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Introduction: Bridging
the Fitness Gap in the UK

Despite the growing awareness of the benefits of physical activity, the fitness industry in the UK faces a persistent and troubling
challenge: approximately 85% of the population are not members of a gym. While gym membership numbers have steadily risen over
the last decade, progress has been far slower than expected. According to the State of the UK Fitness Industry Report, just 15.6% of
the population were gym members in 2022, up from 12.4% in 2012—a mere 3.2% increase over a decade. This gradual growth
highlights an uncomfortable truth: the current strategies employed by gyms and the broader fitness industry are not making
significant inroads into the untapped majority.
Worse still, the percentage of people meeting recommended physical activity levels (150 minutes of moderate exercise per week)
remains stagnant, with Public Health England reporting that 39% of adults are inactive, a statistic that has barely shifted in the last 10
years. This inactivity disproportionately affects women, older adults, and those from lower socioeconomic backgrounds. If we are to
make a meaningful impact, we must challenge the status quo and ask: why is the majority still disengaged from fitness, and what can
we do differently?

The Gender Divide and Socioeconomic Barriers

Historically, men have been more likely than women to engage in physical activity and join gyms. UK Active reports that in 2022, 62%
of gym members were male, while just 38% were female. This disparity often stems from social norms, a lack of female-friendly gym
environments, and marketing strategies that lean heavily on aesthetics and performance rather than inclusivity.

Similarly, socioeconomic factors play a critical role. Those living in areas of deprivation are 50% less likely to be physically active
compared to their more affluent counterparts. Gyms, often perceived as a luxury expense, remain out of reach for many households.
Campaigns targeting affordability or offering accessible community-based solutions have rarely been consistent or effective at scale.
If these barriers remain unaddressed, we risk perpetuating a cycle of exclusion that alienates the very people who need fitness the
most. It’s clear that the solution will require an industry-wide shift in mindset—one that looks beyond profit margins and embraces a
more inclusive, community-driven approach.

o

What’s Holding Us Back?

The slow progress in engaging the inactive population cannot be blamed on lack of effort alone. Gym owners, fitness professionals,
and industry leaders are often constrained by outdated narratives and strategies that fail to resonate with the majority. For decades,
gyms have marketed themselves as aspirational spaces for the already fit—lean bodies, high-intensity workouts, and rigid
membership models dominate promotional materials.

But the reality is starkly different for the average non-gym-goer. For many, the gym is intimidating, unwelcoming, and entirely
disconnected from their everyday lives. Common issues include:

Lack of confidence or feeling judged in gym spaces.

Misaligned marketing messages that don’t reflect real-life struggles.

A focus on aesthetics over functional health and well-being.

Little attention paid to diversity in campaigns, programs, and services.

This disconnect is not just a marketing failure—it’s a systemic issue rooted in the way gyms design their services, communicate with
their audience, and ultimately deliver their product. g
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Who Owns the Responsibility for Change?

The responsibility to engage the 85% of the UK population who are not gym members cannot fall solely on one group. It’s a shared challenge
that requires collaboration between gym owners, the fitness industry, and government initiatives.

1.Gym Owners and Operators:
o It’s time for gyms to view themselves as solutions providers rather than membership sellers. By understanding the unique challenges
of different demographics and tailoring services accordingly, gym owners can create spaces where everyone feels valued.
o Investing in staff training, redesigning client journeys, and offering flexible membership models are just some ways gyms can become
more inclusive.
2.The Fitness Industry:
o Industry leaders and trade bodies need to drive cultural change by promoting inclusivity, diversity, and evidence-based strategies for
engaging the inactive population.
o Collaboration between independent gyms, franchises, and fitness suppliers can lead to innovative campaigns that tackle barriers to
entry.
3.Government and Public Health Initiatives:
o Policymakers must prioritise funding for community fitness programs, subsidies for lower-income households, and initiatives that
integrate fitness into healthcare settings.
o Public health campaigns should focus on the broader benefits of fitness, such as mental well-being and chronic disease prevention,
rather than just weight loss.

Reframing the Narrative

The fitness industry has an incredible opportunity to rewrite its story. Instead of focusing solely on gym memberships, we should be
advocating for movement, health, and well-being as a way of life. Gyms have the potential to be community hubs—spaces where people of all
ages, backgrounds, and fitness levels can come together to improve their health in a supportive environment.

In this book, we’ll explore practical, actionable strategies that gyms and fitness businesses can implement to attract and engage the inactive
population. From targeted marketing campaigns to redesigning client journeys, we’ll uncover the steps needed to bridge the fitness gap in the

UK.

It’s not an easy challenge, but it’s one we cannot afford to ignore. The future of the fitness industry depends on our ability to adapt, innovate,
and truly connect with the 85% who have yet to take their first step.

Next Steps

In the chapters that follow, we’ll dive into specific strategies tailored to different demographics and explore unique ideas that can make a real
impact. By the end, you’ll have a roadmap for creating campaigns, services, and environments that inspire change—one step, one member,
one community at a time.

Let’s start bridging the gap.




Chapter 1: Understanding the
85% — Who Are They and Why
Aren’t They Engaging?

If we’re serious about bridging the fitness gap, the first step is understanding who makes up the 85% of the UK population that aren’t
gym members. This group isn’t a monolith. It includes everyone from older adults who feel gyms are unwelcoming to younger people
who prefer alternative fitness activities—or no fitness at all. It includes people who have tried gyms before and left, as well as those

who’ve never even considered stepping inside.

To effectively engage this untapped audience, we need to ask the hard questions: Why aren’t they participating? What barriers are
they facing? And most importantly, how can gyms adapt to meet their needs?

Identifying the Barriers

For many, the idea of going to the gym is intimidating. Common barriers include:

1.Intimidation and Fear of Judgement:
o Gyms can feel exclusive, designed for the already fit rather than beginners. Many people worry about being judged by others

or not knowing how to use the equipment.
o A survey by UK Active revealed that 42% of non-gym-goers cited “feeling self-conscious” as a key reason for avoiding fitness
facilities.

2.Cost and Accessibility:
o The perception that gyms are expensive or only cater to affluent individuals is a significant deterrent. This is especially true for

those living in economically deprived areas.
o Transport to and from gyms can also be a barrier, particularly for rural communities or those reliant on public transport.

3.Lack of Relevance:
o Many people feel gyms don’t offer services or programs that align with their personal interests or goals. For example, older

adults may not see themselves reflected in marketing, while young parents might struggle to find child-friendly options.

4.Time Constraints:
o With busy work schedules, family responsibilities, and other commitments, finding time for fitness can feel impossible. Gyms

that operate on rigid schedules often fail to accommodate these challenges.

5.Health Concerns and Inactivity:
o People with chronic health conditions, injuries, or long periods of inactivity may feel unprepared or incapable of starting a

fitness journey.




Breaking Down the Demographics
Let’s dig deeper into who these 85% are and how their barriers differ:

1.0lder Adults:
o Many older individuals see gyms as spaces for younger people. However, this demographic is increasingly aware of the
importance of physical activity for healthy ageing.
o Solutions: Offer senior-friendly programs, low-impact classes, and equipment that caters to mobility needs. Highlight the
social and health benefits in marketing materials.
2.Women:
o Women are less likely to join gyms than men due to concerns about safety, comfort, and male-dominated spaces.
o Solutions: Create women-only areas or classes, improve representation in marketing, and ensure staff are trained to foster
inclusive environments.
3.Younger Adults:
o Millennials and Gen Z often prioritise experiences and community over traditional fitness. They’re more likely to engage in
group activities, outdoor workouts, or boutique fitness.
o Solutions: Embrace experiential marketing, create shareable content, and offer flexible, trend-driven programs like HIIT, yoga,
or dance.
4.Families:
o Parents face unique challenges, such as finding childcare or juggling family schedules.
o Solutions: Provide child-friendly spaces, family memberships, and parent-focused classes that accommodate their lifestyle.
5.Economically Disadvantaged Groups:
o High membership costs, travel expenses, and lack of access to facilities disproportionately impact lower-income households.
o Solutions: Introduce affordable pricing models, work with local councils to offer subsidies, and focus on community-based
programs.

The Role of Perception

A significant barrier to engaging the 85% is the fitness industry’s image. Gyms are often portrayed as places for the fit, the strong,
and the aesthetically driven. For someone starting from zero, this image can feel alienating and unattainable.

Consider a typical gym advertisement: toned bodies, intense workouts, and flashy facilities. While this appeals to some, it alienates
many who just want to feel healthier or improve their quality of life. This highlights a crucial point—gyms aren’t just competing with
each other; they’re also competing with the perceptions they create.

The Opportunity

While these barriers may seem daunting, they represent enormous potential. Engaging even a fraction of the 85% could transform
not only individual businesses but also the fitness industry as a whole. The solution lies in shifting the focus from selling
memberships to providing solutions. Gyms must position themselves as accessible, welcoming spaces that cater to a diverse range
of needs, goals, and preferences.

The next chapters will explore practical strategies to break down these barriers and connect with the untapped majority. From
marketing campaigns that resonate with specific demographics to creating inclusive client journeys, the goal is to inspire action and
drive meaningful change.

By understanding who the 85% are and why they’ve been left behind, gym owners and industry leaders can take the first step toward
building a truly inclusive fitness culture.




Chapter 2: Changing the Narrative
- From Selling Memberships to
Providing Solutions

The fitness industry has long relied on selling memberships as its primary business model. While this approach has worked for
engaging a small portion of the population, it hasn’t been enough to draw in the 85% who remain outside the gym walls. To reach this
untapped audience, the industry needs to shift its narrative—from selling memberships to providing solutions.

People don’t join gyms because they want a membership card or access to equipment; they join because they’re seeking solutions to
their unique challenges, whether that’s losing weight, improving their health, gaining confidence, or simply feeling better. By focusing
on these needs, gyms can become solution-driven businesses that truly connect with potential members.

Why Selling Memberships Isn’t Enough

For the majority of non-gym-goers, a standard membership pitch simply isn’t compelling. Consider these common objections:
e "I’m too out of shape to go to the gym."
e "l wouldn’t know what to do once I’'m there."
e "l don’t have the time or money for something | won’t use."

These objections stem from a deeper issue: the fitness industry often markets itself as a place for people who are already fit, rather
than a place to help people who want to become fit. For the 85%, the idea of signing up for a membership without a clear path to
success feels like a gamble they’re unwilling to take.

Shifting the Focus to Solutions

To attract new clients, gyms must demonstrate that they can provide specific, actionable solutions to the challenges prospective
members face. This requires a mindset shift, not only in marketing but also in service delivery and member engagement.

1.Understand the Customer’s Goals

2.Before selling anything, it’s essential to understand what the client is looking to achieve. Is it weight loss? Improved mobility?
Stress reduction? By asking the right questions during consultations, gyms can position themselves as problem-solvers, not just
service providers.

3.Example: A gym could create goal-specific programs, such as a 12-week “Stronger for Life” plan for older adults or a “De-Stress
with Fitness” package that incorporates yoga and mindfulness for professionals.

4.0ffer Tailored Programs

5.Instead of selling a generic membership, offer programs that address specific goals. These could include personal training
packages, group classes, or transformation challenges designed for beginners. Tailored programs demonstrate that the gym
understands and cares about individual needs.

6.Provide Education and Support

7.Many people avoid gyms because they don’t know what to do once they’re there. Providing education through workshops,
onboarding sessions, and digital resources can make newcomers feel more confident and capable.

8.Example: An onboarding program could include a free body composition analysis, a guided equipment tutorial, and a personalised
workout plan.

9.Remove Barriers to Entry

10. Address common objections head-on by offering solutions:
o Flexible payment plans to reduce financial barriers.

o Childcare services for parents.
o Extended opening hours for those with busy schedules.




Marketing Solutions, Not Memberships

When it comes to marketing, the language used can make all the difference. Campaigns should focus on the benefits and
outcomes of joining the gym, rather than the features of the facility.

e Traditional Approach: “Join now for £29.99 per month!”

e Solution-Driven Approach: “Feel stronger, healthier, and more confident in just 12 weeks.”

By highlighting the results rather than the cost, gyms can create emotional connections with potential clients.
Real-World Campaign Ideas
1.Transformational Challenges: Run a “New Year, New You” campaign that includes nutrition coaching, weekly check-ins, and a
supportive community group. Market it as a lifestyle change, not just a gym membership.
2.Focus on Pain Points: Create ads that address common concerns, such as “Too busy to work out? Our 30-minute express
sessions are designed for you.”
3.Targeted Messaging: Use testimonials and success stories that resonate with specific demographics, such as older adults, young
professionals, or families.

Building Long-Term Relationships

Selling solutions is about creating relationships that last. When gyms focus on delivering measurable results, members are more
likely to stay engaged and loyal.

1.Track Progress: Use tools like fitness assessments and app-based tracking to show clients how far they’ve come.
2.Celebrate Success: Recognise milestones, whether it’s weight loss, improved strength, or simply showing up consistently.

The Bigger Picture

By shifting from selling memberships to providing solutions, gyms can not only attract new members but also retain them. This
approach positions the gym as a partner in the client’s journey, rather than just a place to work out.

The key to success lies in understanding that people aren’t buying access to a gym—they’re buying the opportunity to solve their
problems and improve their lives. By focusing on solutions, the fitness industry can finally start to close the gap and bring fitness to
the masses.




Chapter 3: Understanding and
Breaking Down Barriers to Gym
Attendance

While the benefits of regular exercise are well-documented, 85% of the UK population remains disengaged from gyms and fitness
facilities. To attract this audience, it’s crucial to understand the barriers that keep them away. By addressing these obstacles head-on,
gyms can position themselves as welcoming, accessible spaces that cater to everyone.

The Barriers to Entry
1. Cost Concerns

For many, gyms are perceived as expensive, especially during times of economic uncertainty. The monthly fees, added costs of
personal training, and additional expenses like equipment or supplements can deter potential members.
Solution: Offer flexible payment options.

e Tiered memberships based on access and amenities.

e Pay-as-you-go plans for those unsure about long-term commitments.

e Corporate or group discounts for families and workplaces.

2. Intimidation and Fear of Judgment

One of the most significant barriers is the feeling of intimidation. For beginners or those returning to fitness, walking into a gym full of
experienced exercisers can be overwhelming.
Solution: Create a more inclusive environment.

e Designate specific times or areas for beginners to train.

o Offer small group training sessions or “intro to fitness” classes.

 Promote imagery and messaging that reflect diversity in age, size, and ability.

3. Lack of Time

Busy schedules are a common excuse for avoiding exercise. For many, the idea of finding an hour or more to work out seems
impossible.
Solution: Focus on efficiency.

* Promote shorter, high-impact workouts like 30-minute HIIT sessions.

e Extend opening hours to accommodate early birds and night owls.

o Offer online classes or virtual training options for those with tight schedules.

4. Health and Safety Concerns

The pandemic heightened awareness around cleanliness and safety in shared spaces. Many people still hesitate to join gyms due to
fears about hygiene and overcrowding.

Solution: Prioritise transparency and cleanliness.

e Highlight cleaning protocols and social distancing measures in your marketing.

» Use signage and announcements to reassure members.

o Offer outdoor or hybrid classes for those still wary of indoor environments.

5. Lack of Knowledge

Many potential members are unsure of how to exercise effectively or how to use gym equipment, which leads
to feelings of embarrassment or frustration.
Solution: Provide education and guidance.

o Offer free induction sessions for new members.

» Provide ongoing support through personal trainers or fithess mentors.

e Create educational content, such as video tutorials, to help members feel confident.



Shifting the Narrative

Addressing barriers is about more than offering solutions—it’s about changing perceptions. Gyms need to communicate
that they are welcoming, inclusive spaces for everyone, not exclusive clubs for the already fit.

Campaign Example: “Your First Step”

A campaign targeted at beginners could highlight testimonials from members who overcame similar fears or challenges. Ads
could showcase real people, not fitness models, sharing their stories of how joining the gym changed their lives.

Practical Adjustments

To truly break down barriers, gyms must adapt their operations and offerings:
e Create Flexible Memberships: Introduce trial memberships or flexible short-term packages to remove the fear of long-term
commitment.
e |Invest in Staff Training: Equip staff with the skills to recognise and address the fears and concerns of potential members.
e Foster a Community Spirit: Organise social events, charity runs, or family days to build a sense of belonging.

A Long-Term Approach
Breaking down barriers isn’t a one-time effort—it requires continuous adaptation and listening to potential members’ needs. Regular
feedback from members and prospects can help gyms stay ahead of emerging concerns and refine their strategies.

Campaign Example: “You Belong Here”

Highlight inclusivity with images and stories of members from all walks of life. Include diverse age groups, abilities, and fitness levels
in marketing materials to send the message that your gym is for everyone.

Conclusion

To attract the 85% who currently avoid gyms, the fitness industry must address the real and perceived barriers that keep them away.
By offering solutions, changing perceptions, and fostering inclusivity, gyms can transform themselves into spaces where everyone
feels welcome—and, most importantly, inspired to begin their fithess journey.

Reaching new demographics isn’t just good business—it’s a meaningful way to make fitness accessible to all.




Chapter 4: Bridging the Gap
Between Gyms and the Non-
Exercising Population

The gap between gyms and the majority of the UK population not engaging with fitness isn’t just about addressing barriers—it’s about
building genuine connections and finding ways to invite them into the conversation. To do this effectively, gyms must position
themselves as integral parts of their local communities and offer real, tangible solutions that speak directly to non-exercisers.

Becoming More Than a Gym
1. Position Yourself as a Community Hub

Gyms that foster a sense of belonging are more likely to attract and retain members. For non-exercisers, the prospect of joining a
welcoming and inclusive space can be more appealing than a facility that’s purely focused on workouts.
Actionable Strategies:
e Host community events like fitness challenges, charity fundraisers, or open days to attract non-members.
e Partner with local schools, businesses, and social groups to create joint initiatives. For example, organise wellness workshops or
health fairs.
e Create afriendly lounge or social area where members can relax and connect.

Campaign Example: “Fitness for Everyone”

A campaign that invites the entire community—regardless of fitness level—to participate in a free event or trial week. Highlight
inclusivity by showing diverse participants engaging in fun, low-pressure activities.

2. Integrate Fitness Into Everyday Life

For many, the idea of “going to the gym” feels like an isolated activity disconnected from their daily routines. Gyms need to find ways
to embed fitness into people’s lives seamlessly.

Actionable Strategies:

Offer hybrid memberships that combine in-club access with virtual workouts people can do at home.
Provide fitness apps or challenges that integrate with wearable tech to help users track their progress on the go.
Create partnerships with local cafes or workplaces to encourage healthy living in day-to-day life.

Campaign Example: “Your Fitness, Your Way”

Showcase the flexibility of your offerings, such as home workouts, outdoor classes, or quick lunchtime fitness sessions designed for
busy schedules.

Building Personalised Solutions
3. Focus on Practical, Results-Driven Offers

Non-exercisers often struggle to see the value of a gym membership. Demonstrating how your facility can solve
specific problems—like low energy levels, stress, or weight management—can help bridge the gap.
Actionable Strategies:
o Offer personalised fitness plans that target common challenges. For example, a “Stress Relief Package” with
yoga and mindfulness classes or a “Back to Basics Plan” with low-intensity workouts.
e Highlight measurable outcomes through success stories or testimonials from members who started as
beginners.

Campaign Example: “Feel Stronger, Live Better”

Focus on relatable goals like feeling more energised or improving mental health rather than aesthetic or
performance-based results.




4. Support for the Inactive

Non-exercisers often need extra hand-holding to get started. This includes education, encouragement, and ongoing
support.
Actionable Strategies:

e Run beginner-friendly workshops where attendees can learn basic exercises and how to use gym equipmentin a
non-intimidating environment.
e Pair new members with fitness mentors—experienced members or staff who can guide them through their first month.
e Provide additional resources, such as nutrition guides, stress management tips, or simple at-home workouts, to help them build
confidence.

Campaign Example: “Start Where You Are”

Create a campaign that normalises starting small. Highlight activities like stretching, walking, or five-minute workouts to show that
fitness is achievable for everyone.

Reaching Out to the Right People
5. Target Local Demographics Strategically

Understanding your community is critical to attracting non-exercisers. Are you in an area with a high percentage of retirees? Busy
professionals? Families with young children?

Actionable Strategies:

e Use local data to craft campaigns that speak directly to the people in your area.
e Adjust your service offerings to meet the needs of specific groups. For example, offer daytime classes for retirees, parent-and-
child fitness sessions, or after-work classes for professionals.

Campaign Example: “Fitness in Your Neighbourhood”

Highlight real people from your local community enjoying your facilities. This creates a sense of familiarity and shows that your gym
is already a trusted part of the area.

Practical Adjustments
To truly connect with the 85% of non-exercisers, gyms need to adapt their culture, messaging, and offerings:
e Rethink Membership Models: Offer flexibility through trial memberships, no-contract options, or pay-per-visit pricing.
e Encourage Feedback: Run focus groups or surveys with non-members to better understand their hesitations and needs.
e Create Accessible Messaging: Avoid technical jargon or overly intimidating language in marketing materials. Use approachable,
relatable terms.

Conclusion

Attracting the non-exercising population isn’t about a single campaign or initiative—it’s about a shift in mindset. Gyms must position
themselves as inclusive, supportive spaces that add value to people’s lives, not just places for the already fit.

By embedding fitness into everyday life, addressing practical concerns, and offering personalised solutions, gyms can become a
trusted partner for anyone looking to start their fitness journey.

This is an opportunity to transform not only your business but also the lives of those in your community. The question is: are you
ready to take the first step?




Chapter 5: Breaking Down
Barriers — Understanding and
Addressing Challenges

To attract the non-exercising majority, it’s essential to identify the barriers that keep them from stepping into a gym. These challenges
are often more psychological than physical and stem from deeply rooted perceptions, fears, and societal norms. Gyms that can
understand and dismantle these obstacles will be better equipped to engage with this untapped audience.

Common Barriers to Entry
1. Intimidation and Fear of Judgement

Many non-exercisers associate gyms with a space for the already fit, leading to a fear of being judged or feeling out of place. This is
especially true for individuals who are new to fitness or have significant insecurities about their body image.
Practical Solutions:

» Create a welcoming environment through inclusive messaging and visual branding that showcases diverse body types, ages, and
fitness levels.

o Offer beginner-only classes or "introductory hours" where non-exercisers can ease into fitness in a judgment-free setting.

e Train staff to proactively engage with new members, ensuring they feel supported and valued from their first interaction.

Campaign Example: “Start Somewhere Safe” Highlight testimonials from members who overcame their fear of gyms, showcasing their
progress and newfound confidence.

2. Lack of Time

A common excuse is, “| don’t have time.” Many individuals perceive exercise as an all-or-nothing commitment requiring long hours,
making it incompatible with their busy lifestyles.

Practical Solutions:

o Offer short, high-intensity classes (e.g., 20—-30 minutes) that fit into lunch breaks or after-school pickups.
* Provide online or app-based workouts so individuals can exercise at home when they have time.
e Run “time challenge” campaigns, showing how just 15 minutes a day can make a difference.

Campaign Example: “Fitness in 15” A series of short workouts promoted on social media and email campaigns to show prospects how
fitness can fit into their schedules.

3. Cost Concerns
For some, gyms are seen as a luxury rather than a necessity, with cost being a significant barrier. Non-exercisers often need to be
convinced of the value before they’re willing to make a financial commitment.

Practical Solutions:

o Offer flexible payment options, such as pay-as-you-go plans or no-contract memberships.
e Introduce low-cost trial memberships, such as "£1 for your first week" campaigns.
» Provide added value, like free workshops or nutrition guides, to enhance the perceived benefit of joining.

Campaign Example: “Affordable Fitness for Everyone” Emphasise cost-effective options and the overall value
of membership, showcasing testimonials about the life-changing impact of joining.

4. Health Conditions or Physical Limitations

Many non-exercisers struggle with health issues or physical limitations, which make gyms feel inaccessible or
unsuitable for their needs.

Practical Solutions:

e Train staff to work with individuals who have special requirements, such as mobility issues, chronic pain, or
health conditions.

o Offer adaptive classes or one-on-one sessions with specialised trainers.

e Build partnerships with local health providers to refer patients to your facility for safe, guided exercise.

Campaign Example: “Fitness for Every Ability” Highlight adaptive programs and feature real stories of members
who achieved fitness goals despite physical limitations.



5. Boredom and Lack of Motivation

For non-exercisers, the idea of repetitive gym routines can be uninspiring. Without a clear goal or variety in their
workouts, many lose interest quickly.

Practical Solutions:

e |Introduce engaging, non-traditional classes such as dance, boxing, or rock climbing.
e Use technology, like gamified fitness apps or wearable devices, to keep workouts interesting.
e Set up milestone-based challenges with rewards for achieving small fitness goals.

Campaign Example: “Find Your Fun” A playful campaign showcasing unique classes or challenges, emphasising that fitness can be
exciting and enjoyable.

Creating an Inclusive Gym Culture

Addressing barriers isn’t just about practical changes—it’s about creating a culture that invites and embraces everyone. This requires
intentional efforts to:
» Redefine Success: Move away from messaging that focuses on aesthetics or “perfect bodies” and instead celebrate progress,
effort, and health.
e Foster Connection: Build a sense of community by encouraging members to engage with each other through group activities or
social events.
e Empower Staff: Ensure staff are approachable, empathetic, and trained to recognise and address member concerns.

Conclusion

Breaking down barriers requires a shift in perspective from gyms. Instead of assuming non-exercisers are simply uninterested,
consider the obstacles they face and how your facility can help overcome them. By addressing common concerns—whether they
stem from fear, cost, or lack of time—you can create an environment that’s not just about fitness, but about accessibility, inclusivity,
and support.

Remember, every new member begins their journey with a single step. By understanding their unique challenges, you can help them
take that step with confidence, transforming not only their fitness journey but also your business’s reach and impact.




Chapter 6: Leveraging Community
Engagement to Attract Non-
Exercisers

Community engagement is one of the most effective ways to break through the barriers that prevent non-exercisers from considering
a gym membership. By positioning your fitness facility as an integral part of the local community, you can create trust, establish
visibility, and show your commitment to improving lives—not just selling memberships.

Why Community Matters

Building connections with the local community helps remove the intimidation factor often associated with gyms. When your gym
feels approachable and invested in the well-being of its neighbourhood, it fosters a sense of belonging. For non-exercisers, this sense
of connection could be the nudge they need to take their first steps toward fitness.

Strategies to Engage the Community

1. Host Open Days and Community Events
Offer opportunities for the community to experience your gym without any pressure to commit. Open days and events can serve as a
low-stakes introduction to fitness while showcasing your facility’s culture and services.

Ideas for Events:
o Free fitness workshops (e.g., yoga in the park, beginner boot camps).
e Charity fitness challenges or sponsored classes to support local causes.
o Family-friendly events with activities for kids and adults, such as obstacle courses or fun runs.

Campaign Example: “Fitness for All: Community Open Day” Advertise a free open day with trial classes, free consultations, and
healthy food vendors. Include testimonials from current members who started their journeys through similar events.

2. Collaborate with Local Organisations
Partnering with schools, workplaces, or healthcare providers can help you reach non-exercisers who may not otherwise consider a
gym. These collaborations allow you to extend your reach while reinforcing your reputation as a trusted community resource.

Potential Partnerships:
e Work with local schools to provide fitness education for students and parents.
o Offer corporate wellness programs, including discounted memberships and workplace fitness classes.
e Collaborate with doctors and physiotherapists to develop referral programs for patients needing low-impact or guided exercise.

Campaign Example: “Wellness Together: Partnering for Health” Highlight successful partnerships in your marketing materials and
promote the benefits of these collaborations for members and partners alike.

3. Participate in Community Events

Don’t wait for people to come to you—take your gym to them. Participating in community fairs, markets, or festivals increases
visibility and demonstrates your commitment to local well-being.

Ideas for Engagement:

e Set up fitness demo booths at local events, showcasing unique offerings like group training or body analysis.
e Sponsor local sports teams or youth programs and include your branding on their kits or event materials.
e Offer free fitness consultations or small group classes at the event.

Campaign Example: “Find Us at [Event Name]” Promote your participation in community events through your
social media channels and newsletters, inviting non-members to stop by and learn more about your offerings.



4. Leverage Local Influencers

Community influencers—whether they are social media personalities, local teachers, or small business owners—can amplify your
message to non-exercisers. These individuals already have trust and visibility within the community.

How to Collaborate:
e Partner with influencers for guest workouts or classes, offering free passes in exchange for promotion.
e |nvite them to co-host events or challenges, creating buzz around your gym.
e Feature influencer testimonials and reviews on your website and social media channels.

Campaign Example: “Train Like a Local Hero” Highlight sessions or endorsements from community influencers to attract their
audience to your gym.

5. Offer Free Educational Resources

Providing free resources positions your gym as a leader in health and wellness, even for those who may not yet be ready to join.
These resources can help build trust and educate potential members about the benefits of fitness.

Ideas for Educational Content:
e Create downloadable guides, such as “How to Start Exercising” or “The Beginner’s Guide to Fitness.”
» Host free webinars or workshops on topics like nutrition, mental health, or injury prevention.
e Share success stories from members who started as non-exercisers.

Campaign Example: “Your Free Guide to Getting Started” Develop a lead-generation campaign offering free resources that gently
introduce non-exercisers to your services.

Building a Reputation for Inclusivity
Engaging with the community isn’t just about boosting membership numbers; it’s about fostering a reputation for inclusivity,
accessibility, and care. Gyms that actively contribute to their communities stand out as businesses that truly care, which resonates

deeply with those hesitant to join.

Conclusion

Community engagement is a powerful tool for attracting non-exercisers because it builds trust, removes barriers, and creates
meaningful connections. By stepping outside your gym’s walls and showing genuine investment in the people around you, you’re not
just growing your membership—you’re strengthening the community as a whole.

Whether through open days, partnerships, or local events, the goal is clear: make your gym a welcoming space that inspires everyone
to take that first step toward fitness.




Chapter 7: Personalised
Experiences: Creating Tailored
Solutions for Non-Exercisers

One-size-fits-all approaches rarely resonate with non-exercisers, especially those who feel excluded by the typical gym environment.
To engage this demographic effectively, personalised experiences are key. By addressing individual goals, preferences, and barriers,
gyms can create tailored solutions that make fitness more approachable, achievable, and rewarding.

Why Personalisation Matters

The fitness journey is deeply personal. Non-exercisers may be hesitant due to past negative experiences, a lack of confidence, or
uncertainty about how to get started. Personalised experiences help break down these barriers by showing prospects that their
unique needs and concerns are understood and addressed.

A study by Accenture found that 91% of consumers are more likely to engage with brands that provide relevant offers and
recommendations. This applies directly to gyms: when prospective members feel catered to, they are more likely to take that first
step.

Strategies for Personalisation
1. Initial Consultations and Goal-Setting

Many non-exercisers lack clear fitness goals or feel overwhelmed by the idea of setting them. Offering a complimentary consultation
as part of the onboarding process allows you to:

e Understand their motivations and barriers.

e Set achievable, personalised goals.

e Create aroadmap for their success.

Example Campaign: “Your Fitness Roadmap”

Market consultations as a free benefit for new members. Emphasise that they’ll leave with a clear, actionable plan tailored to their
goals.

2. Flexible Membership Options

Non-exercisers may be hesitant to commit to long-term contracts. Providing flexible options allows them to test the waters and
gradually build confidence.

o Offer short-term memberships, such as one-month trials or day passes.

» Create memberships tailored to specific goals, such as weight loss, stress reduction, or building strength.

Example Campaign: “No Strings Attached”

Advertise flexible memberships as a way for prospective members to try your gym without pressure, focusing on how they can
explore what works best for them.

3. Personal Training and Small Group Training

Non-exercisers often feel lost in larger gym settings. Personal training or small group training provides the
guidance and support they need to feel confident.

e Pair new members with trainers who specialise in working with beginners.

o Create beginner-focused group sessions that foster a sense of community.

Example Campaign: “Start Strong: Beginner Fitness Sessions”

Highlight beginner-friendly personal and group training options with testimonials from new members who have
benefited.



5. Culturally Relevant and Inclusive Programs

Fitness needs vary greatly across demographics, cultures, and lifestyles. Offering culturally relevant and inclusive
programs makes your gym accessible to a wider audience.

e Introduce diverse fitness classes, such as dance-based workouts or low-impact yoga.

e Be mindful of language, marketing visuals, and the diversity of your staff.

Example Campaign: “Fitness for Everyone”

Highlight how your gym caters to a diverse audience, using imagery and language that reflect inclusivity.
Creating a Culture of Care

Personalisation goes beyond programming; it requires a culture of care that permeates your gym. Staff should be trained to
recognise and address individual member needs, creating an environment where everyone feels welcome and supported.

Conclusion
Incorporating personalised experiences into your gym’s strategy is not just a nice-to-have—it’s essential for attracting non-

exercisers. By offering tailored solutions, you’re not only addressing their unique barriers but also building long-lasting relationships
that benefit your gym’s retention and reputation.

Remember, non-exercisers aren’t looking for a one-size-fits-all approach. They’re looking for a fitness experience that feels
accessible, achievable, and genuinely invested in their success. Your ability to deliver this could be the key to unlocking a whole new
audience for your gym.




Chapter 8: Breaking Down
Financial Barriers: Making Fithess
Accessible

For many non-exercisers, the cost of gym memberships, equipment, and classes can feel like an insurmountable barrier. Financial
accessibility is a critical factor in broadening your gym's appeal and reaching the 85% of the population who are not members of
fitness facilities. By creating pricing models and strategies that cater to various income levels, gyms can attract a more diverse range
of members without compromising their profitability.

Understanding the Financial Barrier
A survey by Statista (2023) found that cost was one of the top three reasons people cited for not joining a gym. For some, a monthly
membership fee competes with other essential expenses, while others question the value they’ll receive for their investment.
Addressing this requires not just affordable options but a focus on perceived value.
Strategies to Make Fitness Financially Accessible
1. Tiered Membership Pricing
Offering different membership levels ensures prospective members can choose an option that fits their budget.
e Basic Membership: Access to gym facilities during off-peak hours at a reduced rate.
o Standard Membership: Includes full access and basic group classes.
* Premium Membership: Adds personal training sessions, advanced classes, and additional perks like discounts on merchandise.
Example Campaign: “Fitness for Every Budget”
Highlight tiered pricing options in your marketing to show prospects that affordability doesn’t mean sacrificing quality.
2. Pay-As-You-Go Options
Some non-exercisers hesitate to commit to monthly memberships. Pay-as-you-go options provide a low-risk entry point.
o Offer single-session passes or bundles (e.g., 5-visit packs).
e Introduce a “flex membership” that charges per visit but caps at a maximum monthly rate.
Example Campaign: “No Strings, Just Fitness”
Promote pay-as-you-go options to attract those who want flexibility or are testing out gym memberships for the first time.
3. Community Discounts
Build goodwill and attract members by offering discounts to specific groups within the community.

e Students, seniors, and first responders often appreciate lower-cost options.
o Partner with local businesses to provide employee discounts as part of a corporate wellness initiative.

Example Campaign: “Community Fitness, Community Rates”

wcase how your gym supports the community through discounted rates, reinforcing your brand’s commitment to inclusivity.

4. Free or Low-Cost Entry Points
Many people are reluctant to invest in a gym membership without experiencing the value first. Provide no- or
low-cost opportunities to try your gym.

o Offer free trials, such as a 7-day pass, to showcase your facilities and services.

e Run affordable introductory programs, like a £10 for 10 days promotion.

Example Campaign: “Your First Step Is Free”

Focus on removing the initial financial barrier with trial offers that highlight your gym’s value.



5. Flexible Payment Plans

Upfront annual memberships can feel daunting. Offering flexible payment options can make your gym more
approachable.

e Allow members to pay in instalments for long-term memberships.

e Introduce “freeze” options, so members can pause their memberships without penalty during financial hardships.

Example Campaign: “Fitness on Your Terms”

Position your payment plans as solutions that adapt to life’s unpredictability, showing that your gym understands and supports its
members.

Maximising Perceived Value

Affordability is important, but perceived value is what ultimately drives conversions. Non-exercisers are more likely to join if they
believe they’ll get tangible benefits for their investment.

Ways to Increase Perceived Value:
e Showcase success stories of members achieving their goals.
o Offer free fitness assessments or introductory personal training sessions.
e Provide additional resources like nutrition guides, workout plans, or wellness workshops.

Example Campaign: “More Than a Membership”

Promote the added value your gym offers beyond equipment access, reinforcing the benefits of joining.
Avoiding the “Race to the Bottom”

While affordability is crucial, it’s important not to devalue your offerings. Excessive price cuts or free promotions can harm your
brand and attract members who are unlikely to stay. The key is balancing accessibility with sustainability.

Conclusion
Breaking down financial barriers is about more than lowering prices—it’s about creating opportunities for everyone to experience the

benefits of fitness. By offering flexible pricing, creative payment solutions, and highlighting your gym’s value, you can reach
untapped audiences and foster a more inclusive fithess community.

When you position your gym as a place where anyone can belong—regardless of their financial situation—you create not just
members, but advocates who champion your brand.




Chapter 9: Inclusivity and
Accessibility: Creating a Gym for
Everyone

Inclusivity and accessibility are fundamental to attracting a broader audience to your gym. While fitness facilities have traditionally
catered to a limited demographic, the modern gym must be a space that welcomes people of all abilities, backgrounds, and fitness
levels. This chapter explores practical ways to foster inclusivity, ensuring everyone feels they belong.

The Importance of Inclusivity in Fitness
In the UK, over 14 million people live with a disability, yet Sport England reports that disabled individuals are twice as likely to be
inactive as non-disabled individuals. Similarly, cultural and socioeconomic barriers often prevent diverse communities from engaging
with gyms. By addressing these challenges, gyms can tap into an underserved market while creating a positive and welcoming
environment.
Strategies for Building an Inclusive Gym
1. Accessible Facilities and Equipment
Ensuring your gym is physically accessible is the first step.
* Install ramps, elevators, and wide doorways to accommodate wheelchair users.
e Provide adaptive equipment like hand cycles, resistance bands, and cable machines suitable for individuals with limited mobility.
e Include clear signage and visual aids for members who are visually impaired.
Example Campaign: “Fitness Without Barriers”
Highlight the accessible features of your gym, showcasing your commitment to inclusivity.
2. Diverse Programming
Offer classes and programs that cater to different fitness levels, abilities, and interests.
* Introduce sessions specifically for beginners, seniors, or those returning to fitness after injury or illness.
o Create classes like yoga for all abilities, low-impact aerobics, or seated strength training.
e Partner with local community groups to understand and develop culturally relevant programming.
Example Campaign: “Fitness for Every Stage, Every Age”

Market diverse classes that reflect the unique needs of your community.

3. Staff Training and Awareness

Your team plays a crucial role in creating an inclusive environment.

e Train staff in disability awareness and cultural competence.

e Teach team members how to modify exercises and provide guidance for individuals with varying needs.
» Encourage empathy and patience when interacting with members who may feel self-conscious.

Example Campaign: “Our Team, Trained for You”
Showcase your team’s dedication to supporting every member, regardless of their starting point.
4. Welcoming Gym Culture
Inclusivity is not just about facilities; it’s also about the atmosphere.
e Use welcoming language in signage, marketing materials, and interactions with members.
e Create social spaces where members can connect, fostering a sense of community.
e Establish a zero-tolerance policy for discrimination or bullying.

Example Campaign: “Your Gym, Your Community”

Promote your gym as a judgment-free zone where everyone is welcome.



5. Flexible Membership Options
Inclusivity extends to pricing and membership structures.
e Offer pay-as-you-go options for members hesitant to commit to a monthly fee.
e Provide short-term memberships for those exploring fitness for the first time.
e Collaborate with charities or local councils to subsidise memberships for low-income individuals.
Example Campaign: “Fitness for Everyone, On Your Terms”
Emphasise flexibility in pricing and membership options to appeal to a wider audience.
Practical Examples of Inclusive Initiatives
Case Study: Inclusive Gyms in the UK
e Everyone Active: Offers inclusive fitness programs for individuals with disabilities, including adaptive equipment and specialised
classes.
e Ability Bow: A London-based gym that provides tailored support for individuals with disabilities and health conditions, focusing

on creating a welcoming community.

These examples show how inclusivity can be integrated into a successful gym model, benefiting both the business and its members.
Creating an Emotional Connection

Inclusivity is not just about accessibility; it’s about creating an emotional connection with your members. By showing you
understand their challenges and care about their success, you foster loyalty and build a community that members want to be part
of.

Example Campaign: “Your Fitness, Your Way”

Position your gym as a place where individuality is celebrated, and support is guaranteed.

Conclusion

Making your gym inclusive and accessible is not just the right thing to do—it’s a smart business decision. By welcoming people from
all walks of life, you expand your potential audience, enhance member retention, and create a brand that stands out in a competitive
market.

When everyone feels they belong, your gym becomes more than a facility—it becomes a community. And communities are what keep
members coming back, long after their initial sign-up.




Chapter 10: Leveraging
Technology to Attract and Retain
New Audiences

The fitness industry has seen a technological revolution in recent years, with advancements providing innovative ways to attract new
members and enhance the overall gym experience. For gym owners and operators, leveraging technology effectively can open doors
to untapped demographics while keeping existing members engaged and loyal. This chapter explores the tools and strategies
available to maximise the potential of technology in your fitness business.

Why Community Engagement Matters

People who are unfamiliar with fitness spaces often feel intimidated or unwelcome. By working with community organisations,
schools, and local businesses, gyms can position themselves as inclusive, approachable spaces that support health and wellbeing
beyond their walls. Community engagement also builds trust, which is essential for breaking down barriers to participation.

Practical Steps for Community Engagement

1.Collaborate with Local Schools and Colleges
o Offer fitness workshops for students and staff.
o Create youth fitness programmes to introduce the next generation to the benefits of exercise.
o Partner with schools to organise family-friendly fitness events.

Example: Host a "Fitness Fun Day" at a local school, where parents and children participate in activities like obstacle courses, yoga, or
fitness challenges.

2. Work with Local Businesses
e Partner with nearby cafes, restaurants, or retail shops to create mutually beneficial offers, such as discounts for gym members or
promotional partnerships.
e Provide corporate wellness programmes that include discounted gym memberships, lunchtime classes, or wellness talks.

Example: Collaborate with a local café to offer a "Workout & Wellness" package, combining gym sessions with healthy meal discounts.

3. Leverage Community Centres and Events
* Be present at community fairs, markets, and charity events. Set up a booth offering free health checks or fitness challenges to
engage attendees.
o Offer fitness classes at community centres or parks, showcasing your gym’s expertise while making fitness more accessible.
Example: Sponsor a charity 5K run, providing free warm-up exercises, post-run stretches, and promotional materials about your gym.

4. Engage with Local Health and Social Care Providers
o Partner with GPs, physiotherapists, and dietitians to offer referral schemes where patients are encouraged to join your gym as
part of their treatment plans.
e Collaborate with mental health organisations to create fitness initiatives that support emotional wellbeing.
Example: Launch a "Movement for Mental Health" initiative in collaboration with a local charity, offering free workshops and
discounted memberships.

5. Create Community-Led Programmes
e Involve members of the community in designing gym classes or events to ensure the offerings align with
their needs and interests.
» Run workshops on topics like nutrition, mindfulness, or fitness for specific demographics, such as older
adults or young families.

Example: Host a "Healthy Living on a Budget" seminar to teach the community how to eat and exercise well
without overspending.



The Long-Term Benefits of Partnerships

When gyms actively engage with their communities, they position themselves as trusted allies in health and wellness.
This not only attracts new members but also increases member loyalty, as people are more likely to remain part of a gym
that actively contributes to their community.

A Case for Collaboration

Consider the story of a small independent gym in a rural town. By partnering with local schools, offering free classes at the
community centre, and collaborating with nearby businesses, they managed to double their membership base within two years.
Their secret? They focused on relationships, not just transactions.

When done right, community engagement transforms gyms from mere fitness facilities into essential parts of the local fabric. It’s not
just about attracting new members; it’s about creating a culture of health and wellness that resonates deeply within your
community.

Would you like to explore how to get started? Black Raccoon Consulting can help design your community engagement strategy,
making your gym a local leader in fitness and wellness.




Conclusion: Shifting the
Paradigm for a Better
Tomorrow

The UK fitness industry is currently worth an estimated £5 billion annually, driven by just 15% of the population actively engaging in gym
memberships. Imagine the exponential growth potential if this figure shifted to 25%—an increase of over 16 million people participating.
That's not just a win for the industry; it's a seismic shift in public health, community engagement, and economic impact. We're not just
talking about billions of pounds in additional revenue but about lives transformed and communities empowered.

But here’s the challenge: the fitness industry is fragmented, lacking a unified, coordinated approach to addressing these issues. This makes
it all the more crucial for individual gyms and fitness businesses to step up and take responsibility for creating change. Each business that
innovates, adapts, and prioritises inclusivity forces its competitors to evolve as well. Success becomes the catalyst for broader
transformation.

The narrative needs to shift. We can no longer solely target the already-converted 15% while ignoring the untapped potential of the 85%. It’s
not just a business opportunity—it's a moral imperative. Every gym, leisure centre, and fitness studio must ask: How can we remove barriers,
create meaningful engagement, and make fitness accessible and appealing to everyone?

Time for Action

Change starts with you. By implementing thoughtful strategies, creating inclusive environments, and delivering campaigns that resonate
with untapped audiences, you don't just grow your business—you set the standard for the industry. Success breeds competition, and
competition drives progress. If every gym took the responsibility to make fitness more accessible, the entire landscape would shift.

The question is, are you ready to lead the charge? Let’'s stop waiting for a top-down revolution and start making individual commitments
that collectively transform our industry. Together, we can make fitness a lifestyle choice for the majority, not just the minority.

The future of the fitness industry is in our hands—let’s seize it. The time for change is now.

A Call to Action - Driving Industry Change, One Gym ata Time

The UK fitness industry generates an impressive £5 billion annually, but that figure is fuelled by just 15% of the population holding gym
memberships. Imagine the possibilities if we could increase that to 25%—an additional 16 million people engaged in fitness. Beyond the
financial gains, the societal benefits would be immense: healthier communities, reduced strain on the NHS, and a shift in public mindset
towards wellness.

The challenge lies in our fragmented approach as an industry. Without a singular, unified strategy, change must come from individual
fitness businesses. As gym owners and operators, you hold the power to lead this charge. By making meaningful changes, you'll not only
grow your business but inspire others to follow suit. Success in your business forces competitors to adapt, creating a ripple effect of
progress throughout the industry.

Why This Matters:

e Potential Revenue Growth: With 16 million more members, the industry could see billions in additional revenue annually.
e Health Impact: Increased participation means better health outcomes for millions, relieving strain on healthcare services.
e Community Transformation: Fitness businesses can become hubs for wellbeing, fostering stronger, more engaged local communities.

How to Start:
Here’'s an actionable guide to spark change in your business today:

l.Reframe the Narrative: Stop marketing your gym as a “place to work out.” Instead, position it as a community where people can achieve
real, personal transformation.

2.Know Your Market: Identify who isn't walking through your doors and why. Use insights to create targeted campaigns for

3.underserved demographics.

4.Rethink Your Offerings: Develop programs that appeal to diverse groups, such as family fitness sessions, beginner

5.boot camps, or wellness-focused classes.

6.Enhance Accessibility: Audit your facilities, pricing, and marketing language to ensure you're inclusive and

7.approachable.

8.Lead by Example: Take action now and let your success be the reason others follow. Change isn't imposed
—it's inspired.

The fitness industry has unparalleled potential to make a difference, but it requires bold steps and new
approaches. The responsibility doesn't fall on a governing body or a large corporation—it starts with
you. By shifting focus, rethinking strategy, and delivering impactful experiences, your business can
drive real change.

Let’s stop talking about what's possible and start leading the way. When you take action, you not only
grow your business but help reshape the entire fitness landscape.

The time for change is now—are you ready to be part of it?

www.b



Quick View Guide: Potential
Campaigns and Marketing
Opportunities to Attract the 85%

1.Beginner-Friendly Fitness Initiatives
o "First Steps” Program: A 6-week starter package for those new to fitness, including guided classes, personal check-ins, and progress
tracking.
o Open House Events: Invite the community to try your gym for free for a weekend, showcasing beginner-friendly classes and staff
availability.
2.Targeted Group Campaigns
o Family Fitness Memberships: Discounts for families to join together, promoting health as a household activity.
o Over-50 Fitness Programs: Low-impact classes, yoga, and wellness workshops aimed at older adults.
3.Community Engagement Campaigns
o Corporate Wellness Packages: Partner with local businesses to offer discounts or free trials for employees.
o "Train Together, Stay Together® Initiative: Encourage current members to bring a friend for free trials, emphasizing the social benefits
of fitness.
4.Diverse Accessibility Campaigns
o Pay-as-You-Go Memberships: Flexible pricing for those hesitant about long-term commitments.
o Subsidized Memberships for Low-Income Groups: Partner with charities or councils to make fitness more accessible.
5.Seasonal Marketing Opportunities
o "12 Days of Fitness” Christmas Campaign: Offer 12 trial sessions leading up to Christmas.
o "Spring Into Fitness” Challenge: A seasonal 8-week program promoting health as the weather improves.
6.Wellness-Oriented Campaigns
o Mental Health Fitness Packages: Promote yoga, meditation, and low-intensity classes as a way to improve mental wellbeing.
o Holistic Health Seminars: Partner with nutritionists, physiotherapists, or therapists to deliver wellness talks.
7.Digital Outreach Campaigns
o Social Media Stories: Share real stories of beginners and their fitness journeys to inspire others.
o Online Community Groups: Create private Facebook groups or forums for members and prospects to ask questions and feel
supported.
8.Unique Facility Promotions
o Childcare for Fitness: Highlight on-site childcare services to attract parents.
o Hybrid Memberships: Combine in-person classes with virtual options for busy individuals.
9.Fun and Engaging Events
o Fitness Challenges: Monthly step counts, weightlifting totals, or personal milestones tracked with leaderboards.
o Themed Workout Days: Host fun, themed events (e.g., 80s aerobics night).
10.Collaborative Campaigns
o Partner with Local Businesses: Bundle gym memberships with discounts at local health stores or cafes.
o Community Charity Drives: Host fitness fundraisers for local causes, like a "10K for Charity” event.
11.Retention-Driven Campaigns
o Reward for Referrals: Offer discounts or free months for members who bring in new sign-ups.
o Loyalty Rewards: Points-based systems for attending classes or reaching fitness milestones.
12.Campaigns for Marginalized Groups
o Women-Only Fitness Hours: Address barriers women face in attending gyms.
o Fitness for All Abilities: Highlight programs tailored to individuals with disabilities or chronic conditions.
13.Education-Driven Marketing
o "Why Fitness Matters” Seminars: Informative sessions about the benefits of regular exercise.
o Nutrition Workshops: Teach practical skills for healthier eating.
14.0Outreach for Youth Engagement
o Teen Memberships: Reduced rates for high school students.
o Sports Team Partnerships: Offer special training programs for local youth teams.
15.Long-Term Wellness Challenges
o "Couch to 5K" Groups: Organize running programs for non-runners.
o 100-Day Transformation Program: A long-term commitment challenge to highlight progress and build
habits.

This guide is a starting point. The right campaigns will depend on your audience, your brand, and your
community. With creativity and targeted planning, your gym can make a meaningful impact and grow
your membership base.

BLACK RACCOON CONSULTING

www.blackraccoon.org
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	Why Personalisation Matters
	Strategies for Personalisation
	1. Initial Consultations and Goal-Setting
	Many non-exercisers lack clear fitness goals or feel overwhelmed by the idea of setting them. Offering a complimentary consultation as part of the onboarding process allows you to:
	Understand their motivations and barriers.
	Set achievable, personalised goals.
	Create a roadmap for their success.
	Example Campaign: “Your Fitness Roadmap”
	Market consultations as a free benefit for new members. Emphasise that they’ll leave with a clear, actionable plan tailored to their goals.

	2. Flexible Membership Options
	Non-exercisers may be hesitant to commit to long-term contracts. Providing flexible options allows them to test the waters and gradually build confidence.
	Offer short-term memberships, such as one-month trials or day passes.
	Create memberships tailored to specific goals, such as weight loss, stress reduction, or building strength.
	Example Campaign: “No Strings Attached”
	Advertise flexible memberships as a way for prospective members to try your gym without pressure, focusing on how they can explore what works best for them.
	3. Personal Training and Small Group Training



	5. Culturally Relevant and Inclusive Programs
	Conclusion

	Chapter 8: Breaking Down Financial Barriers: Making Fitness Accessible
	For many non-exercisers, the cost of gym memberships, equipment, and classes can feel like an insurmountable barrier. Financial accessibility is a critical factor in broadening your gym's appeal and reaching the 85% of the population who are not members of fitness facilities. By creating pricing models and strategies that cater to various income levels, gyms can attract a more diverse range of members without compromising their profitability.
	Understanding the Financial Barrier
	Strategies to Make Fitness Financially Accessible
	1. Tiered Membership Pricing
	Offering different membership levels ensures prospective members can choose an option that fits their budget.
	Basic Membership: Access to gym facilities during off-peak hours at a reduced rate.
	Standard Membership: Includes full access and basic group classes.
	Premium Membership: Adds personal training sessions, advanced classes, and additional perks like discounts on merchandise.
	Example Campaign: “Fitness for Every Budget”
	Highlight tiered pricing options in your marketing to show prospects that affordability doesn’t mean sacrificing quality.

	2. Pay-As-You-Go Options
	Some non-exercisers hesitate to commit to monthly memberships. Pay-as-you-go options provide a low-risk entry point.
	Offer single-session passes or bundles (e.g., 5-visit packs).
	Introduce a “flex membership” that charges per visit but caps at a maximum monthly rate.
	Example Campaign: “No Strings, Just Fitness”
	Promote pay-as-you-go options to attract those who want flexibility or are testing out gym memberships for the first time.

	3. Community Discounts
	Build goodwill and attract members by offering discounts to specific groups within the community.
	Students, seniors, and first responders often appreciate lower-cost options.
	Partner with local businesses to provide employee discounts as part of a corporate wellness initiative.
	Example Campaign: “Community Fitness, Community Rates”
	Showcase how your gym supports the community through discounted rates, reinforcing your brand’s commitment to inclusivity.

	4. Free or Low-Cost Entry Points

	5. Flexible Payment Plans
	Maximising Perceived Value
	Conclusion

	Chapter 9: Inclusivity and Accessibility: Creating a Gym for Everyone
	Inclusivity and accessibility are fundamental to attracting a broader audience to your gym. While fitness facilities have traditionally catered to a limited demographic, the modern gym must be a space that welcomes people of all abilities, backgrounds, and fitness levels. This chapter explores practical ways to foster inclusivity, ensuring everyone feels they belong.
	The Importance of Inclusivity in Fitness
	Strategies for Building an Inclusive Gym
	1. Accessible Facilities and Equipment
	Ensuring your gym is physically accessible is the first step.
	Install ramps, elevators, and wide doorways to accommodate wheelchair users.
	Provide adaptive equipment like hand cycles, resistance bands, and cable machines suitable for individuals with limited mobility.
	Include clear signage and visual aids for members who are visually impaired.
	Example Campaign: “Fitness Without Barriers”
	Highlight the accessible features of your gym, showcasing your commitment to inclusivity.

	2. Diverse Programming
	Offer classes and programs that cater to different fitness levels, abilities, and interests.
	Introduce sessions specifically for beginners, seniors, or those returning to fitness after injury or illness.
	Create classes like yoga for all abilities, low-impact aerobics, or seated strength training.
	Partner with local community groups to understand and develop culturally relevant programming.
	Example Campaign: “Fitness for Every Stage, Every Age”
	Market diverse classes that reflect the unique needs of your community.

	3. Staff Training and Awareness
	Your team plays a crucial role in creating an inclusive environment.
	Train staff in disability awareness and cultural competence.
	Teach team members how to modify exercises and provide guidance for individuals with varying needs.
	Encourage empathy and patience when interacting with members who may feel self-conscious.
	Example Campaign: “Our Team, Trained for You”

	4. Welcoming Gym Culture
	Inclusivity is not just about facilities; it’s also about the atmosphere.
	Use welcoming language in signage, marketing materials, and interactions with members.
	Create social spaces where members can connect, fostering a sense of community.
	Establish a zero-tolerance policy for discrimination or bullying.
	Example Campaign: “Your Gym, Your Community”
	Promote your gym as a judgment-free zone where everyone is welcome.


	5. Flexible Membership Options
	Practical Examples of Inclusive Initiatives
	Conclusion

	Chapter 10: Leveraging Technology to Attract and Retain New Audiences
	The fitness industry has seen a technological revolution in recent years, with advancements providing innovative ways to attract new members and enhance the overall gym experience. For gym owners and operators, leveraging technology effectively can open doors to untapped demographics while keeping existing members engaged and loyal. This chapter explores the tools and strategies available to maximise the potential of technology in your fitness business.
	Why Community Engagement Matters
	People who are unfamiliar with fitness spaces often feel intimidated or unwelcome. By working with community organisations, schools, and local businesses, gyms can position themselves as inclusive, approachable spaces that support health and wellbeing beyond their walls. Community engagement also builds trust, which is essential for breaking down barriers to participation.

	Practical Steps for Community Engagement
	Collaborate with Local Schools and Colleges
	Offer fitness workshops for students and staff.
	Create youth fitness programmes to introduce the next generation to the benefits of exercise.
	Partner with schools to organise family-friendly fitness events.
	Example: Host a "Fitness Fun Day" at a local school, where parents and children participate in activities like obstacle courses, yoga, or fitness challenges.
	2. Work with Local Businesses
	Partner with nearby cafes, restaurants, or retail shops to create mutually beneficial offers, such as discounts for gym members or promotional partnerships.
	Provide corporate wellness programmes that include discounted gym memberships, lunchtime classes, or wellness talks.
	Example: Collaborate with a local café to offer a "Workout & Wellness" package, combining gym sessions with healthy meal discounts.
	3. Leverage Community Centres and Events
	Be present at community fairs, markets, and charity events. Set up a booth offering free health checks or fitness challenges to engage attendees.
	Offer fitness classes at community centres or parks, showcasing your gym’s expertise while making fitness more accessible.
	Example: Sponsor a charity 5K run, providing free warm-up exercises, post-run stretches, and promotional materials about your gym.
	4. Engage with Local Health and Social Care Providers
	Partner with GPs, physiotherapists, and dietitians to offer referral schemes where patients are encouraged to join your gym as part of their treatment plans.
	Collaborate with mental health organisations to create fitness initiatives that support emotional wellbeing.
	Example: Launch a "Movement for Mental Health" initiative in collaboration with a local charity, offering free workshops and discounted memberships.


	The Long-Term Benefits of Partnerships
	A Case for Collaboration

	Conclusion: Shifting the Paradigm for a Better Tomorrow
	The UK fitness industry is currently worth an estimated £5 billion annually, driven by just 15% of the population actively engaging in gym memberships. Imagine the exponential growth potential if this figure shifted to 25%—an increase of over 16 million people participating. That’s not just a win for the industry; it’s a seismic shift in public health, community engagement, and economic impact. We're not just talking about billions of pounds in additional revenue but about lives transformed and communities empowered.
	Time for Action
	Change starts with you. By implementing thoughtful strategies, creating inclusive environments, and delivering campaigns that resonate with untapped audiences, you don’t just grow your business—you set the standard for the industry. Success breeds competition, and competition drives progress. If every gym took the responsibility to make fitness more accessible, the entire landscape would shift.
	The question is, are you ready to lead the charge? Let’s stop waiting for a top-down revolution and start making individual commitments that collectively transform our industry. Together, we can make fitness a lifestyle choice for the majority, not just the minority.
	The future of the fitness industry is in our hands—let’s seize it. The time for change is now.

	A Call to Action – Driving Industry Change, One Gym at a Time
	The UK fitness industry generates an impressive £5 billion annually, but that figure is fuelled by just 15% of the population holding gym memberships. Imagine the possibilities if we could increase that to 25%—an additional 16 million people engaged in fitness. Beyond the financial gains, the societal benefits would be immense: healthier communities, reduced strain on the NHS, and a shift in public mindset towards wellness.
	The challenge lies in our fragmented approach as an industry. Without a singular, unified strategy, change must come from individual fitness businesses. As gym owners and operators, you hold the power to lead this charge. By making meaningful changes, you’ll not only grow your business but inspire others to follow suit. Success in your business forces competitors to adapt, creating a ripple effect of progress throughout the industry.

	Why This Matters:
	Potential Revenue Growth: With 16 million more members, the industry could see billions in additional revenue annually.
	Health Impact: Increased participation means better health outcomes for millions, relieving strain on healthcare services.
	Community Transformation: Fitness businesses can become hubs for wellbeing, fostering stronger, more engaged local communities.

	How to Start:
	Here’s an actionable guide to spark change in your business today:
	Reframe the Narrative: Stop marketing your gym as a “place to work out.” Instead, position it as a community where people can achieve real, personal transformation.
	Know Your Market: Identify who isn’t walking through your doors and why. Use insights to create targeted campaigns for
	underserved demographics.
	Rethink Your Offerings: Develop programs that appeal to diverse groups, such as family fitness sessions, beginner
	boot camps, or wellness-focused classes.
	Enhance Accessibility: Audit your facilities, pricing, and marketing language to ensure you’re inclusive and
	approachable.
	Lead by Example: Take action now and let your success be the reason others follow. Change isn’t imposed
	—it’s inspired.
	The fitness industry has unparalleled potential to make a difference, but it requires bold steps and new
	approaches. The responsibility doesn’t fall on a governing body or a large corporation—it starts with
	you. By shifting focus, rethinking strategy, and delivering impactful experiences, your business can
	drive real change.
	Let’s stop talking about what’s possible and start leading the way. When you take action, you not only
	grow your business but help reshape the entire fitness landscape.
	The time for change is now—are you ready to be part of it?
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	Quick View Guide: Potential Campaigns and Marketing Opportunities to Attract the 85%
	Beginner-Friendly Fitness Initiatives
	"First Steps" Program: A 6-week starter package for those new to fitness, including guided classes, personal check-ins, and progress tracking.
	Open House Events: Invite the community to try your gym for free for a weekend, showcasing beginner-friendly classes and staff availability.
	Targeted Group Campaigns
	Family Fitness Memberships: Discounts for families to join together, promoting health as a household activity.
	Over-50 Fitness Programs: Low-impact classes, yoga, and wellness workshops aimed at older adults.
	Community Engagement Campaigns
	Corporate Wellness Packages: Partner with local businesses to offer discounts or free trials for employees.
	"Train Together, Stay Together" Initiative: Encourage current members to bring a friend for free trials, emphasizing the social benefits of fitness.
	Diverse Accessibility Campaigns
	Pay-as-You-Go Memberships: Flexible pricing for those hesitant about long-term commitments.
	Subsidized Memberships for Low-Income Groups: Partner with charities or councils to make fitness more accessible.
	Seasonal Marketing Opportunities
	"12 Days of Fitness" Christmas Campaign: Offer 12 trial sessions leading up to Christmas.
	"Spring Into Fitness" Challenge: A seasonal 8-week program promoting health as the weather improves.
	Wellness-Oriented Campaigns
	Mental Health Fitness Packages: Promote yoga, meditation, and low-intensity classes as a way to improve mental wellbeing.
	Holistic Health Seminars: Partner with nutritionists, physiotherapists, or therapists to deliver wellness talks.
	Digital Outreach Campaigns
	Social Media Stories: Share real stories of beginners and their fitness journeys to inspire others.
	Online Community Groups: Create private Facebook groups or forums for members and prospects to ask questions and feel supported.
	Unique Facility Promotions
	Childcare for Fitness: Highlight on-site childcare services to attract parents.
	Hybrid Memberships: Combine in-person classes with virtual options for busy individuals.
	Fun and Engaging Events
	Fitness Challenges: Monthly step counts, weightlifting totals, or personal milestones tracked with leaderboards.
	Themed Workout Days: Host fun, themed events (e.g., 80s aerobics night).
	Collaborative Campaigns
	Partner with Local Businesses: Bundle gym memberships with discounts at local health stores or cafes.
	Community Charity Drives: Host fitness fundraisers for local causes, like a "10K for Charity" event.
	community. With creativity and targeted planning, your gym can make a meaningful impact and grow
	your membership base.
	www.fitleads.uk
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