resort concept and this emphasis
deﬁnitely sets us apart, since it sends
a clear message that this is not solely
a place to be pampered. We welcome
approximately 125 guests a week,
averaging 50 per cent repeat custom
throughout the year. By and large, our
guests are healthy before they come
to the ranch – they see us as more of a
check-up than a weight-loss experience.”
While 21 full-time ﬁtness staff are
employed, guest instructors also visit
during speciality weeks focused on
particular disciplines, such as pilates
or the Bar Method. Jensen conﬁrms
that the resort’s marketing plan relies
ﬁrst and foremost on word of mouth,
but he does offer the following advice:
“Be careful not to market yourself as
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too much of a ‘programme’ that must
be adhered to, because you may be
rebranded as a place populated by a
niche customer. Our guests are never
told what to do – they’re simply given
options and expert guidance.”
The 11,610sq m (125,000sq ft)
Houstonian Club in Texas, meanwhile,
has carved out a reputation in the US
for its ﬁtness campus that caters for
the corporate market. Club general
manager Mark Stevens says: “Since
setting out in the late 1970s to develop
an executive wellness destination, we’ve
aimed to create premium facilities that
are attractive to CEOs and other highincome guests who work, live in or visit
The Adler Spa & Resort
in Italy (below) has classes
including Nordic Walking, as
well as private coaching
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the corporate city of Houston.” The
success of the original concept, which
comprised a hotel and club, resulted in
a separate 1,580sq m (17,000sq ft) spa
being introduced in 2003.
Hotel guests have complimentary
access to the majority of the ﬁtness
offering, which includes a 3,720sq m
(40,000sq ft) gym, four group exercise
studios running 145 classes a week, two
outdoor training zones, three pools,
racquet sports, cycle studio, boxing
studio and more than 30 personal
trainers. This is why the club generates
signiﬁcant repeat business for the hotel,
as Stevens conﬁrms: “Particularly in
these troubled economic times, we’ve
noticed that guests are giving up
frequent-stay points at the chains and
negotiating a rate here instead, because
they want the ﬁtness lifestyle.”
Yet it’s the local membership of
6,000 that deﬁnes this club. Entry-

september 2010 © cybertrek 2010

The Houstonian Club in Texas
(above and right) charges entry level
members £8, 860 in joining fees alone

level members are ‘Associates’, paying
US$14,000 (£8,860) to join plus an
average monthly fee of US$189 (£120),
while ‘Residents’ pay a US$24,000
(£15,190) joining fee plus US$318 (£201)
monthly. Residents enjoy their own VIP
ﬁtness centre, wet and dry relaxation
rooms, dedicated parking and luxury
lockers, among other beneﬁts. “We’ve
positioned ourselves strongly among
the community, associating ourselves
with charitable and wellness-related
activities,” continues Stevens.
Offered to members and nonmembers, the club is also known for its
speciality ﬁtness programmes. Examples
such as Resolution Shape Up, with its
emphasis on weight management, are
typically run over a 12-week period and
help with retention and new business.
CLOSER TO HOME
Back in Europe, in the heart of the
Dolomites in Italy, Adler Spa & Sport
Resort has aimed to consolidate its
holistic spa offering and widen its
year-round appeal by marketing a
specific fitness programme, first
introduced in 2002. But although the
resort’s all-inclusive fee includes
participation in classes and outdoor
activities, including Nordic Walking, it is
private coaching at an extra cost that
has enjoyed a recent upsurge in demand.
“There’s been a noticeable trend
for people seeking PT and individual
treatment,” says director of marketing
Karin Ploner. “We’ve developed special
packages in response, which also
promote the resort in quieter periods.
This winter, we will offer a three-night
Fitness Package comprising bioseptember 2010 © cybertrek 2010

impedance body composition analysis, a
private coaching session, and a training
and nutrition plan to take home.”
Although hotels don’t require
extensive resort facilities to be
marketed as ﬁtness-oriented locations,
a well-equipped gym and group class
timetable are minimum requirements.
Formby Hall Golf Resort and Spa,
located in Southport on England’s ‘Golf
Coast’, opened a 40-plus-station gym,
Kinesis Studio and ﬁtness studio for
40 weekly classes in 2008, as part of a
new health club that’s used by sports
professionals, hotel guests and a local
membership base. “We decided to
open a ﬁve-star ﬁtness facility as a
result of our PGA accreditation and
consumer demand,” comments leisure
& spa manager Tom Davies. “We have
professionals training here and have
aimed to become specialists in ﬁtness,
particularly golf ﬁtness.”
Davies says local residents were
targeted from the outset and that the
capacity ﬁgure of 800 for membership
has already been met.
A free outdoor workshop highlighting
BTS (Body Transformation System)
instruction has been popular, while
paying locals can attend group ﬁtness
classes if they are not full. Davies adds
that the club, which derives some

income from membership, is proving to
be a viable business, although it’s the
spa component that makes the most
money. What’s more important, though,
is the added value these facilities bring.
“People keep coming back to your resort
because of the quality facilities and
service they ﬁnd,” adds Davies. Hotel
guests can use the club and attend
classes for free, but the resort is also
launching residential ﬁtness packages
this autumn, beginning with a yoga break.
At Barnham Broom in Norfolk, the
experienced leisure manager Corey
Knoop oversees a gym with over 100
pieces of equipment and group classes
varying from circuit training to ﬁtness
yoga. His concluding observations
provide some interesting food for
thought: “Many hotels say they’re
a ﬁtness destination, yet on arrival
guests are disappointed to ﬁnd a small,
unmanned gym and swimming pool.
Hotels promoting themselves as ﬁtness
destinations should instead consider the
whole package – we have golf, squash,
tennis, swimming, gym, ﬁtness classes,
local walks and a dedicated ﬁtness staff.
Our clients deﬁnitely go away feeling
ﬁtter and fresher after their visit.”
neena dhillon
healthclub@leisuremedia.com
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ihrsa
report

global snapshot
Kristen A Walsh reports on the findings of this year’s
IHRSA Global Report, which suggests that health clubs
are adapting to the changing global marketplace

L

ast year proved to be a challenge to the
global economy as a whole, but the fitness
industry weathered economic woes with a
solid performance in 2009: a near US$70bn
industry globally, with over 126,000 health clubs serving
119 million members, according to The 2010 IHRSA Global
Report, which was released in June by the International
Health, Racquet & Sportsclub Association.
In Europe, revenue reached US$31bn and 42.5
million consumers belonged to health clubs. The AsiaPaciﬁc region has remained steady with over US$10bn
generated in revenues and nearly 16 million members.

In North America, 53.1 million members used 38,000
facilities, with health club members using their facilities
at record-breaking rates: in the US, for example, health
club usage by core members in 2009 averaged an
impressive 102 days a year.
“Increased usage is typically associated with increased
spending in non dues-related items, such as personal
training, lessons, juice bars and other services,” says
Jay Ablondi, IHRSA’s executive vice president of global
products. “In spite of the tough economy, consumers
visited their clubs more often, not only to improve their
health but also to relieve stress.”

the americas

europe

Long thought to set the pace for all
markets, the US health club industry
increased revenue by two per cent to
US$19.5bn (£12.34bn) in 2009. Health
club numbers declined slightly to 29,750,
while membership remained statistically
the same with 45.3 million members. Of
these, roughly 23 per cent were new
members. In 2009, 7.2 million consumers
used a health club as non-members.
The Canadian market held steady,
generating US$2.1bn (£1.3bn) in
revenues with the patronage of
an estimated 5.3 million members.
GoodLife Fitness leads the market
in Canada, with revenues of nearly
US$275m (£174m) generated in 2009
from over 250 clubs. World Health
was also a key player in 2009,
generating US$51m (£32.2m) from
more than 100,000 members.
Latin American markets posted solid
performances in 2009. In Brazil, 4.7
million people attended 15,000 clubs, in
a market worth US$1.6bn (£1.0bn).

Led by solid markets in the UK,
Germany and the Netherlands,
Europeans have placed a high value on
fitness, evident by the 4 per cent
increase in club memberships from 40.7
million in 2008 to 42.5 million in 2009.
In the UK, results from an annual
survey conducted by The Leisure
Database Company shows membership
increased from 7.2 million in 2008 to
7.3 million in 2009. In addition,
market size increased by US$500,000
(£316,000) to US$5.7m (£3.6m).
Budget and circuit-training chains
have fuelled industry growth for the
German market. Mrs Sporty ﬁnished
the year with 338 clubs, while McFit
served nearly a million members in over
100 locations. Overall, the German
market generated US$3.4bn (£2.15bn) in
industry revenue through 5,900 clubs.
Fitness participation continues to have
a strong presence in the Netherlands. In
2009, 2.4 million consumers belonged to
2,000 Dutch health clubs.

asia-pacific
Once regarded as an untapped market,
the Asia-Pacific region is home to a
number of successful club companies.
The Japanese market generated an
estimated US$3.4bn (£2.15bn) in 2009,
with 5,000 health clubs. According to
Club Business Japan, new club openings
were slow in 2009 as club closings and
consolidation dominated health club
business transactions.
The emergence of new, ﬂexible
membership options in Japan may
prove helpful in attracting a younger
population, typically more pricesensitive than veteran members.
China’s ﬁtness market remains
a leader in the Asia-Paciﬁc region,
with more than 3 million members
frequenting 1,800 health clubs.

“CHINA’S FITNESS MARKET REMAINS A
LEADER IN THE ASIA-PACIFIC REGION,
WITH THREE MILLION MEMBERS”
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Jexer: 14th largest operator in Japan
september 2010 © cybertrek 2010
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conclusion

The European market was led by solid performances from the UK, Germany
and the Netherlands, resulting in a four per cent increase in memberships

beyond the numbers
According to industry expert Rick Caro,
the economy affected fitness businesses
in a variety of ways in 2009.
Caro, the president of Management
Vision – a ﬁtness industry consulting
company based in New York City
– explains: “Clubs found fewer new
prospect leads and needed to ﬁnd
new marketing techniques. They also
suffered from increasing attrition rates.
In many cases, ancillary revenue levels
decreased, or at least stopped growing
at previous rates. Finally, the pressure
on revenue triggered many clubs to
attack all expense items and create
meaningful cost savings.
“In many cases, the expense savings
did not start early enough in the year, so
EBITDA & EBITDAR levels decreased.”
He adds: “Despite this pressure on
clubs, there were some elements of
optimism, especially towards the end
of 2009. Those adults who remained
as members used their clubs more
frequently. The debt markets were

still difﬁcult to access, so fewer major
transactions occurred in 2009 and
fewer new builds occurred, so the
balance of supply versus demand
remained about the same.”
Most extremists do not see any major
improvement in key factors – including
employment levels – until late in 2010,
notes Caro. “Most clubs are therefore
turning inward to improve their organic
growth,” he explains. “Attrition rates
seem to have levelled off in early 2010
as membership levels have stabilised.
Ancillary revenue seems to be creeping
upward. Expense savings are starting to
have a meaningful impact on the bottom
line. Franchise companies are growing.
“A few of the larger clubs are
acquiring or building, but at a slower
pace compared to 2007 and early
2008; debt is still a challenge, both
for cashﬂow-based and asset-based
lending. Many private equity ﬁrms are
still standing on the sidelines waiting
to enter the club industry and few are
likely to exit in 2010.”

“A FEW OF THE LARGER CLUBS ARE

As with nearly every industry,
fitness has been affected by the
global economic recession.
However, it has shown itself to be
remarkably resilient. Club owners
have re-examined their operations
from top to bottom. They have
implemented tighter expense
management and have found new
and innovative ways to attract and
retain members. Savvy operators
have also taken advantage of softer
real estate markets and lower
construction costs to fund
expansions and renovations.
Led by successful club companies
and a public in need of the stressrelieving beneﬁts of exercise, global
industry revenues were solid in
2009, with increases in the number
of memberships and health club
facilities. With strong leadership and
a ﬁrm understanding of consumer
needs, global markets should
anticipate further growth in 2010.
“The future is promising
because our industry is one full of
entrepreneurs – individuals who
are adept at identifying and ﬁlling
needs,” says IHRSA president and
CEO Joe Moore. “They meet all
challenges, overcome all obstacles
and succeed despite all barriers.”

ACQUIRING OR BUILDING, BUT AT A
SLOWER PACE COMPARED TO 2007”
september 2010 © cybertrek 2010

kristen walsh, senior editor, ihrsa
healthclub@leisuremedia.com
healthclub@leisuremedia.com
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green is golden
According to IHRSA’s Go Green survey, clubs appreciate
the importance of sustainability – but how committed is
the industry to cutting its emissions? Kath Hudson reports

“G

oing green can have a
positive impact on a
club’s image, establish
them as leaders in
their communities, positively impact
recruitment and retention of members
and employees, and improve the bottom
line,” says Bruce Buckbee, managing
partner of Leisure Green, which worked
with IHRSA on the Go Green survey,
polling 143 clubs on their eco attitudes.
The results of the survey indicate
that most clubs agree with Buckbee’s
comments: many of them believe being
seen as a green business can help
membership sales, boost retention and
drive proﬁts. Despite this, however,
many clubs say their efforts in this area
are held back by a lack of time, money
or expertise, or because they get caught
up with other priorities.

theory vs practice
In the research, more than two-thirds –
70.7 per cent – indicated that senior
management has a strongly positive

perspective on implementing green
practices. Almost half – 48.9 per cent
– thought green practices would increase
club profits, while 35 per cent thought
they would increase membership
growth and 38.8 per cent felt they
would increase membership retention.
However, just 29.3 per cent of clubs
have implemented a formal strategic
eco-plan; almost 60 per cent of clubs
have no plan, although they have
adopted some green practices.
Recycling, green cleaning supplies
and water conservation are the most
common areas where clubs are making
progress. Many were also making moves
towards energy efﬁciency and green
building/renovations.
Some of the more innovative
green practices in use include water
and energy conservation: low-ﬂow
showerheads, waterless urinals, better
insulation and windows, timers on lights,
turning off lights when rooms are not
in use, and full spectrum lighting. Green
meetings to encourage staff to adopt

eco-friendly practices, encouraging
members to turn off the TV, lights and
even cardio equipment when not in use,
buying green equipment and going for
LEED Certiﬁed Club designation – an
internationally recognised certiﬁcation
system which provides a framework for
green design – were also advocated.
Meanwhile, the areas in which clubs
felt they were not doing so well related
to the purchase of carbon offsets,
buying green power, using alternative
energy and measuring emissions.
The number one barrier to expanding
clubs’ green practices, according to
respondents, was having other higher
priorities – 64.5 per cent of clubs said
this was the case. Insufﬁcient time or
resources was the reason given by 45.5
per cent, while 27.3 per cent said there
wasn’t enough green expertise in their
particular organisation.

alternative energy
However, some clubs have not only put
the green issue at the top of the agenda
but are using it as their main selling
point. Last year, the Green Microgym in
Portland, Oregon, US, generated 36 per
cent of its energy itself, through a mix of
solar panels and human energy – energy

Green Microgym in Portland, US, generates 36 per
cent of its own energy, including through its machines
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recaptured from the gym equipment.
The club estimates it saved 37,000kw
hours last year, which is the equivalent
of planting 15 acres of trees.
The ellipticals, studio bikes and
treadmills have all been retroﬁtted with
technology which means the energy
members expend while exercising can
be used to help power the building.
Members can earn loyalty points to
spend in the club while doing this.
Other measures include not selling
bottled water but rather encouraging
members to reﬁll steel water bottles,
purchasing refurbished equipment and
using LCD televisions, which use less
energy than plasma screens. Eco-friendly
construction materials have also been
used, including Marmoleum ﬂooring, a
type of recycled rubber.
Club manager Adam Boesel says the
assumption that it costs more to be
green is unfounded: “We spend less on
a lot of things, including equipment, than
other gyms. We also save about 85 per
cent per square foot on our electricity
bill through our energy-saving culture.”

cutting carbon emissions
In the UK, a number of clubs are also
taking the issue seriously. GLL,
London’s largest operator of public
leisure facilities, is responsible for
40,000 tonnes of carbon each year, so
in 2007 the challenge was set to cut this
september 2010 © cybertrek 2010

Titanic Spa & Club in
Huddersfield invested £1.5m
in a carbon neutral building

down by 2 per cent year-on-year.
“Climate change, potential water
shortages and volatile energy costs
mean the importance of increasing
sustainability through controlling
consumption and reducing waste is
paramount,” explains GLL’s energy and
environment manager, Jeremy Gould.
The company completed The
Carbon Trust’s Carbon Management
Programme, producing an energy and
environment policy and strategy with
the aim of reducing gas and electricity
consumption. Each centre now has
its own baseline carbon footprint and
annual consumption budget as a starting
point for measuring improvements.
As well as reducing carbon
emissions, targets were set in areas
such as staff training on environmental
issues, recycling systems, going
after accreditations, and the green
credentials of builds and refurbishments.
There’s been ongoing investment in
energy-saving measures, including 15
automatic pool covers, high frequency
lighting and automatic metering. This
gives managers an instant picture of
the energy used the previous day, week
or month, and immediately ﬂags up

problems such as water leaks. A pilot
installation of solar panels is now being
monitored to see if they can be rolled
out across other leisure centres.
The results at GLL have been
encouraging so far: gas and electricity
consumption fell by 10 per cent in 2007,
with savings in the region of £300,000.
During 2009, carbon emissions were
cut by around 7 per cent.
SLM is another public leisure
facility operator that signed up to
The Carbon Trust Standard as a
commitment to becoming greener. To
gain the accreditation, SLM had to
prove a reduction of carbon emissions
over three consecutive years and
provide qualitative evidence of robust
policies and procedures.
“The Carbon Trust Standard process
cost £12,000 and I would estimate
that, over the past three years, SLM
has spent around £150,000 on energysaving measures. Savings are difﬁcult
to quantify, as utility contracts and
costs change, but the consumption has
reduced by around 6 per cent from
2007 to 2010,” says group technical
manager Stephen Elliott.

sustainable building
Chadderton Wellbeing Centre, a new
£9m leisure centre run by Oldham
Community Leisure, has won two
awards for sustainability and is now up
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green
initiatives
Chadderton Wellbeing Centre in
Oldham has won two awards for
sustainability and is up for a third

for another national award. Sustainable
features include a rainwater harvesting
system, solar shading, increased thermal
insulation and a Green2Go combined
heat and power (CHP) generating
system. This is powered by bio-fuel
waste cooking oil from commercial and
public sector buildings in the area, and
provides all the heat and power
requirements; any surplus is exported
to the National Grid. The boiler was
supplied and is maintained by Green2Go,
which sells the green energy to the
council at an hourly rate.
General manager of Community
1st Oldham, Neil Charlesworth,
says: “Collectively, these features
have resulted in an A-rated energy
performance certiﬁcate. This is
one of the highest ratings available
and demonstrates the impact of
the ground-breaking technologies
that exist in the building, which are
resulting in an estimated cost-effective
reduction in the building’s carbon
emissions of around 450,000kg a year.”
Meanwhile, Titanic Spa & Club in
Huddersﬁeld invested £1.5m in the
creation of a carbon neutral building.
It’s powered by solar panels and a CHP,
which uses chippings from a sustainable
source, and also has its own bore-hole.
The swimming pool is salt-regulated (an
alternative to chlorine), while an energyefﬁcient oxonated water laundry system
– which uses ozone in the disinfectant so
the wash can be done with cool water –
is provided by Otex Laundry Systems.
“As a spa and leisure facility, we felt it
was important our building was healthy
for the planet and future generations,

as well as our current customers,” says
club manager Matthew Barker. “It took
greater initial investment to achieve this,
but we knew that, by lowering energy
consumption, this would result in lower
running costs in the long term, as well
as a carbon neutral building.”
Like other operators who have
prioritised green practices, Barker
believes it gives them a competitive
edge: “While we didn’t set out to use it
as a marketing angle, it has in fact been
one of our greatest marketing assets.
Our customers feel good about being
associated with an ethical business.”

going green
For businesses spending more than
£50,000 a year on energy, The Carbon
Trust will send a consultant to do a
survey and work on an action plan. For
firms spending less than this, there’s an
online tool kit on energy management.
The Carbon Trust has interest-free
loans available for green equipment,
with the repayments made through
energy savings, so the loan is effectively
free. The Trust will also offer building
design advice and free or subsidised
consultancy throughout a project.
And there are plenty of ways to
become greener without having to
spend hundreds of thousands of pounds.
For example, social media and email
marketing can replace ﬂyers.
Boesel recommends buying a Killa-Watt energy meter to understand
how much equipment costs when

it’s on and off and then make simple
changes. And simply putting the issue
at the top of the priority list for your
business – or assembling a green team
to brainstorm ideas, for example – can
also make a big difference.
Since this is an issue we’re all aware
we need to embrace, it can only
generate goodwill from members if they
see their clubs making the effort.

useful contacts
Contact The Carbon Trust for an
energy audit and advice on any aspect
of becoming green: 0800 085 2005
Green2Go is encouraging and
implementing low carbon alternative
fuel options: www.green2go.org.uk
For a list of organisations offering
advice on going green, please refer
to pages 120–125 of the HCM
2010 Handbook.

SLM achieved Carbon Trust Standard accreditation
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healthclub@leisuremedia.com
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EVENTS

show preview
professional beauty manchester
Discover the secrets of success with a visit to the UK’s largest beauty show outside of London

H

ome to all that’s fresh,
new and inspirational,
Professional Beauty
Manchester – which takes
place on 10–11 October 2010 – will
again be welcoming beauty and wellness
owners, managers, therapists and
technicians to the Manchester Central
exhibition hall. With new products
making their debut, global brands
and bestsellers being showcased, plus
competitions and special offers galore,
the show will get professionals up to
speed on everything that’s going on in
the sector. There are also educational
opportunities, from Professional Beauty
Magazine Live to Club Class Beauty
and the FHT (Federation of Holistic
Therapists) conference.

no.1 for education
The Professional Beauty magazine editor,
Jenni Middleton, has compiled a
cutting-edge masterclass programme
focused around a central theme of ‘doing
your business proud’. Hosted by
renowned experts, the programme
offers advice and expertise on how
businesses can succeed in today’s
challenging economic climate, including
sessions on how to ensure your salon
makes a profit, setting the standards of
excellence and how to market in the
style of the big companies. The
programme can be viewed at
www.professionalbeautymanchester.com
New to Professional Beauty
Manchester is Club Class Beauty. Taking
place on Monday 11 October, this
networking and learning event will offer
attendees the chance to hear industry
gurus Daniel Sandler, Andy Rouillard,
Jaclyn Hughes and Jarrod Abbott-Davids
share their secrets, demonstrate their
skills and answer questions. Spaces
are limited, so ﬁnd out more at www.
professionalbeautymanchester.com/club
Another unmissable forum for
learning is Dermatology for the Skincare
Specialist, a one-day conference from
the FHT that takes place on Sunday
september 2010 © cybertrek 2010

The Professional Beauty Manchester show will run from 10–11 October
10 October. With so many clients
suffering from sensitive or problem
skin, therapists frequently debate what’s
best for them. This day session will
explore how therapists can assist in the
improvement of treatable conditions
while recognising the issues surrounding
high-risk treatments. Further
information can be found at www.
professionalbeautymanchester.com/fht

alive with opportunity
A visit to Professional Beauty
Manchester also offers the opportunity
to meet and do business with
representatives from global brands, as
well as discovering the latest product
launches. Suppliers are keen for visitors
to be the first to try and buy their
products and will be offering special
discounts and show-only offers. Visitors

who pre-register for the event will be
sent a handy pocket-sized booklet
containing details of all these offers,
travel information, competitions and
much more. To find out more about
the event, or to register for free entry,
visit www.professionalbeautymanchester.
com/healthclub
ABOUT PROFESSIONAL
BEAUTY MANCHESTER
Venue: Manchester Central
Opening times:
Sunday 10 October 10.00am–5.30pm
Monday 11 October 10.00am–5.00pm
Ticket information:
Register for free entry at
www.professionalbeautymanchester.
com/healthclub
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fitness-kit.net

For more information, or to contact any of these
companies, log on to www.fitness-kit.net and
type the company name under ‘keyword search’

New manufacturing
unit for Ridgeway
York Fitness powers
Sherborne School
Sherborne School in Dorset has
recently completed a new mezzanine
installation and gym refurb to house
its new York Performance Centre.
Paul Miles, head of sport at the
school, selected York as he had
trained on the manufacturer’s
STS equipment himself and was
impressed with its simple design,
durability and versatility.
The gym mezzanine now offers three
Olympic lifting platforms, York STS
Half Rack modular training stations
and attachments, several York
adjustable dumbbell benches, and
Olympic plates and top of the range
bars. “The gym has been designed
to improve athletic performance in
the pupils at Sherborne, but also to
cater for the local community, to help
improve general wellbeing,” says
Miles. “We looked at the rich history
of York and this tied in nicely with the
history we have here at Sherborne –
it’s a perfect match.”

Ridgeway Furniture, the
manufacturer of changing room and
hotel bedroom furniture, has recently
launched a bespoke manufacturing
unit, allowing it to offer even better
value for money. MD Mark Cutler
says: “We’ve always been known for
our great quality but, by investing in
our own fantastic manufacturing unit,
we can now achieve great savings
and better lead times.”
Following on from these
improvements, Ridgeway has
secured contracts with DLL in Dublin,

fitness-kit.net keyword

ridgeway

Cannons Health Club at Stoke
Poges, Hinckley Island Hotel, Spire
Hospital in Harpenden, Springhealth
Health Club in Heathrow and Nirvana
Spa in Reading.

Advice for a proﬁtable business from GSK
Making the sports nutrition
category accessible and relevant
is key to driving sales. Four key
ways to maximise your sales are:

fitness-kit.net keywords

fitness-kit.net keyword

york fitness

GSK

1. Tapping into consumers with an
unrecognised need to purchase, to
drive incremental sales.
2. Ensuring products are visible and
easily accessible in both your outlet
and the market.
3. Educating members on how the
products can help them achieve their
performance goals.
4. Using isotonic sports drinks, a much
heavier penetrated category than
sports nutrition, as a springboard to
cross-sell other non-energy products,
such as recovery or strength.

Zynk Design appointed by The Gym Group
Zynk Design has been appointed by
The Gym Group as the lead design
agency in the roll-out of the The
Gym brand across the UK.
“Zynk’s knowledge of the sector
is all-encompassing. The team at
Zynk brings innovative design and
space planning skills to each new
60
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project they’re faced with. Most
importantly they bring solutions, not
problems, when addressing design
issues – a refreshing exception in
my experience,” says John Treharne
CEO of The Gym Group.
fitness-kit.net keyword

zynk
september 2010 © cybertrek 2010
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LEISURE
INDUSTRY
WEEK 2010

Leisure Industry Week 2010
L[dk[0
:Wj[i0
Ef[d_d]j_c[i0


9edjWYj0

We look forward to the highlights of this year’s
show, which takes place in Birmingham this month

J

]^hnZVgÉhAZ^hjgZ>cYjhign
LZZ`A>L^hhZiidWZVcdi]Zg
ZmX^i^c\VcYk^hjVaanhi^bjaVi^c\
h]dl^cXdgedgVi^c\i]ZcZlZhi
egdYjXih[dgi]Zdji"d["]dbZaZ^hjgZ
^cYjhign#>c'%%.!i]Zh]dlXZaZWgViZY^ih
'&hinZVgVcYViigVXiZYbdgZi]Vc&'!*%%

2010
LAUNCHES

D

ZlegdYjXihVcYhZgk^XZhhZi
idWZh]dlXVhZYVii]^hnZVgÉh
h]dl^cXajYZ/
I]ZEgd+[gdbEdlZg
EaViZ>ciZgcVi^dcVa!VcZleaVi[dgb
i]VihZVbaZhhan^ciZ\gViZheViZciZY
XVWaZgZh^hiVcXZiZX]cdad\nidjc^iZ
ildegdkZcZmZgX^hZbZi]dYhÄXVWaZ
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k^h^idgh0l^i]V]dhid[cZl[ZVijgZh!
^c[dgbVi^kZhZb^cVghVcYcZildg`^c\
deedgijc^i^Zh!i]ZgZÉhhZiidWZ
hdbZi]^c\[dgZkZgndcZV\V^ci]^hnZVg#
IV`^c\eaVXZVii]ZC:87^gb^c\]Vb
[gdb'&Ä'(HZeiZbWZg'%&%!i]Zh]dl
l^aaWZhea^i^cidhZkZcVgZVh/Hedgi!

gZh^hiVcXZVcYk^WgVi^dc
igV^c^c\Ä[dgi]ZÒghii^bZ#
EdlZgEaViZXaVhhZhl^aaiV`Z
eaVXZi]gdj\]djii]Zh]dl#
b^adc^haVjcX]^c\^ihcZl
EgZb^jbhZg^Zhidi]ZJ@
bVg`ZiViA>L#L^i]VbdYZgc
YZh^\cVcYYVg`XVgWdchVi^c
Òc^h]!i]ZbVX]^cZhVahd
d[[Zg^begdkZYW^dbZX]Vc^Xh!
VhlZaaVhVcZc]VcXZY
XdcigdaeVcZaVcYhd[ilVgZ#
EjahZ^hXZaZWgVi^c\^ih(%i]
Vcc^kZghVgnWnaVjcX]^c\V
cZlXVgY^dgVc\Z!^cXajY^c\
i]ZaViZhi^cVjY^dk^hjVaVYkVcXZh#K^h^i
hiVcY=&%%idÒcYdjibdgZ#
8nWZml^aaaVjcX]i]Z8nigZ`IgZVYb^aa!
l]^X][ZVijgZhVcZl^ciZg[VXZVcY
VgVc\Zd[XjhidbXdchdaZVcYYZX`
XdbW^cVi^dch#I]ZcZl86G9>DidjX]
idjX]hXgZZcXdchdaZejihVaaXdcigdah^c
VXZcigVaadXVi^dcVcY^hVahdYZh^\cZYhd
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C:8!7^gb^c\]Vb
'&"'(HZeiZbWZg'%&%

IjZh'&HZeiZbWZg!&%VbÄ*eb
LZYh''HZeiZbWZg!&%VbÄ*eb
I]jgh'(HZeiZbWZg!&%VbÄ)eb
EgZ"gZ\^hiZg[dgi]Zh]dlVilll#a^l#Xd#j`

=ZVai];^icZhh!EddaHeV!AZ^hjgZ
;VX^a^i^Zh!EaVn6iigVXi^dch!:Vi
9g^c`!VcYA^XZchZY7jh^cZhh#
ÆLZ]VkZVcVggVnd[cZl[ZVijgZh!
hZb^cVghVcYcZildg`^c\deedgijc^i^Zh
Vii]^hnZVgÉhAZ^hjgZ>cYjhignLZZ`#LZ
^ck^iZZkZgndcZ^ci]Z^cYjhignidXdbZ
VcYhZZi]ZaViZhi^ccdkVi^dchdcd[[Zg
VcYidiV`Zi]Zdeedgijc^inidbV`ZcZl
XdciVXihVcYYdWjh^cZhh!ÇhVnh?dccn
HjaaZch!edgi[da^dY^gZXidgViA>L#

jhZghXVc\gVW^iidhiVW^a^hZi]ZbhZakZh
l]^aZ^cbdi^dc#K^h^ihiVcY=**idhZZ
i]Z8nigZ`IgZVYb^aa[dgndjghZa[#
BVig^m;^icZhhHnhiZbhl^aah]dlXVhZ
i]ZcZlH"HZg^ZhAH^cYddgXnXaZ#I]Z
cZlbdYZa^cXajYZhVkVg^Zind[]^\]

I]ZcZlM";dgXZgVc\Zl^aaWZjckZ^aZY
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eZg[dgbVcXZ[ZVijgZhi]Vi]VkZWZZc
^che^gZYWni]ZYg^kZVcYYZiZgb^cVi^dc
d[AVcXZ6gbhigdc\#
L^i]XnXa^c\WZXdb^c\^cXgZVh^c\an
edejaVgVXgdhhi]ZXdjcign!k^h^idghid
A>LXVcZmeZXiidhZZdi]ZgcZlZmZgX^hZ
VcYhijY^dW^`ZhWZ^c\aVjcX]ZYidi]Z
bVg`Zi#EgZXdgl^aajckZ^a^ih-&*hjeg^\]i
VcYgZXjbWZciW^`Zh!l^i]VcZlZmigV"
Xdb[dgiVWaZhZViVcYjc^fjZkZci^aVi^dc
YZh^\c#O^\OV\l^aaaVjcX]i]Z^ciZgVXi^kZ
:megZhhdH(njeg^\]indji]W^`Z!l^i]
VhbVaaZgYZh^\cbV`^c\^ihj^iVWaZ
[dgX]^aYgZcV\ZYc^cZid&*nZVgh#6cY
Ig^miZgl^aa^cigdYjXZi]ZM7^W^`ZÄi]Z
gZhjaid[VeVgicZgh]^el^i]HdcnÄVcY
i]ZaViZhikZgh^dcd[^ihMYgZVbW^`Z!
i]ZMYgZVbbVg`(!l^i]V\]dhigVX^c\
bdYZi]ViVaadlhjhZghidgVXZV\V^chi
i]ZbhZakZh#hZZVahd=8B6j\&%!e)%#
O^\OV\]VhVahdiZVbZYjel^i]7g^iV^cÉh
<diIVaZcihiVghHig^`ZÄA^VbG^X]VgYh
VcY9Vccn7VaaÄidaVjcX]V[jc"WVhZY
bVgi^VaVgihegd\gVbbZ[dgX]^aYgZcVcY
ndjc\VYjaihi]ViXdbW^cZhbVgi^VaVgih!
YVcXZVcY\nbcVhi^Xh!VaaX]dgZd\gVe]ZY
idbjh^X#Hig^`Zl^aaWZYZbdchigVi^c\i]Z
^ccdkVi^kZbVgi^VaVgihgdji^cZViA>L#
M";dgXZ!i]ZHlZY^h]Zfj^ebZci
bVcj[VXijgZg!l^aajckZ^a^ihWgVcY
cZlhigZc\i]gVc\Zidi]ZJ@ViA>L#
I]Zjc^fjZgVc\Z!l]^X]jhZhV
eViZciZYi^aiZYlZ^\]ihiVX`!\^kZh
jhZghi]ZWZcZÒihd[cZ\Vi^kZigV^c^c\
^cVh^beaZ!hV[ZVcYegdYjXi^kZ
bVccZg#M";dgXZl^aaWZh]dlXVh^c\
Z^\]id[i]Z&)bdYZah[gdbi]ZgVc\Z
ViA>L#>ckZcidgBVihIja^cl^aaWZ
VkV^aVWaZ[dgfjZhi^dchdchiVcY=;)#
EgZb^ZgIgV^c^c\>ciZgcVi^dcVa
l^aaaVjcX]^ihcZlEdlZg8ajW8E9
fjVa^ÒXVi^dcVii]Zh]dl#H]VeZY

EgZb^ZgIgV^c^c\l^aaYZWji
^ihaViZhi8E9fjVa^ÒXVi^dcÄV
EdlZg8ajWhigV^c^c\XdjghZ

a^`ZVWVhZWVaaWVi!EdlZg8ajWhXdbZ
^ckVg^djhlZ^\]ihÄi]ZlZ^\]i^h
jcZkZcanadVYZYiddcZZcY!l^i]i]Z
]VcYaZVii]Zdi]ZgÄVcYXVcWZjhZY
^cVgVc\Zd[ZmZgX^hZh#IVg\ZiZYViWdi]
bVaZVcY[ZbVaZjhZgh!i]ZnZcVWaZ
YncVb^XbdkZbZciVcYbdbZcijbid
WZ^cXdgedgViZY^cidgZh^hiVcXZigV^c^c\
hZZe]did\gVe]VWdkZ#
A^[Z;^icZhhl^aaWZh]dl^c\hZkZgVa
cZlZfj^ebZcigVc\ZhViA>L'%&%!
^cXajY^c\i]ZcZlDei^bVHZg^Zh9jVa"
:mZgX^hZHigZc\i]BVX]^cZh#>YZVa[dg
hbVaaZg!WjY\ZiXdchX^djh[VX^a^i^Zh!
i]ZnVgZ]^\]an[jcXi^dcVa!hina^h]!
YjgVWaZVcYZVhnidjhZ#I]ZbVX]^cZh
XdbeaZiZi]ZDei^bVHZg^ZhhigZc\i]
igV^c^c\a^cZ!l]^X]Xdbeg^hZhh^c\aZ

7g^iV^cÉh<diIVaZcihiVghHig^`Z]VkZiZVbZYjel^i]O^\OV\idd[[ZgbVgi^VaVgih[dg`^Yh
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VcYYjVahiVi^dcZmZgX^hZbVX]^cZh!
VhlZaaVhWZcX]ZhVcYgVX`h#
<aVYhidcZl^aajckZ^ai]ZaViZhi
Zc]VcXZbZcihid^ihEajh'VcY8dccZXi
bZbWZgbVcV\ZbZcihd[ilVgZ
hnhiZbh#BZVcl]^aZ!cZlYZkZadebZcih
^c^ih@^dh`eVX`V\Z^cXajYZVk^gijVa
Èh]dee^c\WVh`ZiÉ[dgWdd`^c\XaVhhZhdg
Wjn^c\egdYjXihdca^cZ!VhlZaaVhi]Z
dei^dcida^c`l^i][g^ZcYhVcY[Vb^anid
Wdd`XaVhhZhdci]Z^gWZ]Va[#
@Z^hZgl^aaWZXZaZWgVi^c\i]Z
aVjcX]d[^ihcZl@Z^hZgEZg[dgbVcXZ
IgV^c^c\8ZcigZViA>L#>il^aaVahdWZ
h]dlXVh^c\^ihB*:aa^ei^XVaViA>L
VcYd[[Zg^c\^chigjXidgh!dlcZghVcY
deZgVidghi]Zdeedgijc^inidiV`ZeVgi
^cVcB*:aa^ei^XVadgB(>cYddg8nXa^c\
YZbdchigVi^dcXaVhh#
A^[Zi^bZl^aaWZd[[Zg^c\VcZl
VcYjc^fjZdca^cZAZVYZgh]^eVcY
BVcV\ZbZciegd\gVbbZ[dg^cY^k^YjVah
l^h]^c\idbdkZ^cidVbVcV\ZbZci
gdaZl^i]^cVaZ^hjgZXZcigZdg]ZVai]
XajWZck^gdcbZci#9ZkZadeZYWn
^cYjhignheZX^Va^hih!hiV[[VagZVYn^cV
YjindgÒicZhhbVcV\ZgXVeVX^inXVc
XdbeaZiZi]ZXdjghZZci^gZandca^cZid
Zc]VcXZi]Z^gh`^aahVcYjcYZghiVcY^c\#
McAZ^hjgZHnhiZbh]VhWZZcd[[Zg^c\
aZ^hjgZbVcV\ZbZcihdaji^dch[dgdkZg
'-nZVghVcYhZgkZhbdgZi]Vc*!%%%
jhZgh^ci]ZaZ^hjgZ^cYjhign#I]^hnZVg!
McAZ^hjgZHnhiZbhl^aaWZZm]^W^i^c\^ih
cZlhZa["hZgk^XZVcYdca^cZegdYjXih#
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SHOW
HIGHLIGHTS
HEALTH
& FITNESS
FJedj^[D;J<kdYj_edWb
JhW_d_d]Ped[
I]ZEIdci]ZC:I;jcXi^dcVaIgV^c^c\
OdcZl^aaZm]^W^iegdYjXihi]ViXVc
igVch[dgbhbVaaVcYjcjhZYVgZVhdc
i]Z\nbÓddg^cidegdÒiVWaZVgZVh#
EZghdcVaigV^cZghl^aaVahdWZVWaZ
idZmeZg^ZcXZi]ZaViZhiigV^c^c\
egd\gVbbZhVcYegdYjXihgZaViZY
idZ[[ZXi^kZ[jcXi^dcVaigV^c^c\#
:m]^W^idghh]dlXVh^c\^ci]^hVgZV
^cXajYZAZ^hjgZA^cZh!?dgYVc;^icZhh!
:hXVeZ;^icZhh!@Z^hZg!;^iEgd!;^\]i
;^i!I]jbe7dm^c\!EVYWdm!EgZb^Zg
IgV^c^c\VcYCdgY^XLVa`^c\#

?dZ[f[dZ[djEf[hWjehiKd_j[
>cYZeZcYZcideZgVidghl^aaWZVWaZid
ViiZcYi]Z>DJ>cYZeZcYZciDeZgVidgh
Jc^iZegd\gVbbZd[hZb^cVgh[dg[gZZ#
Dc''HZeiZbWZg!>DJl^aaegZhZci
ÈI]Z>cYZeZcYZciDeZgVidghÉ<j^YZ
id;VciVhi^XGZiZci^dcGZhjaihÉ!l]^aZ
V[jgi]ZghZb^cVgl^aaadd`Vi^cXgZVh^c\
hZXdcYVgnheZcYl^i]^cÒicZhh[VX^a^i^Zh#
I]ZXadh^c\hZhh^dcl^aaYZWViZi]Z
higj\\aZhd[WZ^c\Vc^cYZeZcYZci
deZgVidg!l^i]deZgVidghVgdjcYi]Z
Xdjcignh]Vg^c\i]Z^gZmeZg^ZcXZVcY
aZhhdchaZVgci[gdbgjcc^c\i]Z^gXajWh#
Dci]ZZkZc^c\d[i]Z''HZeiZbWZg!
jeid&!%%%^cYZeZcYZcideZgVidghl^aa
Zc_dni]Z>DJEVgin'%&%Vii]ZBZX]j
WVg^c7^gb^c\]Vb#

<?7;ZkYWj_edFhe]hWcc[
I]Z;>6]VhYZkZadeZYVegd\gVbbZd[
^c[dgbVi^kZheZV`Zgh[gdbi]Z]ZVai]
VcYÒicZhh^cYjhignÄ^cYjhignaZVYZgh
l]dl^aaYZWViZi]ZWZhilVnh[dgi]Z
^cYjhignidhjXXZZY^ci]Z[jijgZ#
HZb^cVghdc'&HZeiZbWZgl^aaadd`
ViÈ;jijgZ"egddÒc\i]Z=ZVai]VcY
;^icZhh>cYjhignÉl]^aZi]Z`ZncdiZ!
V^bZYVihZc^dgbVcV\ZbZci!l^aa
Y^hXjhhi]Z'%&%8dbb^hh^dc#
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I]ZgZl^aaWZVhZg^Zhd[ldg`h]deh
YZY^XViZYidb^YYaZbVcV\ZbZci#
<BIKÉhgZh^YZcia^[ZXdVX]!EZiZ8d]Zc!
]VhWZZc^ck^iZYidA>LdcLZYcZhYVn
''HZeiZbWZgidiVa`VWdjibV`^c\V
Y^[[ZgZcXZl^i]edh^i^kZehnX]dad\n#=Z
l^aaWZ_d^cZYWn<Zdg\^cV?jee[gdb
i]Z8@6XVYZbn!l]dl^aaY^hXjhh
È:ca^\]iZcZY8jhidbZg8VgZÄI]Z
:bdi^dcVa8dccZXi^dcÉ!VcYWn@Z^i]
7jgcZiid[=^aidc=diZahl]dl^aaiVa`
VWdjiVX]^Zk^c\bZbWZgh]^ehVaZh[gdb
i]ZY^hZc\V\ZY#BZVcl]^aZHjZ6chi^hh!
bVcV\^c\Y^gZXidgd[EgdbdiZEG!l^aa
\^kZVhZhh^dcdchdX^VabZY^VVcY]dl
^iXVcWZcZÒiWjh^cZhhZh^ci]ZaZ^hjgZ
hZXidgdcLZYcZhYVn''HZeiZbWZg#

H[]_ij[he\;n[hY_i[
Fhe\[ii_edWbiH;FIDWj_edWb
9edl[dj_ed
I]ZG:EhCVi^dcVa8dckZci^dcl^aaWZ
]ZaYViA>LdcI]jghYVn'(HZeiZbWZg!
l^i]`ZncdiZegZhZciVi^dch[gdb9g
8Vi]HVcYZghdcAZZYhBZiJc^kZgh^in
VcY?Vb^Z:YlVgYhIgV^cZY7gV^c!
eajhVX]d^XZd[&%ldg`h]deh#I]ZhZ
ldg`h]dehl^aaXdkZgVkVg^Zind[ide^Xh
Ä^cXajY^c\edhijgVaVcVanh^h!WZ]Vk^djg
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X]Vc\Z!CdgY^XLVa`^c\!i]ZK^EG
igV^c^c\iddaVcYXdbbjc^inVXi^kVi^dc
ÄVcYl^aaWZYZa^kZgZYWn;^iEgd!
EgZb^ZgIgV^c^c\>ciZgcVi^dcVa!A^[Zi^bZ
=ZVai];^icZhh!AViZgA^[ZIgV^c^c\!
NÒi!Cdgi]Zgc;^icZhh!i]Z;>6!CdgY^X
LVa`^c\VcY8@6XVYZbn#

ifehjW
hedgiV!i]ZgZegZhZciVi^kZWdYn[dgaZ^hjgZ
VcYXjaijgVaigjhih^ci]ZJ@!l^aaWZ
ViiZcY^c\A>L[dgi]ZÒ[i]nZVggjcc^c\#
I]Zdg\Vc^hVi^dc!l]^X]gZegZhZcih
bdgZi]Vc&%%igjhihdeZgVi^c\^cZmXZhh
d[*!%%%[VX^a^i^Zh!l^aaWZ]daY^c\^ih
<ZcZgVaBZZi^c\dc''HZeiZbWZgVcY^h
ZmeZXi^c\VgdjcY&%%bZbWZghidViiZcY#

9BE7
I]Z8]^Z[8jaijgVaAZ^hjgZD[ÒXZgh
6hhdX^Vi^dc8AD6l^aaWZ^ck^i^c\^ih
higViZ\^XeVgicZghidVbZZi^c\ViA>L#
I]ZbZZi^c\l^aa[dXjhdci]ZcZl
\dkZgcbZciÉheaVch[dgXjih!]dl
i]ZXdVa^i^dcl^aaadd`id^cXgZVhZ
eVgi^X^eVi^dc!VcYi]Zedhh^WaZ^beVXi
d[i]ZÈg^\]iidgZfjZhiÉÄi]Zdei^dc[dg
ejWa^XhZXidgldg`ZghidgZfjZhiidaZVkZ
i]Z^gZbeadnZghVcYhZijei]Z^gdlc!
^cYZeZcYZcihdX^VaZciZgeg^hZhidYZa^kZg
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OTHER ZONES

9ZaZ\ViZhl^aa]VkZV
X]VcXZidigndjii]Z
cZlZhi[ZVijgZViA>L/
i]ZLVkZhjg[Zg

BdgZi]Vc&'!*%%
k^h^idghViiZcYZY
AZ^hjgZ>cYjhignLZZ`
Vii]ZC:8aVhinZVg

hZgk^XZhidi]ZXdbbjc^inÄdcadXVa
\dkZgcbZciXjaijgZVcYhedgildg`Zgh#
8AD6ZmeZXihÒ\jgZh[gdbi]Z
9ZeVgibZci[dg8jaijgZ!BZY^VVcY
Hedgi98BH!VhlZaaVhi]ZAdXVa
<dkZgcbZci6hhdX^Vi^dcA<6$AdXVa
<dkZgcVcXZ>ccdkVi^dc9ZkZadebZci
A<>9!6jY^i8dbb^hh^dcVcYcdc"
YZeVgibZciVaejWa^XWdY^ZhidViiZcY#

<_jFheFJ<ki_edJekh
I]Z;^iEgd;jh^dcIdjg^hVild"]djg
ldg`h]deYZh^\cZYidWg^c\Wjh^cZhh
VcYXa^ZcihXZcVg^dhida^[Z#AZVY^c\
ÒicZhhegZhZciZghl^aaY^hXjhhVcY
YZbdchigViZ/K^EG!i]Z[jcXi^dcVa
igV^c^c\idda0dca^cZZYjXVi^dcVagZhdjgXZ
EIdci]ZCZi0VcY;6HI:G=ZVai]VcY
;^icZhh!l]^X][dXjhZhdcYZa^kZg^c\]^\]"
fjVa^inigV^c^c\[dgeZghdcVaigV^cZgh#
HeZV`Zgh^cXajYZGdWZgi8VeejXX^d!
l]d]VhYZh^\cZYVcY^beaZbZciZY
hVaZh!XjhidbZggZaVi^dch!bVcV\ZbZci
VcYeZghdcVaigV^c^c\hnhiZbh[dgV
cjbWZgd[aZVY^c\^cYjhigndg\Vc^hVi^dch0
?d]c=VgYn![djcYZgd[;6HI:G=ZVai]
VcY;^icZhh0VcY<Vk^c6iidgZ!VeZghdcVa
igV^cZgheZX^Va^h^c\^c8]V^cGZVXi^dc
7^dbZX]Vc^XhVcY;jcXi^dcVaHigZc\i]
IgV^c^c\[dg=jbVcBdkZbZci#
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;dl_hePed[
I]ZAZ^hjgZ;VX^a^i^ZhVgZVl^aa]dhii]Z
cZl:ck^gdOdcZ!l]^X]l^aa\^kZaZ^hjgZ
kZcjZhV[gZZ^ch^\]i^cid]dli]Zn
b^\]igZYjXZi]Z^gXVgWdc[ddieg^ci!
VYYgZhh]j\Zji^a^inW^aahVcY
ZcXdjgV\Zk^h^idghidWZbdgZÈ\gZZcÉ#
:m]^W^idghl^aa^cXajYZEjahZ
8dbbZgX^VaJi^a^i^Zh!l]^X]l^aaZm]^W^i
^ihhbVgibZiZgh0KVc\jVgYhEdlZg!
l]^X]YZh^\chVcYbVcj[VXijgZh
6YkVcXZY:cZg\nHVk^c\HnhiZbh0VcY
B=6A^\]i^c\!l]^X]l^aaZm]^W^i^ihcZl
A:9iZX]cdad\n#BZVcl]^aZG^kV<adWVa!
l]^X]heZX^Va^hZh^cgZYjX^c\lViZg
VcYZcZg\nXdchjbei^dc[dgWdi]ejWa^X

8VadgZm^hidaVjcX]^ihcZl8VadgZmEgd"EVX
XdbbZgX^Va]dilViZg]ZViejbe

VcYeg^kViZhZXidgdg\Vc^hVi^dch!l^aa
YZbdchigViZ]dlidbV`Zh^\c^ÒXVci
gZYjXi^dch^cXVgWdc[ddieg^cih!l]^aZ
8VadgZml^aaZm]^W^ii]Z8VadgZmEgd"EVX
XdbbZgX^Va]dilViZg]ZViejbe#I]Zn
l^aaVahdWZ_d^cZYWnI]ZgbVedda!l]^X]
l^aaZm]^W^i^ihhdaVgeVcZaiZX]cdad\n#
8VadgZmVcYI]ZgbVeddal^aaWdi]WZ
Zm]^W^i^c\^ci]ZEddaHeVVgZV#

MWl[ikh\[h
K^h^idghidA>Li]^hnZVgl^aaZmeZg^ZcXZ
i]ZcZlZhiVYY^i^dcidi]Zh]dl#AdXViZY
^ci]ZEddaHeVhZXidgVcYh]dlXVhZY
[dgi]ZÒghii^bZ^ci]ZJ@ViA>L!i]Z
LVkZhjg[Zg^hi]Zjai^bViZVfjVi^X
ViigVXi^dc[dgWdYnWdVgYZgh!hjg[Zgh!
lV`ZWdgYZghVcYZkZch`ViZVcY
hcdlWdVgYZgh#>iegdk^YZhVhd[ig^Y^c\
hjg[VXZ!Vaadl^c\jhZghid[Vaal^i]dji
]jgi^c\i]ZbhZakZh!bV`^c\^i^YZVaid
aZVgcVcYegVXi^hZcZlig^X`hVcYbdkZh
[dgeZdeaZd[VaaV\ZhVcYVW^a^i^Zh#
I]ZLVkZhjg[ZgiZVbd[egd[Zhh^dcVa
hjg[Zghl^aaegZhZcia^kZYZbdchigVi^dch
d[i]^h^ccdkVi^kZcZl[ZVijgZl^i]^ci]Z
EddaHeVVgZVViA>L#K^h^idghXVcVahd
ZmeZg^ZcXZi]ZLVkZhjg[ZgÒghi"]VcY!
l^i]i]ZX]VcXZid\Zi^cidVlZihj^iVcY
]VkZV\d[dgi]ZbhZakZh#
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LIW Show Preview

EXHIBITOR
& DELEGATE
PERSPECTIVE

?dc?d]chidc!B9d[BVig^m!hVnh/Æ'%&%
l^aaWZi]Zi]^gYXdchZXji^kZnZVgi]Vi
BVig^m]VhZm]^W^iZYViA>L#I]Zh]dl
ZcVWaZhBVig^mid\V^c\ddYXdbeVcn!
WgVcYVcYegdYjXiVlVgZcZhh^ci]Z
^cYjhign!eVgi^XjaVganVhlZVgZgZVaan
WZ\^cc^c\idZhiVWa^h]djghZakZh^ci]Z
J@VhV`ZnÒicZhhZfj^ebZcihjeea^Zg#
>ci]ZeVhiildidi]gZZnZVgh!BVig^m
]VhgZVaanYZkZadeZYVcYZc]VcXZY
^ihegdYjXihVcYhZgk^XZh!VcYA>L
]Vhegdk^YZYjhl^i]i]ZeaVi[dgb
idegdbdiZi]^hVcYh]dldjgcZl
^ccdkVi^dchidi]ZbVg`ZieaVXZ#Ç
C^X`:V\aZ!ÒicZhhbVcV\ZgViI]Z
EVg`8ajW^c6W^c\Ydc!hVnh/ÆA>L
egdk^YZYjhl^i]i]Zdeedgijc^inidhZZ
VcYigndjiBVig^mZfj^ebZci!VcYid
bV`ZVXdbeVg^hdcl^i]di]Zghjeea^Zgh#
HZkZgVad[i]Z^chigjXidghViI]ZEVg`
8ajWk^h^iZYA>Lidigndjii]Z`^iVcYlZ
h^\cZYVcdgYZg[dgBVig^mÉh,mZ8KVcY
<,higZc\i]gVc\ZhYjg^c\i]Zh]dl#Ç
?Z[[9Vk^Zh!Y^gZXidgd[XdbbZgX^Va
hVaZhViEdlZgEaViZ!hVnh/ÆLZÉkZWZZc
Zm]^W^i^c\ViA>L[dgi]ZeVhi[ZlnZVgh!

BVig^ml^aaZm]^W^iViAZ^hjgZ>cYjhignLZZ`
[dgi]Zi]^gYXdchZXji^kZnZVg
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EdlZgEaViZl^aaaVjcX]^ihcZlEgd+VcYl^aagjcZm]^W^i^dcXaVhhZhi]gdj\]i]Zh]dl

Wj^aY^c\hjXXZhh[jagZaVi^dch]^ehl^i]
di]ZgZm]^W^idghVcYdeZgVidghVa^`Z#
A>Ld[[Zghjhi]ZX]VcXZidcZildg`
l^i]Zm^hi^c\XdciVXih!h]dlXVhZcZl
egdYjXihVcYiZX]cdad\n!VhlZaaVh
XgZVi^c\cZildg`^c\deedgijc^i^Zh#Ç
>c'%%.!EdlZgEaViZegZ"hdaY
ZkZgni]^c\i]VilVhdci]ZA>LhiVcY!
bV`^c\^idcZd[^ihbdhihjXXZhh[ja
h]dlhidYViZ#>cYZeZcYZcideZgVidg
9Vc=^aa^Zgd[7dYnHdjcY=ZVai]VcY
;^icZhh^c8]VcYaZgÉh;dgY!=Vbeh]^gZ!
hVnh/Æ>ejgX]VhZYi]gZZEdlZgEaViZ
egd*6>GVYVei^kZbVX]^cZhViA>LaVhi
nZVgid^cXajYZdcbn\nbÓddg#I]Z
bVX]^cZhd[[ZgXa^ZcihVcZlVcYjc^fjZ
lVnd[^cXdgedgVi^c\k^WgVi^dcigV^c^c\
^cidi]Z^gZm^hi^c\ÒicZhhgZ\^bZVcY
]VkZWZZcVgZVa]^il^i]bnXa^Zcih#Ç
?d]c=Vaah!hVaZhVcYbVg`Zi^c\
Y^gZXidgViI]ZE]nh^XVa8dbeVcn!hVnh/
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ÆLZhZZA>LVhi]ZbV^ch]dld[i]Z
nZVg[dgjhÄVcdeedgijc^in[dgjhid\Zi
^c[gdcid[i]Z^cYjhignÉh`ZnÒ\jgZh#>iÉh
VahdV\gZVideedgijc^in[dgjhidbZZi
jel^i]Zm^hi^c\XjhidbZghVcYXa^Zcih#
L]Zc^iXdbZhidcZlegdYjXigZaZVhZh
dgaVjcX]^c\VcZlXViVad\jZ!A>L^h
VWdjiVhgZaZkVciidjhVhndjXVc\Zi#Ç
HVaZh[gdbI]ZE]nh^XVa8dbeVcn
hiVcYlZgZjeWn.eZgXZci^c'%%.
[gdbi]ZegZk^djhnZVg#8gV^\@gje^ch`^!
Wjh^cZhhYZkZadebZcibVcV\ZgVi9L
Hedgih;^icZhh!hVnh/Æ;daadl^c\A>L
'%%.!lZ[dgbZYVcZlgZaVi^dch]^e
l^i]I]ZE]nh^XVa8dbeVcn#>iÉhcdldjg
egZ[ZggZYhjeea^Zg[dgedgiVWaZÒicZhh
Zfj^ebZciVcYldg`hXadhZanl^i]jh
l]Zcegdk^Y^c\Zfj^ebZci#LZk^h^iA>L
ZkZgnnZVg!Vh^i\^kZhjhi]Zdeedgijc^in
idk^h^iVaagZaZkVcihjeea^ZghVcY]Zaeh
jhidbV`ZVc^c[dgbZYYZX^h^dcÇ#
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A modern classic
1995

EFX®
2010

The best in the business
In 1995 Precor changed the face of aerobic exercise, with the introduction of the world’s first Elliptical Fitness
Crosstrainer – the EFX® 544. Emulating the body’s natural movement in a low impact motion, the EFX® 544
captivated members worldwide, and revolutionised the health and fitness market.
Precor’s modern-day range of premium crosstrainers continue to lead
the way, with Precor’s EFX® 576i being the world’s only crosstrainer to
feature both moving arms and a CrossRamp®, delivering a total body
workout. Contact Precor today, to find out what the best in the business
can do for your business.
CALL: 0844 8480101 · E-MAIL: info@precor.com · VISIT: www.precor.com

advertising
feature

self service, as easy as

123
We explain the benefits of online bookings and how they can help your customers and staff

B

udget cuts, planning for
better cost control and
demand for increased
revenue brings added
pressure to most leisure centres –
especially in the public sector, which is
very much in the media spotlight.
As a leading supplier to the public
sector for almost three decades, Xn
Leisure recognises that the leisure
industry is typically several years behind
the retail sector in terms of technology
deployment and customer service
innovation. This trend isn’t a bad thing
as it allows for new technologies and
ways of working to be pioneered within
the heavy use arena of retail, where the
wrinkles are ironed out. Leisure can then
adopt the latest innovation with minimal
risk, taking advantage of the retail trials
and learning from their experience. The
downside is the customer perception of
leisure facilities: the sense that they’re
not investing in technology to enhance
the customer experience.
In the latest trend of ‘living in the
cloud’, with a shift towards online
shopping – even Amazon is jumping on
the bandwagon of grocery deliveries – Xn
Leisure is leading the way. Xn Leisure has
already seen chip and pin installations go
through the roof in a very short period of
time, and recognised some time ago the
need to bring new self-service elements
to the market for 2010, when the market
would be more receptive. It has therefore
launched a new self-service journey, from
online to self-service kiosks.

Xn leisure’s solutions empowers members to
book and purchase at a time convenient to them

Having spent time understanding what
works and what doesn’t work in various
self-service applications across retail,
travel and entertainment deployments,
Xn Leisure is set to launch its new
solutions at LIW. In an age where time
is at a premium, the market is now
ready to embrace these self-service
technologies, which should be viewed

“SELF-SERVICE ELEMENTS AND ONLINE
FUNCTIONALITY ARE VIEWED AS THE
NEXT PROGRESSIVE STEP FOR THE SECTOR”
70
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as an extension to the customer service
offering, helping to reduce transaction
times and speed up queue processing.
Xn already has multiple sites investing
in several kiosks, linked through to
online functionality, to allow members
to book online, check themselves in and
even renew their memberships.
Virtually overnight, partly fuelled
by market pressure and inﬂuenced by
the need to save money, self-service
elements in leisure facilities and online
functionality are being viewed as the
next progressive step for our industry
and are already being relied upon by
early adopters as demand increases.
september 2010 © cybertrek 2010

1

online bookings
Whether at home, at
work or via access
points in the
community, your sessions,
courses and activities can be
booked online, any time of the day
and night – or whenever you allow.
Real-time online booking is
designed to complement existing
services and offers an alternative
to telephone booking. This provides
for greater social inclusion for those
who ordinarily cannot book over
the phone due to disabilities such as
impaired hearing. Online booking also
provides an information service and
alleviates pressure from your front desk,
allowing your front of house to be truly
service orientated.
The online solution is already
integrated with major payment partners
for ease and speed of deployment, and
for easy configuration to your financial
systems, for a total solution.

self-service is a journey
In a convenience age, with time at a
premium, self-service is now widely
accepted – an everyday occurrence.
People are increasingly familiar with
web and self-serve technologies and the
beneﬁts it brings. A self-service journey
will take the form of booking online,
direct access to facilities (no queues)
and automatically re-booking, leading
to improved customer satisfaction.
Kiosks have become ‘virtual
receptionists’ and a properly conceived
deployment can better leverage your
existing resources, control costs, and
increase proﬁtability and efﬁciency.

3

2

kiosks
Kiosks play an important
role for customers, from
their arrival – to check-in
for a course – right through to rebooking a session for the following week,
or self-service purchasing of activities.
Xn’s self-serve applications are deployed
on robust, tried and tested technology
with optional payment solutions.
Focusing on simplicity and ease of use,
speed of transaction is paramount to a
successful deployment and an enhanced
customer experience. Customer
feedback functions complete the
solution for a fully-rounded product set.

online membership
Extend your sales team with the
addition of online memberships.
Visitors to your website will be able
to join online, easing the burden on
your front of house operations. Once
joined online, your new members will
validate their membership on-site
before using the facilities.
To extend the functionality of
online memberships, your members
will also be able to renew their
memberships themselves, aiding
your cashﬂow and allowing members
to renew at their convenience – at a
time which best suits their lifestyle.

Tel +44 (0)870 80 30 700
september 2010 © cybertrek 2010

access control
Automated access control is
key to operating efficiencies.
From a single point of entry
to more complex access-controlled
solutions, including remote door, health
suite or changing rooms controlled by
gender, Xn provides a secure monitoring
system for fast-track usage.
Integrated software logs access
attempts for members/customers
entering, allowing multiple swipes
to be viewed simultaneously, with
declined access ﬂagged up for ease of
identiﬁcation. Prompts alert reception
staff to any pertinent messages and
account warnings. Latest technology
allows for ‘plug and play’ hardware,
based on network points supporting
mag-swipe, barcode and proximity,
subject to hardware installation.

www.xnleisure.com
Read Health Club Management online at healthclubmanagement.co.uk/digital
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ALTRO LIMITED
Tel: +44 (0)1462 707604
www.altro.com
Altro is a world leading manufacturer and supplier of ﬂooring,
walling, ceilings and doors kits. The company supplies hygienic,
safe and practical solutions for all interior environments – without compromising on function or design. A vast product range
features traditional and contemporary, textured and smooth
coverings, all in a wide palette of colours. Altro’s customers
operate in the education, healthcare, pharmaceutical, retail,
sports, leisure, hospitality and food and drink sectors. Altro is
leading the way in sustainable manufacturing and is the ﬁrst
safety ﬂooring manufacturer with the facility to recycle safety
ﬂooring in house, making it more sustainable.
Section: Leisure Facilities

BATTLEFIELD SPORTS
Tel:+44 (0)1237 424444
www.battleﬁeldsports.com
We’re the world’s leading manufacturer of infra red combat
equipment and urban inﬂatables. Our groundbreaking S*A*T*R
system gives real time hit feedback with no additional hardware, letting you set up a business which has a high income
proﬁt yield which is totally
scalable in either casual
or organised groups, with
100s of players at once.
Battleﬁeld Sports’ Infra-red
gaming guns can be used
safely both indoors and
outdoors.
Section:
Play & Attractions

Battleﬁeld Sports
makes infra red combat
equipment and urban
inﬂatables
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Clarity is launching its
new leisure management
system at LIW 2010

CLARITY
Tel: +44 (0)1732 525870
www.claritycommerce.com
Clarity’s software helps leisure, hospitality, retail and entertainment companies to win and retain customers.
ClarityLive is the exciting new LMS being unveiled at LIW. It improves customers’ interactions and experiences by helping staff
to process and track transactions more efﬁciently. This solves
problems such as long queues, slow customer service, lack of
reliable information and poor co-ordination of sales channels.
Clarity brings fresh thinking to leisure management challenges. The company applies its expertise in leisure, as well as
other sectors, giving businesses the tools they need to gather
and interpret customer information, reduce costs, increase
business control and boost proﬁts.
Section: Leisure Facilities
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www.pulseﬁtness.com
www.pulseselect.com
www.pulsesoccer.com
www.club-pulse.com
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Connect, an innovative
membership retention
tool, will be on display
on stand F29 at LIW
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CONNECT - MAKING RETENTION SIMPLE
Tel: +44 (0)7771 902300
www.makingretentionsimple.co.uk
Connect is a simple to use, innovative membership retention
tool. As an experienced leisure operator, Aquaterra Leisure has
identiﬁed the barriers affecting consistent gym use through
feedback from managers and ﬁtness teams. This has been incorporated into an IT solution which is achieving positive results
in transforming service delivery on the gym ﬂoor.
Find out more about the Connect membership retention tool
at www.makingretentionsimple.co.uk or visit stand F29 at LIW.
Section: Health & Fitness

CREATIVE FITNESS MARKETING
Tel: +44 (0)870 270 6667
www.creativeﬁtness.net
Creative Fitness Marketing is once again heading up the educational sessions and party for IOU at LIW in September.
“After the most successful gathering of Independent Operators ever assembled in 2009, LIW 2010 is going to be bigger
and even better for independent club owners, with over 800
people expected to enjoy the sessions, networking and the
party” says Dave Wright, President and CEO of Creative
Fitness Marketing.
Section: Health & Fitness
Creative Fitness
Marketing will be
partying at LIW
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FUEL YOUR LIFE

UÊÊ >ÃÞÊvÀÊLi}iÀÃ]ÊÌÕ} ÊvÀÊÌ iÊiÝ«iÀiVi`°
WWW.OCTANEFITNESS.COM
Neil Campbell 07799 475366 Stand H240 at LIW.

© Copyright 2010. All rights reserved by Octane Fitness.

Exhibitor News

The VibroGym has been scientifically proven to
Increase strength & power
Increase core stability
Increase flexibility
Increase BMR
Increase testosterone + HGH
Decrease cellulite
Increase bone mineral density
Decrease DOMS
Help repair ACL injury
Help Fibromyalgia
Benefit people with diabetes
Benefit for MS Sufferers
Decrease DOMS in runners

Join the
VibroGym UK
Facebook group

Cybercoach makes dance mats available to wheelchair users
The VibroGym helps to
•Attract new members
•Retain members
•Set up new classes
•Increase your revenue
•Keep staff interested
•Sell more PT
•Gain an advantage over
your local competitors

"I use vibration training before and after training because it allows me to train harder
and recover faster. There has been a lot of international research done on vibration
training showing that it greatly reduces Delayed Onset Muscle Soreness and that it
can give me improved flexibility and jumping power in much less time than
conventional training.”
Tatiana Grigorieva, Olympic Pole Vault Silver Medalist

www.vgymuk.com
Dan Fivey 07709169997

CYBER COACH
Tel: +44 (0)845 869 2848
www.cyber-coach.co.uk
Cyber Coach launches a new dance mat at LIW, speciﬁcally
designed for special needs players. Designed to rest on the
lap of a wheelchair user, the intelligent buttons respond to the
presence of a hand or foot and the speed of movement and
adjust the game appropriately.
MD of Cyber coach, Glen Jones commented: “While keeping the focus on fun, we believe the right way forward for kids
ﬁtness equipment is to include everyone.”
Section: Health & Fitness

DALESAUNA LTD
Tel: +44 (0)1423 798630
www.dalesauna.co.uk
Dalesauna has been supplying the leisure industry for over 30
years and during that time the product range has grown from
the simple pine sauna to include steamrooms, spa and hydro
pools, feature showers and foot spas, and a wide variety of
heat experience rooms such as Rasul mud chambers, aromatharpay and salt vapour rooms.
In addition, Dalesauna offers unrivaled after sales support, with
10 fully qualiﬁed electricians nationwide, offering both repair and
planned maintenance. Dalesauna also offers a huge range of consumables and chemicals for the swimming pool and leisure club
market at very competitive prices. Call on our stand P15 to see
what offers we have available for LIW.
Section: Pool & Spa
Dalesauna is
celebrating 30 years
in the industry

www.omniticket.com
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Discover the Future of Fitness
Your members expect the latest technology to get the results
they want – and fast. The new Power Plate® pro6™ model
with proMOTION™ technology is the innovative ﬁtness concept
that combines Acceleration Training™ with cable resistance,
so your members can perform a complete total-body workout
using just one piece of equipment. The cables extend more than
two metres in any direction, and have two resistance settings,
offering a virtually limitless range of dynamic exercise options.
Experience the pro6 machine yourself by visiting us at
Stand HF1, at LIW.
For more information call 020 7586 7200 or visit
www.powerplate.co.uk

We provide all the necessary
tools to market Power Plate
equipment to your members,
as well as on-site workshops
and ongoing REPS accredited
training for your staff.

www.powerplate.co.uk

%ULQJLQJWKHRXWGRRUVWR 
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6DIHFKDOOHQJLQJEDVLFUHDO
FOLPELQJH[SHULHQFHWKDWNLGV
ORYH0DNHLW&22/WRH[HUFLVH
)UHHGRP&OLPEHUJLYHVNLGVD
JUHDWIXQDFWLYLW\ZKLOVWSURYLGLQJ
IXQGDPHQWDO¿WQHVVEHQH¿WV
VXFKDVWRWDOERG\ FRUHPXVFOH
GHYHORSPHQWFRRUGLQDWLRQ
ÀH[LELOLW\DQGEDODQFH

$VIHDWXUHG
RQWKH

*$'*(7
6+2:

)LWVRQPRVWZDOOVQRURSHVQR
KHOPHWVORZOHYHOUHDOFOLPELQJ
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See us
at LIW
Stand H249
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DYNAMIC ACTIVITY

Frutina Limited Belvidere Terrace
Northam Southampton SO14 5QR
Telephone
Fax Number

+44 (0) 23 8021 1550
+44 (0) 23 8021 1990
enquiries@frutina.com

Dynamic Activity will
be showing its VertOsc technology

Tel: +44 (0)1256 316180
www.dynamicactivity.com
Dynamic Activity is exhibiting the unique and innovative bodycore functional training platforms. Developed for functional
training, bodycore can be used in conjunction with a variety of
other ﬁtness equipment, gaining unparalleled results.
Using Vert-Osc technology, bodycore’s natural vertical movement
uniquely accentuates the power of gravity to increase intensity
without compromising technique; delivering safe, fast and effective
results, while promoting full dynamic movement. The complete
range of platforms is being showcased on stand H89.

Section: Health & Fitness

ESCAPE FITNESS
A Drink Solution for all your needs

FROZEN * POST-MIX * HOT
Visit us at the LIW 2010 at stand E5
Choose Frutina, the perfect business partner!!

www.frutina.com
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Tel:+44 (0)1733 313 535
www.escapeﬁtness.com
Every year Escape’s passion for
ﬁtness takes the company to new
heights and the same can be said
for its LIW 2010 stand.
Lucky Escape visitors can
expect new training ideas, business boasting workouts, proﬁtable
programme advice, new Move It
spaces, tougher challenges, exciting demonstrations, the unmissable launch of the new TRX, a
celebrity surprise and much more.
The fantastic Escape team will
also be there getting you motiThe Escape Fitness team
vated to Move it!
Section: Health & Fitness
will get you motivated!
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Exhibitor News
EXPERT TICKET

12:

Tel: +44 (0)1226 779956
www.expertticket.co.uk
Expert Ticket is an easy to use innovative system that provides
customers with a fast, efﬁcient and convenient way to visit
attractions, events and festivals, with no extra costs or charges
over and above the advertised ticket price.

7+(8.¶V
180%(5

'$1&(0$7

The modular approach means attractions can choose to incorporate online ticketing, admissions, retail management solutions and
access control, or a combination of these appropriate to your business. The system is fully HMRC compliant for gift aid processing.

6<67(0

Section: Play & Attractions
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Fight Fit will
launch its new
training licenses
at LIW this year.
Visit the company
on stand H405

&DOORU(PDLOIRUDIUHH
1R2EOLJDWLRQ'HPRQVWUDWLRQRQ

FIGHT FIT LTD
Tel: +44 (0)207 788 7825
www.ﬁghtﬁt.co.uk
At this year’s LIW Fight Fit, the UK’s number one in Boxing for
Fitness, ofﬁcially releases its license to gyms and health clubs
nationwide, giving gyms the opportunity to deliver Fight Fit
6-week Boxing for Fitness courses to existing members, attract
new members and boost revenues.
To offer your ﬁrst Fight Fit course free of charge visit Fight Fit at
stand H405 at LIW or contact Fight Fit on 020 7788 7825.

Section: Health & Fitness
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Athena Locker Range
elegance without compromise

The locker of
choice for both
wet and dry
leisure
changing areas

Launching Athena
Range at LIW 2010.
Join us at stand F55

www.garranleisure.co.uk
email: sales@garranleisure.co.uk
telephone: 08456 588600

PHOTO: WWW.SPORTENGLAND.ORG

Exhibitor News

Fitness Mad will
display a range of
ﬁtness equipment
for Pilates,
yoga and studio
workouts

FITNESS-MAD
Tel: +44 (0)1386 859 551
www.Fitness-mad.com
Fitness-Mad is exhibiting its Studio Pro range of top quality,
innovative ﬁtness equipment, designed for safety, durability and
ease of use by PTs and in commercial ﬁtness environments.
All products combine market-leading performance with excellent value. Fitness-Mad is a specialist in ﬁtness equipment and
accessories for core stability, resistance, strength, boxing, yoga
and Pilates. Also see an extensive range of studio, yoga and Pilates
equipment from the company’s market-leading sister brands

Section: Health & Fitness

FOCUS TRAINING
Tel: +44 (0)333 9000 222
www.focus-training.com
Train your team for less and at your convenience, with Focus
Training, the specialists in employee training for the ﬁtness industry. From one-day CPD workshops to a full range of Level 2 and
3 CYQ courses Focus offers great value, high-quality training, tailored to meet your business needs. On dates you choose, expert tutors come to your facility, saving valuable time and staff travel costs,
as well as enabling you to qualify for attractive group discounts.

Section: Health & Fitness
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uksales@retentionmanagement.com

www.retentionmanagement.com
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Engage new users.
Energize your cardio ﬂoor.

Introducing eSpinner

®

The most exciting addition to your cardio ﬂoor in 10 years! From its embedded touch screen to its virtual Spinning® instructor - It is the newest
level in cardio. Now users of all levels can experience the coaching, motivation and intensity of music, video and a virtual Spinning® class
whenever they want.
Come and see us at Leisure Industry Week on Stand HF 2 to experience the revolutionary eSpinner ®. For more information visit
www.startrac.com/espinner/uk or call +44 (0) 1494 688260.

©2010 Star Trac. All rights reserved. Star Trac, the Star Trac logo and Expect Different are registered trademarks of Unisen, Inc. SPIN ®, Spinning®,
Spinner®, the Spinning® logo and eSpinner® are registered trademarks of Mad Dogg Athletics, Inc. iPod is a registered trademark of Apple, Inc.
®

01945 880257
sales@jordanfitness.co.uk
www.jordanfitness.co.uk

Jordan Training Academy Launch

In fitness
for over 20
years

With over 20 years experience in the fitness industry Jordan
Fitness knows the importance of education and training.
t New and exciting approach to learning
t Unique, practical and great value
t REPs endorsement for CPD
t Large portfolio of courses
t In-House training courses or nationwide timetable for fitness professionals
t Visit www.jordantrainingacademy.co.uk for more details
t Email training@jordanfitness.co.uk for booking information

Training Academy

Free Weights

See us at stand
Number H 147

Studio Equipment
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Benches

Fitness Flooring

Performance

Training Academy
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See it.
Experience IT.

Exhibitor News

Buyers will visit
LIW 2010 to
research the
latest products
and services

ClarityLive
Next Generation
Leisure Management
Software
ClarityLive is the new, fully integrated
software that takes customer
experience to a new level. It enables
you to connect and deliver the most
rewarding interactions possible,
encouraging customers to do more,
buy more and remain loyal. From core
leisure management tasks to bar and
food service, ClarityLive excels.

Experience ClarityLive now
+44 (0) 1732 525870
leisure@claritycommerce.com
www.claritycommerce.com

FREEDOM CLIMBER
Tel: +44 (0)1483 559785
www.freedomclimber.co.uk
Freedom Climber: ‘Real Climbing - without the hassle’. A revolutionary wall-mounted, dynamic climbing trainer without the
need for space, high ceilings or supervision.
Climbing provides a great functional, total body training exercise
which is both challenging and fun for adults and kids. Perfect for
clubs looking for something different for their members in the gym,
studio or functional training area and great for kids zones and interactive play areas. Try FreedomClimbing in the Functional Training
Zone at Leisure Industry Week.

Section: Health & Fitness

FRUTINA LTD
Tel: +44 (0)2380 211550
www.frutina.com
This year, Fruitina will be exhibiting its extended range of drink
solutions for the leisure and attractions market.
As well as its standard slush drink, Fruitina will exhibit its juice
drink slush range. There will also be a new range of postmix drinks
available and the company will also be exhibiting a new range of
Lavazza Blue coffee Pod machines, which are ideal for a whole
range of leisure-related outlets.Visit Fruitina on Stand E5.

Section: Eat & Drink
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NEW THRILLING FAMILY ATTRACTIONS

NEWLY OPENED
major high ropes course at Edinburgh Zoo

t
The Coconu
imb
Tree Clen
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, fully
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h
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See us at

LIW

.
stand No
A175

Call now for further details on +44 (0)116 2887263 Email: info@innovativeleisure.co.uk
sure.co.uk

www.innovativeleisure.co.uk
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DID YOU KNOW?
OVER 80% OF GYM
USERS SAY MUSIC
MAKES THEM MORE
MOTIVATED.*
Gyms playing music can have
a distinct, proﬁtable advantage
over those that do not, helping
to keep their existing members
satisﬁed and attract new business.
There is no doubt that music is good
for business. The simple act of turning
music on can make a huge difference
to productivity and sales.
PPL can make music work for you by
offering licensing solutions for playing
recorded music in public. A PPL music
licence will give your gym, health club
or leisure centre instant access to literally
millions of songs – all for as little as
26 pence per day.
For more information on how to obtain
your PPL music licence† visit ppluk.com
or call 020 7534 1070.
To ﬁnd out more on how music can work
for you visit musicworksforyou.com.
*MusicWorks survey of 2000 people, conducted March 2009
†

If you play recorded music in public it is a legal requirement to obtain the
correct PPL licence, failure do so may result in legal action. PPL is different
from PRS for Music. PPL collects and distributes money on behalf of record
companies and performers whilst PRS for Music collects and distributes
money on behalf of songwriters, composers and publishers. Both licenses
must be obtained to ensure all copyright holders are fairly paid.

ppluk.com

Exhibitor News

Garran will launch
its range of Athena
Lockers at LIW





























GARRAN LEISURE SOLUTIONS
Tel: +44 (0)845 6588600
www.garranleisure.co.uk
Garran Leisure Solutions has over 50 years’ experience in designing, manufacturing and installing quality lockers.
The new Athena Range has been created speciﬁcally for the leisure industry and combines security with strength and practicality.
The range comes in two design concepts, Athena Line and Athena
Edge, meeting the distinct demands of the sectors.
Athena lockers are perfectly suited to swimming pools and
entertainment venues, where resistance to vandalism and ease
of cleaning are important factors for speciﬁers, as well as hotels,
health and ﬁtness changing rooms, where quality and aesthetics
are the key selection criteria.
Available in a wide range of colours, Athena lockers are constructed with aluminium bodies, complemented by solid grade
laminate doors and internal, high-impact polymer shelving. Garran
Leisure Solutions is one of a few locker manufactures capable of
offering a complete and tailor made service from design through to
manufacturing and installation.

 ** ** 
!! ! ! !!!
! ! !! !!!! !
!!!! !!
! ! ! ! ! !!!
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Section: Leisure Facilities
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ARE YOU DOING
EVERYTHING
YOU CAN TO
IMPROVE
CUSTOMER
EXPERIENCE?

Exhibitor News

PHOTO: WWW.ISTOCKPHOTO.COM

Don’t forget to
sign up for the
show in advance
at www.liw.co.uk

Free
Workshop
Improving the
Customer Experience

GLADSTONE HEALTH & LEISURE
Tel: +44 (0)1491 201010
www.gladstonemrm.com
Gladstone Health and Leisure, the market leader in the provision of leisure management software, is trusted and chosen
by a wide range of health and leisure operators. Gladstones
products are endorsed by industry and technology partners
worldwide. The company operates ofﬁces in the UK, Ireland and
Australia, supplying software and services to a wide range of
organisations, including leisure centres, health clubs, universities and colleges, charitable trusts, national and international
club chains and local government providers.
Section: Leisure Facilities

IGO FIGURE
Tel: +44 (0)1887 463 4487
www.igoﬁgure.com
Thousands of ﬁtness facilities worldwide trust the iGo Figure®
Software to efﬁciently manage memberships, point of sale
purchases, employee compensation, facility access, billing, collections, member retention and more.
World class software, support and training provide customers the
peace of mind they need to focus on members rather than worrying about the back ofﬁce.
The all-in-one iGo Figure Software includes everything you need
and operates in 13 languages with no additional modules to purchase and unlimited upgrades included.

BOOK NOW AT

Section: Leisure Facilities

THERETENTIONPEOPLE.COM/WORKSHOPS/LIW

the

retentionpeople
Customer Experience Solutions from the Retention Experts
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www.theretentionpeople.com
+44(0)845 621 2001
sales@theretentionpeople.com
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Exhibitor News

Back: Bigger:
Better:
Making
software
exciting
INNOVATIVE LEISURE
Tel: +44 (0)1162 887263
www.innovativeleisure.co.uk
Innovative Leisure Ltd is the exclusive UK and European distributor of a range of high-energy, interactive, family attractions
suitable for use in a variety of venues, shows and events.
The company will have exhibits both inside and outside at this
year’s LIW. Inside will be a Coconut Tree Climb, DigiWall, an
indoor climbing tower, modular climbing panels and a working
belay. Outside will be a fully operational Water Wars and various
climbing attractions. Innovative Leisure will also be highlighting
the latest addition to its range – major High Ropes courses –
the ﬁrst of which opened at Edinburgh Zoo this year.
Section: Play & Attractions

Innovative
Leisure’s Digiwall
will by on show
at LIW

JORDAN FITNESS
Tel: +44 (0)1945 880257
www.jordanﬁtness.co.uk
Jordan Fitness launches
its ‘Jordan Training Academy’ at this year’s LIW.
Representatives from
the Academy will be available to discuss the wide
range of programmes that
are available.
Jordan will also be introducing its Studio Powerbag. This is a
version of the original Powerbag that has been modiﬁed for the
studio environment. An extra handle has been added for versatility,
and each size is colour-coded. Demonstations will take place in the
Functional Training Zone during the exhibition. Come along to the
Jordan stand H147, Hall 17 to meet key members of the team or
contact sales@jordanﬁtness.co.uk to ﬁnd out more.

Jordan’s Studio
Powerbag has
been redesigned
with an extra
handle for
the studio
environment

Stand S40

Section: Health & Fitness
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www.gladstonemrm.com
01491 201010

Exhibitor News
ANALYTICAL INSTRUMENTS

AMI Codes-II CC Continuous Measurement of Free, Combined
and Total Chlorine
 Measurement is based on DPD

method (ISO, ASTM).
 Integrated pH-measurement with

temperature compensation.
 Applicable for water containing

additives like cyanuric acid.
 Greatest long-term stability by

automatic zero point adjustment
before every reading.
 Sample flow and reagent level

monitoring.

CHEMATEST -

Professional Water Quality Control
 Photometer with accessories

in portable case.
 Measurement of mixtures of

disinfectants.

www.swan.ch

 Greatest long-term stability.
 Considering reaction times.
Measuring ranges:
C pH value: 6.5 - 8.0
C Disinfectants:
- Chlorine 0.0 - 10.0 mg/l
- Chlorine dioxide 0.0 - 20.0 mg/l
- Ozone 0.000 - 2.5 mg/l

SWAN ANALYTICAL UK LIMITED · Unit 3 The Steading · Copthill Farm
Deeping Road · Stamford PE9 4TD · salesUK@swan.ch · Phone 01780755500

Leisure Lines will be
exhibiting a range of
strength equipment






LEISURE LINES GB LTD
Tel: +44 (0)1455 890100
www.leisurelinesgb.co.uk
Leisure Lines will be exhibiting its UK-manufactured equipment
at LIW for the ﬁrst time in 12 years.
The range includes rugged, reliable, unique and highly functional
products for developing real-world strength and power through
brands which include R2 Strength, Iso-Lever and Unique Strength.
Items on show will include performance stations, freeweight and
plate loaded equipment, plus the Powerbag.
Over the last four years, as well as manufacturing for the trade,
Leisure Lines has developed a range of equipment solutions for the
performance sport, military and uniformed services markets.

Section: Health & Fitness

rts.biz

www.battleﬁeldspo
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www.creativeﬁtness.net

Exhibitor News

Life Fitness
will launch a
new range of
Accessories at LIW

LIFE FITNESS
Tel: +44 1353 666017
www.lifeﬁtness.com
Life Fitness will be showing a brand new line of Accessories
at LIW. The company is already offering the widest range of
equipment available, and the new line will enable Life Fitness
customers to offer even more variety to members and instructors – in turn promoting motivation and retention.
Delivering a varied set of exercise experiences for members of
all ﬁtness levels is key to the Life Fitness JourneyTM.
The Accessories enhance
this facility layout system by
connecting members and
instructors in a fun and
vibrant environment. The
Accessories also provide
clubs with the opportunity to drive incremental
PT revenue and to deliver a
consistently branded facility.

Section: Health & Fitness

www.magicmemories.com

TOURISM PHOTOGRAPHY
& IMAGING SOLUTIONS
92
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Exhibitor News

PHOTO: WWW.ISTOCKPHOTO.COM

Over 300 companies will
be exhibiting at this year’s
Leisure Industry Week

MATRIX FITNESS SYSTEMS
Tel: +44 (0)1782 644900
www.matrixﬁtness.co.uk
Matrix Fitness Systems’ goal is to make commercial ﬁtness
equipment that stands out and sets new industry standards. The

MAGIC MEMORIES
Tel: +44 (0)20 3326 1200
www.magicmemories.com
Magic Memories is the established global leader in tourism
photography, providing a proven solution to add revenue and
marketing reach to tourism attractions.
The company’s three guiding principles are improving visitor experiences, increasing yield for tourism attractions and helping them
to leverage their brands.
With 15 years’ experience, Magic Memories continues to develop and reﬁne leading image capture products and systems for
tourism attractions around the world.
The company’s range of on-site and online products will exceed
visitors’ expectations, providing
attractions with the perfect ﬁnal
touch. Printed, packaged and
presented at the exit, the products
are rich with photos and information
about the attraction; empowering
visitors to share their stories.

company is dedicated to product innovation and engineering solutions based around customers’ needs, solid construction, enhanced
ergonomics and styling. With Matrix equipment you can expect more.
Innovations set to captivate at LIW this year include: Virtual Active
– the UK launch of this revolutionary interactive workout experience
on Matrix 7xe CV products. Users can ‘escape’ to a variety of destinations which they will see, hear and feel, enabling total immersion
in this experiential workout. LIVESTRONG® by Matrix Indoor Cycles:
This is the UK launch of these new indoor cycles, inspired and
endorsed by Lance Armstrong and the LIVESTRONG® Foundation.
This partnership is not just about equipment, it’s about being part
of a community – one that’s united in improving health, supporting
each other and joining the ﬁght against cancer. Johnny G Krankcycle
by Matrix: Focusing on the upper body as a way to build aerobic
capacity, strength, endurance and core stability – the latest innovation in group exercise provision. G7 Strength range: Ofﬁcial launch of
the extended range of G7 strength products, complete with wireless
Fitlinxx connectivity solution. Come and see us at stand H103.

Section: Play & Attractions

Section: Health & Fitness

      
          

 
 

 





     

  
    
  




      
    

  

 

 



  

 

   


  
 

 


  

     



    

Exhibitor News

NEPTUNUS LTD

A wide range of sport and
leisure facility providers will
be on show at LIW

Tel: +44 (0)845 180 4001
www.neptunus.co.uk
Are you going to rebuild, and do you need access to substitute
accommodation in the meantime? Has a ﬁre or other calamity occurred, which means you have to quickly restart your
business in emergency facilities? Or do you have short-term
requirements for some temporary extra space? If so, Neptunus
can help. The company is a specialist in the design and installation of temporary structures and semi-permanent buildings.
Any application you can think of is possible, whether you need
semi-permanent sports facilities, a temporary solution to cover
your existing outdoor area, or a large multi-day sports tournament.
Due to the very short delivery and assembly time, as well as
ﬂexible dimensions, a clear span of up to at least 60m, and the
look and properties of a permanent building, all these things are
possible. Semi-permanent building can be hired, leased or bought
for a period of several weeks, months or even years.

Section: Leisure Facilities

OCTANE FITNESS UK LTD
Tel: +44 (0)7799 475366
www.octaneﬁtness.com
Octane Fitness is a premium, x-trainer-only supplier with a difference. The Pro3700 IFI model is the ﬁrst elliptical x-trainer to
receive IFI Stage 2 accreditation, making it ideal for beginners
and IFI users. The Pro3700 has a smaller footprint, while offering far more variety to personal trainers. It includes the revolutionary Converging Path and MultiGrip handlebars, which give
greater choice, comfort, and variety and replicates the natural
path of the body. The Arm Blaster programme offers a serious upper body challenge, while the Glute Kicker programme
does likewise for the lower body. The new ‘seated x-trainer’,
the Octane xR6000 is unique and very different from anything
in your gym. It can be very easy for the de-conditioned user or
incredibly tough for advanced users. It can be used for lower
body only, upper body pushing only, upper body pulling only or
for a total body workout.
Section: Health & Fitness

september 2010 © cybertrek 2010

UK DESIGNED
UK MANUFACTURED
SPEED IIII
STRENGTH IIII
POWER IIII
PROGRESS IIII

See us at
stand H65

Tel: 01455 890100 Fax: 01455 890009
Web:
www.leisurelinesgb.co.uk
www.powerbag.com
www.leisurelinesperformance.com
Email (sales): sales@leisurelinesgb.co.uk
Leisure Lines GB Ltd, Units 1-2 Jacknell Road,
Dodwells Ind Estate, Hinckley, Leicestershire UK LE10 3BS
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Exhibitor News
OMNITICKET NETWORK LTD
Tel: +44 (0)1782 714300
www.omniticket.com
OmniTicket Network is a system developer, integrator and
consultant specialising in comprehensive turnkey solutions
for ticketing, access control, reservations, pre-sales, internet
sales, retail point of sale and inventory control operations. With
a comprehensive integrated approach to venue management
OmniTicket has been the industry leader and innovator since
1986. OmniTicket Network now part of the Best Union Group
and is the solution of choice for venues of all sizes with a
proven track record globally.
Section: Leisure Facilities

OPEN FRONTIERS LTD
Tel: +44 (0) 1638 500 400
www.openfrontiers.co.uk
The Time Pursuit management system will power your leisure
attraction, driving incremental reevenues, productivity and customer delight. It handles multiple franchises, multiple sites and
drives advanced sales online and through your call centre.







It facilitates on-site ticketing through its unique integrated webpowered ePOS application - We-2-Till. It will capture increasedshare of wallet through upsell of merchandise, ancillary services
and gift vouchers. The system will enhance your customer insight
through its powerful membership tracking capability.

Section: Play & Attractions

ONE SOLUTION
everything covered!
A comprehensive ticketing,
admissions and PoS system
designed speciﬁcally for
Visitor Attractions.
Flexible & easy to use
Online ticket sales
CRM for effective marketing
Gift Aid data capture at PoS
Full stock control in all areas
Bookings module for event
and resource management

Call us now to ﬁnd out
how VENPoS can help you
improve efﬁciency and increase
visitor spend, or visit us at
Leisure Industry Week 2010,
stand no. A166.

VENPoS
Open Frontiers’ Time Pursuit cloud-based
software can manage both back end and
customer facing functions of attractions
businesses

T: +44 (0)1908 350 650

VENNERSYS
Leisure & Hospitality Solutions

www.vennersys.com
96
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Next level access
SAFE-O-TRONIC® access LS sets new global
standards for keyless access organisation.

Pellikaan has built
over 500 swimming
pools across Europe

PELLIKAAN CONSTRUCTION LTD
Tel: +44 (0)20 8392 9536
www.pellikaan.com
Over 900 leisure centres with more then 500 swimming pools
in Europe: an impressive portfolio. Pellikaan specialises in
designing and constructing sports facilities and commercial
buildings including schools, ofﬁces and hotels. The company
has the experience and expertise to design, co-ordinate, and
complete every aspect of construction projects. Pellikaan can
be involved from the very ﬁrst design or work with the client’s
architect to ﬁne-tune the drawings and carry out the construction works. Pellikaan’s know-how and experience have led to
all UK projects being handed over on time and on budget. Visit
Pellikaan on stand F36 at LIW 2010.
Section: Leisure Facilities

PHYSICAL COMPANY LTD & GRAVITY UK
Tel: +44 (0) 1494 769 222
www.physicalcompany.co.uk
Physical Company is launching its new 2010/2011 product
catalogue at this year’s show.
Hundreds of innovative, forward-thinking ﬁtness products are
included, and you’re welcome to come by and pick up your free
copy from stand H25 during the show.
You can try the new Flowin’ Friction Trainer and check out the
new Club Storage Racks. In addition, GRAVITY UK is exhibiting
on stand H25, so come along for your free demonstration on the
Total Gym GTS and the IFI accredited Total Gym Power Tower.

SAFE-O-TRONIC® access LS
Electronic Identiﬁcation and Locking System
3-in-1 locking comfort
for cabinets:

PIN

+PIN code
for one-day guests
+RFID card
for club members

RFID

+NFC mobile phone
for V.I.P.s
Perfect integration in
trend-setting facility
and guest management
systems.

NFC

Schulte-Schlagbaum AG
P.O.Box 10 12 40 · 42512 Velbert · Germany
Phone +49(0)20 51/20 86-400 · Fax +49(0)20 51/20 86-917
access@sag-schlagbaum.com · www.sag-schlagbaum.com

Section: Health & Fitness
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Exhibitor News

PURE Series Extended
range of CPD courses

For a different class of training
Our track record says it all…
U
U
U
U
U
U

Rate ‘excellent’ by Ofsted
Exceptional pass rates
Outstanding support for students
Fully accredited courses
Established for 15 years
Free training needs assessment

Training that really works for you

0333 9000 222
01204 731 9781
0800 731 9781
www.focus-training.com

Power Plate International
is launching proMOTION
technology at LIW

POWER PLATE INTERNATIONAL
Tel: +44 (0)20 7586 7200
www.powerplate.com
Power Plate International continues to lead the way in Acceleration Training™, as visitors to this year’s Leisure Industry
Week (LIW) can experience ﬁrsthand when they try the newest
ﬁtness innovation – the Power Plate® pro6™with proMOTION™
technology. The new pro6 unites two proven exercise methods;
cable-resistance and vibration training for the ﬁrst time ever, by
seamlessly integrating patented cable resistance technology.
“The incorporation of proMOTION technology into our new
pro6™model offers a results-proven system, to deliver a true totalbody workout,” says Guus van der Meer, founder and chair of Power
Plate International. proMOTION features high strength Vectran® cables which transfer the vibrations directly to the muscles, whilst also
offering resistance training beneﬁts. This combination of resistance
and Acceleration Training offers the ultimate total body workout.

Section: Health & Fitness
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Doing more...

...to protect against
slips and trips

Visit the Altro stand (No. 533)
at Leisure Industry Week to learn more about
Altro’s range of sports and safety ﬂoors.
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Exhibitor News

Helping
to make a
difference
Our company has been established since 1988 and specialised in
the ﬁshing industry. Due to the decline in the ﬁshing industry we
are now supplying an increasing number of customers in various
industries, such as Sport & Leisure which has become an important
part of our business and also Transport & Waste Disposal.
We are now the main supplier of
Braided Polyethylene and Knotless
Polypropylene netting, twine and all
kinds of rope nets in Flame Retardant
and Non Flame Retardant for indoor
/outdoor play areas.

Our newest products are POLYESTER ANTICLIMB
NETTING- Flame Retardant and KNOTLESS
POLYPROPYLENE CARGO NETS

For further details please contact Mick Hall on

01472 241289
e-mail: netting@renco.co.uk

www.renco.co.uk

PPL says paying to play music is a legal requirement

PPL
Tel: +44 (0)207 534 1000
www.ppluk.com
PPL is the music licensing company that provides convenient
solutions for businesses that play recorded music in public.

FIGHT FIT RELEASES
LICENSE TO GYMS AND
HEALTH CLUBS NATIONALLY!
BOOST YOUR REVENUE AND ATTRACT
NEW MEMBERS BY OFFERING THE
EXCITING FIGHT FIT 6-WEEK BOXING
COURSE AT YOUR GYMS
For more information and to book an appointment contact
Fight Fit on 020 7788 7825, email info@ﬁghtﬁt.co.uk or
visit our stand H405 at the Leisure Industry Week!
At the Fight Fit stand you will also have the
opportunity to MEET DANNY WILLIAMS, the famous
boxing champion who defeated Mike Tyson, who is
now a senior Fight Fit boxing instructor.

WWW.FIGHTFIT.CO.UK
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A PPL licence can cost from as little as 14 pence per day and
there are a number of different tariffs available to cater for every
type of business. It’s a legal requirement to have a PPL licence
and it is the responsibility of the business owner to ensure they
have the correct licence. Failure to do so can ultimately result in
legal proceedings.
Playing music in your leisure establishment can have many
rewards, it can increase staff productivity, keep clients energised
and improve atmosphere. There are also ﬁnancial beneﬁts, with 85
per cent of gym users willing to pay 5 per cent more for membership at a venue that plays music. More information can be found at
musicworksforyou.com

Section: Leisure Facilities

PRECOR
Tel:+44 (0)1276 404901
www.precor.com
As a global supplier of class-leading ﬁtness solutions, Precor is
dedicated to providing a superior member experience.
Having introduced the original elliptical ﬁtness cross trainer
15 years ago, as well as the world’s ﬁrst Adaptive Motion Trainer
(AMT), Precor is a proven category innovator, with an unparalleled
reputation for quality, excellence and innovation. This year, at LIW,
Precor is proud to be launching two new bikes, to complement its
already extensive range of ﬁtness equipment solutions.

Section: Health & Fitness
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The power of experience

Pellikaan
Design & Build

Whitgift School Croydon

We can help
you with your
construction
plans - from
the initial
design to the
hand-over of
the building.

Watford Leisure Centre Central

Visit us at LIW stand F36

Gosling Sports Club Welwyn Garden City

Pellikaan has
delivered over
900 centres in
West Europe,
with more than
30 years of
experience in
the industry.

Pellikaan Construction Ltd
38 Graemesdyke Avenue
East Sheen
London SW14 7BJ
Telephone
Fax
Internet
E-mail

020 8392 9355
020 8241 1371
www.pellikaan.com
info@pellikaan.co.uk
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Pellikaan is
specialised in
designing and
building sports
and leisure
centres for
private and
public clients.

Next Generation Club Swindon

Read Health Club Management online at healthclubmanagement.co.uk/digital
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Pulse is
celebrating its
30th anniversary

PULSE
Tel: +44 (0)1260 294600
www.pulseﬁtness.com
Pulse will be revealing 30 years of innovation at LIW 2010.
Most signiﬁcantly with the proud unveiling of the intelligently
engineered, innovative ‘Fusion’ range of cardiovascular equipment. The new range combines the very latest in audio visual
technology, with unique ‘Green’ features, making it one of the
most advanced and environmentally responsible ranges of
cardiovascular equipment available on the market.
Pulse’s 30th anniversary also marks the completion of the
company’s ﬁrst environmentally ‘A’ rated swimming and leisure
development and its premier 5-a-side soccer complex. All this,
combined with Pulse’s exciting range of children’s interactive
ﬁtness products, shows that the company’s commitment to providing a total leisure solution is as strong today as it was thirty
years ago. Pulse truly believes leisure operators will be amazed
by the unique, cost-effective, innovative leisure and ﬁtness solutions they can see, trial and discuss if they visit Pulse on stand
H100.
Section: Health & Fitness

RENCO NETS LTD
Tel: +44 (0)1472 241289
www.RENCO.CO.UK
Renco Nets was established in 1988 and is a supplier to various industries such as leisure, sport, ﬁshing, industrial, waste
disposal and many more.
The company is now a main supplier of braided polyethylene,
polypropylene knotless netting in ﬂame retardant and non ﬂame
retardant, twine and all kinds of rope nets for indoor and outdoor
play areas. Our newest products are anticlimb netting, which is
ﬂame retardant, and knotless rope nets.

Section: Play & Attractions
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Lockers
+
Locking Systems
+
Cubicles
+
Washrooms

SAFE SPACE LOCKERS LTD
Tel: +44 (0)870 990 7989
www.safespacelockers.co.uk
Safe Space Lockers was launched to provide lockers, cubicles, locking systems and washrooms to the entire leisure
industry. The company’s products are all manufactured in the
UK so it can offer quick lead times, very innovative designs
and competitive pricing to purchasers.

Speedo is
showcasing its
new Learn to
Swim range at
LIW 2010

Safe Space Lockers has a mission statement to deliver the most
appropriate solution to the client – with integrity and honesty. The
company’s primary concern is delivering the project in the agreed
time and within budget.

Section: Health & Fitness

SCIFIT LTD UK
Tel: +44 (0)1344 300022
www.SCIFIT.UK
SCIFIT introduces Intelli-Fit™ focusing on movement, goals and
improvements. Fit-Quik®, SCIFIT’s exclusive cardio and power
circuit, is now a standard on Intelli-Fit.
Fit-Quik combines the company’s unique isokinetic power
program with bi-directional resistance and interval training to
provide an effective workout. No need for key systems, software,
charts or lengthy explanations. Just select Fit-Quik and go!
For more information please contact SCIFIT Ltd UK or visit
the company’s website at www.sciﬁt.uk.com
Section: Health & Fitness

SPEEDO INTERNATIONAL LTD
Tel: +44 (0)115 9105111
www.store.speedo.co.uk
Speedo is introducing its Sea Squad product range at this year’s
event to showcase the new Learn To Swim range. The company
is also promoting swim ﬁtness aids, from weightbelts to dumbbells and even its market-leading Aquabeat waterproof MP3
player! Speedo will also show a fantastic range of training aids
with cutting-edge BioFuse technology, as well as its core essentials range. Make sure you visit Speedo on P22 to ﬁnd out more!
Section: Pool & Spa

Safe Space Lockers Ltd
Locker House,
7 Barrow Hill Close,
Worcester Park,
Surrey KT4 7PT
T: 0870 990 7989
F: 0871 431 0452
E: info@safespacelockers.co.uk

Please call
0870 990 7989
for more details
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www.safespacelockers.co.uk

Because
time is
valuable...

Exhibitor News

Sportsoft will
be showing
its web-based
management
system at LIW

SPORTSOFT UK LTD
Tel: +44(0)1423 873873
www.sportsoft.co.uk
Would it not be an improvement if your website could handle
membership renewals and join new members? This would not only
provide revenue 24/7, but also free up staff at reception.
Add the ability to book classes and a content management
system, which lets you update the website and you will beneﬁt on all
fronts. SportSoft has developed such a system, so why wait? Call us
to ﬁnd out more.

Section: Leisure Facilities

...choose Time Pursuit,
latest generation web
based booking system
for gate admissions and
time based activities.
Multi-channel advanced sales, on-site
ticketing and integrated customer
management will drive revenues,
productivity and customer delight.

SUNTRAP SYSTEMS
Tel: +44 (0)121 428 1155
www.suntrap-systems.co.uk
Suntrap Systems has supplied its fully automatic Portable Pro
swimming pool lift to a temporary pool, which was ofﬁcially
opened by Duncan Goodhew in Coventry at the end of August.
The pool – the largest temporary swimming pool so far constructed in the UK – was installed by Bury-based Total Swimming and
will stay open for 12 weeks while the nearby Xcel Leisure Centre
undergoes a refurbishment.
Suntap’s lift is powered by a 24V rechargeable battery and operated by waterproof remote control, which requires no ﬁxings in the
poolside, making it ideal for this temporary location. It will provide
access for disabled swimmers during the lifetime of the installation
and once the refurbishment is complete, will be installed in the
leisure centre’s swimming pool.
Suntrap will exhibit the Portable Pro on Stand P105 in Hall 18
during LIW, along with two other budget-priced lifts with alternative
seating options and a new transporter cradle.

Section: Pool & Spa

the leisure activity booking system

+44 (0)1638 500 400
info@timepursuit.com
Visit us at www.timepursuit.com
Call us on

Email us at

Time Pursuit is an Open Frontiers solution
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AVAIL ABLE
HEALTH CLUB
IN PRINT A
ND
MANAGEMENT
ONLINE
HANDBOOK 2O1O
The 6th edition of the
Health Club Management
Handbook, published in
association with the
Fitness Industry Association
(FIA), is available to buy
now. The handbook is a
comprehensive guide and
reference tool distributed
to industry suppliers and
operators, FIA members
and to industry buyers at
events such as LIW, SIBEC
and IHRSA..

Copies will be available to
purchase at £25 each and all
content will be available online.

WHAT'S IN IT FOR YOU?
FOR INDUSTRY SUPPLIERS

FOR INDUSTRY OPERATORS

✦ Multiple listings of all industry suppliers by:
s A-Z
s Phone book
s Web address book
s Product selector
✦ Company profiles including key information,
contact details, images of products and a picture
of your company contact
✦ Vertical strip adverts in the address book section

✦ Who’s who? of key industry personnel from the
private sector, public sector and trade associations.
✦ Updated State of the Industry reports
✦ Competitive edge – charity events to motivate
your staff and members for the year ahead
✦ Diary dates – a guide to all industry events,
shows and networking opportunities
✦ Predictions for 2010 from key industry figures
✦ Features and reference material

TO ORDER YOUR COPY CALL: +44 (0)1462 431385
OR EMAIL: JULIEALBONE@LEISUREMEDIA.COM

Exhibitor News

Vennersys
Vennerys Captions
integrates
GiamconCRM
ut ullute
corperiusci
data with other
eum vent
transactionsilit wisi.

PHOTO: WWW.ISTOCKPHOTO.COM

Don’t forget to
pick up your copy
of the ofﬁcial
showguide at LIW

THE RETENTION PEOPLE
Tel: +44 (0)845 621 2001
www.theretentionpeople.com
We are proud to be the world’s leading provider of research-driven
retention solutions; creating promoters of your brand and increasing customer loyalty. Whether you’re looking for an off-the-shelf
product or help with your overall retention strategy, visit us at the
show for advice and free workshops on developing an effective
customer journey. Missed us at the show? Access free education
content and workshops by signing up to our education programme.
Section: Health & Fitness

ULTRA-BODY
Tel: +44 (0)1732 440 166
www.ultrabody.co.uk
Ultra-Body and DY Nutrition offer a one-stop-shop solution to all
your supplement needs, from everyday to sporting use.
Products have been designed speciﬁcally for the health and ﬁtness
industry and for all kinds of exerciser, from class enthusiast, swimmer
and athlete to health-conscious parent or strength trainer, the bespoke product choice offers nutritional formulas of the highest quality.
Direct product sampling, member seminars, staff training and
incentives are all part of Ultra-Body’s service package, alongside marketing tools and campaigns. The company’s aim is to help increase
revenue for each and every client.

Section: Health & Fitness

Ultrabody’s range of supplements will be on show at LIW 2010
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VENNERSYS
Tel: +44 (0) 1908 350650
www.vennersys.com
Vennersys creates, delivers and supports VENPoS: a ‘designed
for purpose’ ticketing, EPoS and e-commerce solution for visitor
and leisure attractions.
VENPoS seamlessly integrates CRM data with bookings, online
sales, Gift Aid management and promotions, making it one of the
most powerful systems a visitor attraction can deploy, which is why
it is relied on by some of the UK’s leading attractions, including
Blenheim Palace, Woburn Enterprises and Bristol Zoo.

Section: Play & Attractions

VIBROGYM UK
Tel: +44 (0)770 9169997
www.vgymuk.com
With 10 years’ of vibration training experience Vibrogym is committed to helping gyms, health clubs, physios, personal trainers and
the general public to get the best out of their vibration machines.
Vibration has proved it’s not a fad and is now widely accepted
in the industry. For more details, visit the website of VibroGym UK,
the ﬁrst company to introduce a whole-body vibration plate to the
industry. www.vgymuk.com

Section: Health & Fitness

XN LEISURE
Tel: +44 (0)870 80 30 700
www.xnleisure.com
Xn Leisure will launch its exciting self-service modules at LIW, as it
continues to support the industry with beneﬁt-packed innovations.
These latest additions will offer better leverage of existing
resources, increasing proﬁtability and efﬁciency and reinforcing Xn
Leisure as the leading solutions provider for the industry.
Sessions, courses and activities can be booked online with the
XN system, empowering members to book and purchase at a time
convenient to them. Online booking is designed to complement
existing services, offering an alternative to telephone booking and
alleviating pressure on your front desk, allowing your front of house
team to be truly service-orientated.
Also on show will be Kiosks which allow customers to self-serve
everything from checking-in for a course, right through to rebooking a session for the following week or the purchasing of activities.
Customer feedback functions for members and non-members
complete the solution. You can extend your membership sales
team by allowing visitors to your website to join online, easing the
burden on your front of house operations. Additional functionality
allows existing members to renew their memberships, aiding your
cashﬂow and allowing members to renew at their convenience.

Section: Leisure Facilities

Read Health Club Management online at healthclubmanagement.co.uk/digital

september 2010 © cybertrek 2010

  



 

     
       ! "#

  
    
        
 
                        
              
   !
" #           #    # $  % 
 &  
      #        #    
 #    !     
      # '    
#                  
          #     !

    
( )  #            
'  '  
(       # '    
(       

( *      %  #      
( ) #  # +   , ' 
 
( "             
(   -      
(        #  
     -
  

 


'

 
 

 .   

 $#%  & ' # &'# ! (#%# )))*#+%*$, $%%! '#
# -#+%*$!   . /01222*

                        !    "#$#% " &  
  !  $  ' (  )   *  +   ,  -  (     -. -/  .   "0!     1
2   3 2 ,     *  *,  (  &  *    &   * $  "0! $ &

 

          

Keep up to date
with the health & ﬁtness
market by reading
the leading title
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SPECIAL OFFER
Add Leisure
Opportunities to
your subscription
for only £10

ADD THE FOLLOWING TO YOUR SUBSCRIPTION…

(UK only)

spa business

leisure opportunities

Read about the innovators shaping the
global spa market from curative and
thermal to resort, day and destination spas

Fortnightly leisure recruitment, training,
property and news publication which gets you the
right job or the perfect candidate for your vacancy

sports management

attractions management

For managers and policy makers in the sports
market who want to keep ahead of the game

Everything you want to know about the visitor
attractions market. From theme parks and museums
to science centres, zoos and corporate brandlands

leisure management

spa opportunities

The magazine for professionals and senior policymakers. Leisure Management looks at the latest trends
and developments from across all leisure markets

Fortnightly international spa recruitment,
training and news publication
For your copy visit www.spaopportunities.com

subscribe online: www.leisuresubs.com
Alternatively please call our subsline +44 (0)1462 471915 or ﬁll out the form below and fax back to +44 (0)1462 433909
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EVENTS

event review

shaping the future
Nigel Wallace, director of training at Lifetime, reports on its recent fitness directors’ summit

JON GILES, operations director,
Jubilee Hall Trust
RICHARD COWLEY, group health &
wellbeing manager, DC Leisure
MICHELLE BLETSO, group exercise
manager, SLM
TAMARA BAILEY, health and
ﬁtness manager, Halo Leisure
KEVIN YATES, head of commercial
development, Leisure Connection
KATE FEARON, group ﬁtness
manager, Active Nation
MARK TALLEY, ﬁtness director,
LA Fitness
LISA TAYLOR, strategic
partnerships director, MEND

M

eeting to discuss
issues affecting the
future growth of our
sector, delegates at
this year’s Fitness Directors’ Summit
were challenged to step outside of
their comfort zones and look at the
sector from an aerial view. In particular,
delegates discussed the changes
occurring within the NHS as a result
of the new coalition government, and
considered the future direction of the
health and fitness sector.

putting the health into
‘health and fitness’
Dr Tim Anstiss, a medical doctor
specialising in health and wellbeing
improvement, kicked off the session by
exploring how the new coalition
government is proposing to distribute
funding. As part of the government’s
‘Big Society’ strategy, 500 GP
commissioning groups across the
country will replace the 152 Primary
Care Trusts (PCTs) and will be given
much more control over how NHS
funding will be spent on a local level.
The FIA is driving a top-down agenda
to engage with the medical community
through a Joint Consultative Forum; by
working together, operators can play a
part in improving the health of the nation..
september 2010 © cybertrek 2010
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THE DELEGATES

Delegate Jon Giles said: “GPs are
local people, in touch with their local
community. The move to GP ﬁscal
power will help communities look after
their personal wellbeing and should help
tackle local issues quicker.”

can you overdose on exercise?
A discussion driven by Ben Jones, teaching
and curriculum manager at Lifetime,
explored the population’s trend towards
“older, fatter, sicker” and the opportunity
for operators to develop solutions that
tackle the issue. The debate around the
current ACSM risk stratification
terminology of low, medium and high risk
concluded that, although the guidelines
are appropriate, the terminology isn’t
helpful and cultural sensitivity is required
when adopting US guidelines in the UK.
Delegates agreed that their teams
needed to be trained to a higher
standard, with qualiﬁcations such as
exercise referral, so that they can work
better with this population group.
Richard Cowley commented: “If
we can create a social hub for each
family unit, we can educate our next
generation about the importance of a
healthy and active lifestyle. It’s essential
that we welcome the older generation,
as well as those who perceive leisure
centres to be just for ﬁt gym-goers.”

A joined-up approach between the
ﬁtness industry and the health
sector was discussed by delegates
As a way of identifying a vision for
the industry, the delegates then asked
themselves: ‘What do we like about the
sector?’ They highlighted the sense of
pride in the thriving industry and the
challenge to deliver real results; all were
in agreement that the bringing together
of health and wellbeing to present lowcost and accessible amenities is key to
the sector’s future.

food for thought
Giles observed: “Our facilities need to
be more than a physical space filled with
exercise equipment: all of us must
engage at community level. We must
also connect far beyond the first 10
minutes it takes to sell a membership.”
Cowley added: “We must create a
joined-up approach between us and the
health sector. We should strive towards
the development of more socially
inclusive programming.”
Lifetime now plans to host a number
of events that will review the progress
in the delegates’ own environments;
this was viewed as a key output by the
attendees. A social networking site will
also support ongoing dialogue.
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health club

For just over £20 per issue you can
access over 10,000 motivated leisure
professionals committed to the industry

DIRECTORY

To book your space call the sales team on

management

architects/designers

Tel: +44 (0)1462 431385

clothing & merchandise

To book your
advert call

THE FITNESS DESIGNERS

t: + (44)20 8556 5336
w: www.massdesigners.com
zynkdesign@com

Jan +44 (0)1462 471909
Julie +44 (0)1462 471919
John +44 (0)1582 607970
Steph +44 (0)1462 471903
David +44 (0)1462 471902

club operation support

make fitness your
business with
Britain’s leading
fitness
franchisor
0845 363 1020

www.energiefranchise.com

coin operated vending

CASH-IN
s Free Installation
s Proﬁt sharing scheme

To book your
advert call
Julie +44 (0)1462 471919
John +44 (0)1582 607970
Steph +44 (0)1462 471903
Jan +44 (0)1462 471909
David +44 (0)1462 471902

s No maintenance costs
s No capital outlay

AV/sound

We provide a wide range of weighing
machines to leisure centres, swimming
pools and gyms across the UK.

Tel: 01945 476973
www.abaudiovisual.co.uk
Email. info@abaudiovisual.co.uk

To book
your advert
call the sales
team on

John +44 (0)1582 607970
Steph +44 (0)1462 471903
David +44 (0)1462 471902
Julie +44 (0)1462 471919
Jan +44 (0)1462 471909

Northern number

0161 7943206
Southern number

01634 296 234
Leisure Vend Operating Ltd

www.leisurevend.co.uk
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computer membership software

direct debit collection

·
·
·
·

gullMartin
Software Solutions for
the Leisure Industry

Managed Direct Debit Collections
Automated Member Enrolment
Integrated Member Management
Integrated Member Check-In

ALL FOR A SINGLE, LOW COST
RATE PER COLLECTION

THE ONE STOP
SOLUTION FROM A
SINGLE SUPPLIER

www.gullMartin.co.uk

0800 072 6411

THE ONE STOP SOLUTION
FROM A SINGLE SUPPLIER

e: sales@clubwise.com
w: www.clubwise.com

0800 072 6411

e: sales@clubwise.com

w: www.clubwise.com

MAXIMISE YOUR YIELD
AND RETAIN MORE MEMBERS



HARLANDS
G RO U P

‘Intelligent’ membership
‘Intelligent’ spa



Online prospecting



Online bookings with SMS
and email confirmation



Online CRM
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Over 6,000 health clubs
choose Club Solutions
from Fiserv.
Connect with us at
+44 (0) 845 013 1000 or
visit www.clubs.serv.com

www.escapeﬁtness.com
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from £21.50 per sq meter

“The FreeMotion Dual Cable Cross”...

0800 0317 009
www.legendware.co.uk

Like the Swiss Army Knife this is the
ultimate multi functional Machine for all
your functional training needs

We think you will agree it’s the
Swiss Army knife for your gym

Call us now to get the
latest deals on 01204 541 710
or visit www.ﬁtnesssystems.co.uk
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flooring

insurance

To book your advert
call the sales team on
Health and Fitness Clubs,
Gyms & Leisure Centres...

+44 (0)1462 431385

Use the Market Leader

FITNESS FLOORING
SOLUTIONS

exercise equipment cont.

RESIS

Specialist cover
for all your
business
requirements.
FIA Discounts

T

For more information call 0845 602 7485 or email admin@gravityuk.net

Pilates studio for your facility.

0800 434 6110
www.pilatessolutions.co.uk
UK Distributor of STOTT PILATES® Equipment

®Registered Trademark of Merrithew Corporartion, under license.
STOTT PILATES® photography © Merrithew Corporation.

®

instructors or training existing staff, marketing
and ﬁnance options to create a proﬁtable

Tel: 020 7251 6821 Email: enquiries@ansell.co.uk

Web: www.ansell.co.uk

To book your
advert call

www.gravityuk.net

Distributed in the UK by Pilates Solutions, we
can work with you on space planning, sourcing

Overseas House,
19-23 Ironmonger Row,
London EC1V 3QN

Tel: +44 (0)1945 880257
www.jordanfitness.co.uk

Four great
programmes, one
award-winning piece
of equipment.

STOTT PILATES has earned an
international reputation as the
world’s most respected Pilates brand.

THE Fitness Industry
Combined Insurance Scheme

Stephanie
+44 (0)1462
David
+44 (0)1462
Julie
+44 (0)1462
Jan
+44 (0 )1462
John
+44 (0)1582
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lighting

hairdryers

lockers/changing rooms

To book your
advert call the sales
team on

+44 (0)1462 431385

FUNCTIONAL
FITNESS SPECIALISTS

Tel: +44 (0)1945 880257
www.jordanfitness.co.uk
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FI TLOCK ERS
T: 01923 770435
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Quality Affordable
Timber Lockers

sales@fitlockers.co.uk www.fitlockers.co.uk
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lockers/changing rooms

spas saunas sunbeds

lockers/changing
rooms

UK BASED MANUFACTURERS OF:

RIDGEWAY FURNITURE

❖ Wooden & laminate lockers
❖ Toilet Cubicles & IPS Systems
❖ Reception Counters
❖ Any other wood based product

For a
great changing
room experience
Book your advert
on our website
and be seen by
over 26,000 buyers
every month from
as little as £240.
T 0870 420 7818

Style

sales@ridgewayfm.com

CALL THE SALES
TEAM TODAY
TO DISCUSS
YOUR BOOKING

Design

01462 431385
Safe Space Lockers Ltd
Locker House,
7 Barrow Hill Close,
Worcester Park,
Surrey KT4 7PT
T: 0870 990 7989
F: 0871 431 0452
E: info@safespacelockers.co.uk
www.healthclubmanagement.co.uk

lockers

sales & marketing
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To book your
advert call the
sales team on

Craftsman Quality Lockers
Allington Road, St Neots,
Little Barford, Cambs,
PE19 6WE

+44 (0)1462 431385
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T: 01480 405396
F: 01480 470196
E: johng@cqlockers.co.uk
www.cqlockers.co.uk
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lightweights
GO APE FOR THIS
CHARITY FUN RUN
If you’re looking for a unique challenge and if you
like dressing up, then the Great Gorilla Run in the
heart of London this month is the answer.
More than 1,000 gorilla suit-wearing people
are expected to turn up on 26 September for this
7km ﬂat route, which takes in famous sights such
as Tower Bridge and The Tate Modern.
The entry fee is £80 and includes the cost of
your gorilla suit (in medium, large and extra large)
that you can customise – think ballerina-, discoor policeman-gorilla! There will also be a prize
for the biggest team or ‘gorilla family’.
Minimum sponsorship is £400 – proceeds go to
The Gorilla Organization, which aims to save the
remaining 720 mountain gorillas left in the wild.
The ﬁrst Great Gorilla Run was held in 2003
and advocate Bill Oddie describes it as “the most
fun event for conservation going on anywhere in
the world.” Details: www.greatgorillas.org/london

T
M/CATHERINE YEULE
© ISTOCKPHOTO.CO

EXERCISE AND A
CUPPA TO HELP
MENTAL HEALTH

Encouraging older adults to relax
with a cup of tea or coffee after their
workout could help protect them
against mental decline, according to
two recent, independent US studies.
The ﬁrst study, by the Harvard
Medical School, showed that elderly
people who engaged in moderate to
heavy levels of exercise had a 40 per
cent lower risk of developing dementia.
The second, from the University of
California, found that over-65s who
drank tea regularly were between 17
and 37 per cent less likely to suffer a
reduction in mental ability. Drinking
coffee regularly lowered the chances
of mental decline by 20 per cent.

in-car t’ai chi guide for uk drivers
The UK’s ﬁrst in-car t’ai chi guide has
been launched by used car website
motors.co.uk to help keep drivers
calm behind the wheel
Motors.co.uk teamed up with
former karate champion Dean Hodgkin
to create a programme of t’ai chi
movements and breathing exercises that
can be performed in the car seat and
which are intended to take the stress
out of driving on the UK’s roads.
114

The movements can be viewed online
via the website or on YouTube and then
recreated in the car. There are 10 simple
exercises that are designed to keep
motorists calm on the school run, to
boost concentration on long commutes
or to even help with circulation and
ﬂexibility when stuck in trafﬁc queues.
The exercises are also intended to
help motorists deal with the stress
of buying a new car.

Read Health Club Management online at healthclubmanagement.co.uk/digital

PING PONG EVENT
HITS THE UK
Ping-pong tables were lined up across the
concourse of London’s St Pancras International
station on 22 July to launch a month-long
scheme to get more people playing the sport.
Elsewhere, 100 tables were set up around
the capital as part of the Ping! initiative. The
English Table Tennis Association and the arts
group, Sing London, teamed up to deliver the
Sport England-funded scheme that provided
tables for free, impromptu use. A series
of masterclasses, competitions and other
activities were also planned. Around half of the
tables will be retained on a permanent basis.
Ping! will be delivered in four more UK
cities over the next two years.
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THREE PEAKS

BIKE&HIKE
Saturday 15 May 2010

AN EXCITING
NEW CHALLENGE
IN THE
YORKSHIRE DALES
Hike three
peaks and bike
in between
• Pen-y-ghent 694m
• Whernside 736m
• Ingleborough 724m
The challenge is for teams of four to
raise vital funds for medical research.
£195 team registration fee.
Raise minimum sponsorship £1,600 (£400 per person)

Managed by

For further information and an application form

www.actionforcharity.co.uk

0845 408 2698
events@actionforcharity.co.uk

Three Peaks Bike & Hike is managed by Action for Charity on behalf of Action Medical Research.

CROSSOVER, DIFFERENT MOTION, UNIQUE EMOTION.

EXCITE+ CROSSOVER, THE NEW MULTI-DIMENSIONAL TOTAL BODY WORKOUT.
Crossover introduces a completely
new cardio movement that
combines upper body engagement
with a guided lower body lateral
movement.
This total body cardio workout is
great in many ways: there’s no
learning curve, it challenges your
core, it burns lots of calories, it’s a
low-impact movement, and it feels

natural and rhythmic.
Challenge and inspire your members
with great results by offering a
completely new cardio workout.
UPPER BODY CONVERGENT MOVEMENT
LATERAL LOWER BODY MOVEMENT
GREAT CORE TRAINING
INTUITIVE AND NATURAL FOR ALL USERS

More at www.technogym.com/crossover
TECHNOGYM UK
Doncastle House, Doncastle Road, Bracknell, Berkshire RG12 8PE
Tel: 01344 300236 Fax: 01344 300238 email: uk_info@technogym.com

