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Welcome... 
to the June 2019 issue of Gym Owner Monthly Magazine.

This month we have a focus on mental health and wellness. On page 28 
we have explored why you should be looking out for the mental health 
of your clients. As the BBC recently reported, Personal Trainers at the 
University of Birmingham are now being trained to spot those with a 
mental health issue, but could you notice the symptoms? 

Our Big Interview this month (page 21) comes from Retention Guru Dr. 
Paul Bedford who shares learnings from his recent Retention Convention 
and unveils his plans for a new Retention Academy. In a similar theme, 
we’ve delved into the psychology behind people skipping the gym and how 
you can motivate your members and clients to stay on track on page 50. 

Daniel Nyiri from 4U Fitness shares a sales 101 on page 54 and Alice 
Farren, financial journalist and SME specialist, helps the small business 
owners of today build thriving enterprises on page 58.

Now here’s a question – what do you bring to the fitness industry? Taz 
Dunstan from XL Personal Training wonders what you offer the fitness 
industry and what steps are you taking to secure your financial future 
over on page 60. It will really make you think about your goals and 
ambitions for your business. 

See you next month!

Georgia & The GOM Team

COVER PHOTO:  
Dr. Paul Bedford

Keep up to date   www.gymownermonthly.co.uk 
  @GymOwnerMonthly
  gymownermonthly

  @GymOwnerMonthly
  gym-owner-monthly-magazine

HEAD OF SOCIAL MEDIA:
Janine Edwards
je@gymownermonthly.co.uk

EDITOR:
Georgia Watson  
gw@gymownermonthly.co.uk

PUBLISHING DIRECTOR: 
Paul Wood 
pw@gymownermonthly.co.uk 
Tel: 07858 487 357  

© Gym Owner Monthly Magazine 2019 Gym Owner Monthly is published by PW Media. Gym Owner Monthly is protected by copyright and nothing may be produced wholly or in part without 
prior permission. The acceptance of advertising does not indicate editorial endorsement. The opinions expressed in editorial material do not necessarily represent the views of Gym Owner 
Monthly. Unless specifically stated, good or services mentioned in editorial or advertisements are not formally endorsed by Gym Owner Monthly, which does not guarantee or endorse or 
accept any liability for any goods and/or services featured in this publication. We cannot accept responsibility for any mistakes or misprints. Unsolicited material cannot be returned. The views 
expressed are not necessarily those of the publisher. Please note that we reserve the right to use all supplied photographs/images elsewhere in the publication or on our social media channels.



Gym Owner of the Month
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of the Month

The Big Interview - Retention 
matters
 Retention Guru Dr. Paul Bedford shares learnings 

from his recent Retention Convention, and unveils 

his plans for a new Retention Academy

PT of the Month
Matt Nuttall is PT of the Month

Why you should be looking out 
for the mental health of your 
clients
Whilst your gym can be a fantastic place to 

improve mental health, it can also fuel disorders

Health Benefits of Lemon Water
Lemon is not just for your G & T! 

What are the Benefits of Celery & 
Cucumber Juice?
KAREN GARDNER, REVIEWED BY, KIRSTEN 

NUNEZ, discusses the benefits of celery and 

cucumber juice

Fit Kit
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that you can stock for your members 

7 reasons why a booking system 
will boost your income
SimplyBook.me reports
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Do you know the answer? Here’s why you should!
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outdated?
This month’s PT Viewpoint explores this theory.
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 a BOOKING SYSTEM 

So if you don’t want to lose out on customers, make sure that you o	er your clients what they want, the 
ability to book your services online. Not only will your clients be happy to be able to book online, but 
you will also save yourself back-and-forth phone calls and emails.  And if that was not reason enough 
to implement a booking system, here are 7 reasons how it can boost your business even further.

Even when you’re busy and can’t pick up the phone or 
aren’t able to check your email, clients will still be able 
to book a class or session.

No more missed calls = more bookings

Did you know that 70% of people prefer booking online over other methods?

of clients prefer scheduling appointments 
during non-business hours

Automatic reminders help your clients to show up for 
their training session. In addition, you can customise 
your messages to build relationships with your clients.

It reduces no-shows

Get a beautiful looking booking website and beat your competition by letting your clients book online. 
By having a professional website you can also showcase your business properly, what classes and 
coaches you can o	er.  Show your potential clients why you are the best one to get them into shape!

It looks professional

1 35%

of people are more likely to show up 
when getting appointment reminders

60%2

3

 reasons 7 why
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We're always seeking contributors, if you're  interested  in writing for us  
then please contact:  pw@gymownermonthly.co.uk

Ask the expert
Riley Stewart, marketing expert, business 

consultant and investor, explains how to add 30-

60 clients per month with Facebook Ads, and keep 

them.

Skipping the Gym
The top excuses for skipping the gym and how to 

re-motivate your clients

Sales 101 for Personal Trainers 
and Gym Owners
Daniel Nyiri, founder of 4U Fitness, shares what 

you need to sell your clients on and how to set 

them free

Work Out the Best Funding 
Options for Starting Your Own 
Fitness Business
Alice Farren, financial journalist and SME 

specialist, helps the small business owners of 

today build thriving enterprises

What do you bring to the fitness 
industry?
So, you own a gym, but what do you do? Taz 

Dunstan from XL Personal Training wonders 

what do you offer the fitness industry and what 

steps are you taking to take to secure your 

financial future?

Power breakfast time 
Chris Zaremba, our specialist on fitness for the 

over fifties, shares his favourite breakfast to start 

the day.

Building the BEST team for the 
future of your gym
Matt Gleed, Senior Master Trainer and Education 

Specialist, looks at how you can invest in your 

team

Work out with the PT Academy
This month’s top work outs
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Upfront
W h a t ’ s  h o t  i n  t h e  f i t n e s s  i n d u s t r y

UK Anti-Doping and CIMSPA 
announce partnership to 
support clean sport

UK Anti-Doping (UKAD) is pleased to 
announce a new partnership with the 
Chartered Institute for the Management of 
Sport and Physical Activity (CIMSPA) the 
professional development body for the UK’s 
sport and physical activity sector.

The two organisations’ joint work will centre on the 
development of professional standards for occupations 
engaged in anti-doping work, using expert guidance provided 
by UKAD. The creation of an Anti-Doping Liaison Officer 
Professional Standard is the eventual ambition.

UKAD will add its world-renowned expertise to the 
development of dedicated professional standards for anti-
doping specialists, with CIMSPA identifying opportunities and 
membership pathways for these sector professionals to have 
their excellence recognised by the sector’s single chartered 
professional body.

Under the agreed memorandum of understanding CIMSPA will 
work to educate its partners and members on how anti-doping 
challenges exist at all levels of UK sport and physical activity – 
from the gym floor through to elite sport.

Speaking about the partnership, Tara Dillon, CIMSPA CEO 
said: “I’m very pleased that CIMSPA is moving forwards in 
partnership with UKAD – we both have a big role to play in 
protecting a culture of clean sport throughout our sector.”

UKAD’s Head of Education, Amanda Hudson, said: “We are 
delighted to have agreed a formal partnership with CIMSPA 
working with them and the rest of the sporting community to 
help drive the development of professional standards for core 
roles within the sport, fitness and leisure industry.

“This partnership enables us to consider the integration 
of anti-doping knowledge and competencies into relevant 
standards ensuring that those supporting athletes or young 
people engaged in sport are able to offer the correct advice 
at critical moments in their careers. Through this integration 
we will then be able to develop industry recognised training 
and education programmes to best meet the needs of those 
working in the industry. We are grateful to CIMSPA for their 
support to our education efforts and commitment to help us all 
protect clean sport.”

www.cimspa.co.uk
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Source: LeisureDB State of the UK Swimming Industry Reports

Since 2011 the number of UK sites that have a
swimming pool has been gradually dropping.

Will 2019 be the turning point?
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North-East company to invest £500k in 
the latest fitness machine technology  
North-East based Speedflex, which was established 
and funded by entrepreneur Graham Wylie, one of 
the original founders of Sage, and Paul Ferris, ex 
Newcastle United Physiotherapist, is to step up 
production of its innovative fitness equipment to meet 
demand in the UK.

Unlike traditional exercise machines, Speedflex does not 
use weights. Instead resistance is automatically adjusted in 
response to the user. This means that the machine responds 
and adjusts the resistance, allowing users to train efficiently 
and at an optimum level for the individual. This technology 
makes the equipment suitable for all ages and fitness levels 
and has the added benefit of having little or no post-training 
muscle soreness due to its concentric focus.

Speedflex supplies gyms throughout the country, and 
currently has 14 studios operating in the UK. They have seen 

an increase in demand for the Speedflex machine and studio 
concept, which has created an urgent need to manufacture a 
further 80 new machines.

A strategic decision was made by Speedflex to utilise SME 
funding for the stage payment of the manufacturing and 
delivery process.

SME lender Reward Finance Group has provided Speedflex 
with a £500k revolving facility to support the process, 
having been introduced to the company by Peter Cromarty 
of North-East based intermediary, Corporate and Commercial 
Business Solutions.

Speaking about the investment, Group Finance Director of 
Speedflex, Mark Simpson, said;

“We have had a great response to the new technology, as 
gym owners can see it will make their facility much more 
inclusive, leading to increased membership, as there is no 
barrier to age or fitness levels.

“We have had to act quickly to meet the demand for the 
machines and while this could have been funded from 
further internal investment, the process ideally suited 
utilising a revolving facility.

“We are therefore grateful to Reward who quickly recognised 
Speedflex’s potential and provided us with a flexible funding 
solution, which met perfectly with our requirement.  The 
facility will enable us to settle stage payments, as they 
become due, and reduce the facility at the point of sale. 
It will also allow us to grow the business at the pace we 
require.”

Alan Sanderson, portfolio manager at Reward Finance 
Group, added,
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“The amount of orders being received for the Speedflex 
machines demonstrates that this new technology is a great 
addition to the gym market, moving forwards. We therefore 
had no hesitation in providing a flexible funding solution 
to help the company quickly fulfil the orders and facilitate 
further expansion, as demand dictates.”

Sport For Confidence expands 
geographical reach
Today, Sport For Confidence, has extended its reach 
to central London, thanks to a new partnership 
with Westminster City Council. This marks the sixth 
addition to the venue portfolio in the last three 
months, bringing the total up to 10, with further site 
launches planned over the coming months.

Sport for Confidence is an award-winning social enterprise 
which places allied health professionals alongside sports 
coaches to deliver sport and physical activities to those who 
face barriers to participation.

Since it launched at Basildon Sporting Village, in Essex, in 
2015 the programme has grown from delivering one session 
per week to a single participant to delivering more than 

35 sessions per week and completing 1,500 participant 
interactions every month.

Founder and senior occupational therapist, Lyndsey Barrett, 
says; “It is fantastic to see the programme reaching out into 
new communities. We have proven that the model works and 
now our focus is on expansion. We would like to see an allied 
health professional based in every leisure centre in the UK.”

Running the programme in Westminster at the Moberly 
Sport Centre is Sophie Garratt, Occupational Therapist, who 
will work alongside Sports Coach, Fanual Chivasa. 

“Everybody deserves to have access to sporting 
opportunities yet many people in the community struggle 
to even walk through the doors of a leisure facility,” said 
Sophie, “This may be due to a lack of confidence or anxiety 
about the unfamiliar environment they are entering.

“Working in partnership with the centre team, Westminster 
City Council, community nursing groups, GPs and many 
other community support services, Sport For Confidence will 
make regular physical activity possible for many residents 
in Westminster who are currently inactive and, potentially, 
leading very isolated lives. Every session is adapted to the 
needs of the participants with a focus on fun and social 
interaction.”

In addition to its open sessions, Sport For Confidence also 
works with specific groups to deliver bespoke physical 
activity sessions. For example, in Southend the organisation 
has been commissioned by Southend-on-Sea Borough 
Council and the NHS Southend Clinical Commissioning 
Group (CCG), to deliver a series of physical activity sessions 
to carers. Barrett explains: “Carers are traditionally inactive 
and socially isolated. Our sessions focus on helping carers to 
integrate physical activity into their daily lives, whilst also 
creating opportunities to expand their social network.

“A report last year by the Activity Alliance revealed that the 
activity level of a carer has a direct influence of the activity 
of the individuals in their care. So, we also hope this project 
will have a much wider ripple effect, benefiting those in care 
as well as the carers themselves.”

At the Waterside Farm Leisure Centre in Canvey Island, 
Essex, Sport For Confidence is working in partnership with 
the Essex Partnership University NHS Foundation Trust, to 
provide rehabilitation and support to inpatients at Brockfield 
House, a medium/low secure service for both men and 
women, to help them integrate back into society. Using 
sport as the delivery vehicle, participants are provided with 
opportunities to practice life and occupational performance 
skills under the careful supervision of an occupational 
therapist and sports coach.

“We are proving that through the provision of the right 
environment, programming and support, individuals who 
have not traditionally engaged with physical activity at a 
mainstream leisure facility can be encouraged to visit and 
get involved,” continues Sophie, “Positive outcomes recorded 
by our participants include: increased self-confidence, 
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improved ability to carry out daily tasks, increased 
independence, the formation of new friendship groups and a 
more positive outlook.”

For more information about Sport For Confidence visit 
the website at: sportforconfidence.com

Styku Phoenix leads AI revolution in 
health and fitness tracking
With the launch of its pioneering Styku Phoenix 
Artificial Intelligence (AI) software, Styku has 
become the world’s first 3D body scanner to provide 
comprehensive DEXA-quality body composition 
analysis, which is set to have a game-changing effect 
on the way health and fitness goals are tracked across 
the industry. 

With this breakthrough technology, Styku can consistently 
and precisely predict fat mass, bone mass, lean mass, visceral 
fat, and subcutaneous fat, using only measurements on the 
surface of the body, whilst still being accurately aligned with 
DEXA – a type of X-ray that is widely considered the gold 
standard for measuring body composition. 

Styku Founder and CEO, Raj Sareen, said; “Before now, 3D 
body scanners had only gone as far as estimating fat mass 
and fat-free mass, so we believe this is a groundbreaking 
development for the industry, which greatly benefits both 
trainer and member.” 

A 300-participant study, funded by America’s National 
Institute of Health and conducted by several leading 
universities, proved that the predictive ability of Styku 
Phoenix’s AI technology strongly correlated with DEXA; 
meaning Styku can provide an unmatched level of accuracy 
compared to similar devices available on the market today.

“Using DEXA’s data and our AI engine, we found that we 
could predict important body composition statistics, linked 
to health risk analysis, with very high precision. As a result, 
this study is receiving a great amount of interest, not 
just in the health and fitness sector, but in the academic 
community as well,” added Raj.

 By modelling its AI technology on DEXA, Styku is now 
able to track changes in bone mass, bringing something 
completely new and innovative to the market. With more 

people than ever before making medical visits based on 
disorders of the musculoskeletal system – amounting to 
25% of all appointments in the US (a trend being seen 
globally) – bone mass is becoming an increasingly important 
metric to monitor. 

“Styku Phoenix allows health and fitness professionals to 
see changes in bone mass, which enables them to expand 
their services by providing more tailored support to clients - 
enhancing their overall experience,” explains Tracy Morrell, 
Director of React Fitness, the appointed UK distributor for Styku. 

As people’s bones are becoming weaker, and at a younger 
age, because of poor nutrition, lack of physical activity 
and excess load on joints driven by obesity, which can lead 
to conditions such as osteoarthritis and ligament tears 
requiring surgery, a tool like Styku Phoenix has the power 
to identify preventative measures that can make a real 
difference to people’s lives. This is particularly important 
when considering the emphasis the modern exerciser places 
on overall wellness.

“We’re really excited about the impact this incredible 
technology is going to have, benefitting everyone across the 
industry and making a genuine difference to people’s health 
and wellbeing journeys,” adds Tracy.

Styku is also leading the industry by using Styku Phoenix 
to predict fat mass with far more accuracy than traditional 
methods, as Raj explains: “The antiquated methods of 
measuring skin folds with callipers and hydrostatic weighing 
are still dominating the landscape of the fitness industry. 
The issue with this is they are based on the outdated, 
two-compartment model that assumes your body is only 
fat and fat-free mass and makes poor assumptions about 
the density of fat-free mass. This leads to significantly 
underestimated fat mass. 

“I can’t tell you how many times I find trainers arguing over 
fat mass percentages, with different methods producing 
varying results which can be poles apart. Overall, I think we 
focus too much on the numbers. What the industry needs 
is something that is repeatable, that can show change, and 
is visual. It’s great that we can now predict fat mass with 
DEXA-quality accuracy, but there’s still nothing like 3D 
before and after images to illustrate the progress someone 
is making. The visual appeals to the emotional side of a 
member’s journey.”

Another popular method used in the fitness industry today 
is bio-impedance, which predicts fat based on the resistance 
of electrical current. But bio-impedance fluctuates greatly 
with hydration and often reports wildly inaccurate results. 
In fact, there is a growing belief in the medical sector that 
bio-impedance is no longer the best method for predicting 
fat. Rather, most medical professionals agree that the 
industry has come much further and shown that there 
are significantly more valid methods that are used today 
in academic spheres and across healthcare. Through the 
development of Styku Phoenix, Styku is the first company to 
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acknowledge that these new methods need to become the 
standard in the industry and have taken the primary step 
forward to achieve this. 

Coming at a time when exercisers, particularly the younger 
age groups including Millennials and Generation Z, are 
searching for a more holistic and wellness-based service, 
the pioneering AI technology of Styku Phoenix will provide 
further insights for health and fitness operators to use 
to meet member expectations and support them on their 
individual paths to health and wellness. 

Learn more by visiting  www.styku.com/
bodycomposition or by contacting the UK distributor, 
React Fitness, via  hello@react-fitness.com or  020 
7272 0770.

Parkwood Leisure continues expansion 
with announcement of fifteenth new 
site 2019

The operator has secured 
a new contract with 
Stratton St Margaret 
Parish Council, taking the 
number of public leisure 
facilities managed by 
Parkwood to 97 sites in 

over 30 local authorities across England and Wales.

Parkwood Leisure, one of the UK’s leading leisure facilities 
operators, has secured a new 15-year lease to run Grange 
Leisure & Community Centre, part of Stratton St Margaret 
Parish Council, from July 2019.

As part of the new agreement, Parkwood will receive 
£850,000 investment from the council to support the 
redevelopment of the Wiltshire-based facility, with plans to 
upgrade the gym including new equipment and a dedicated 
functional training area, plus two new fitness studios, 
alongside wider centre renovations.   

The announcement of the new contract marks the fifteenth 
new site secured by the leisure operator in just four months.

Under the leadership of new managing director Glen Hall, 
Parkwood has significantly expanded its leisure management 
portfolio since the start of the year, and now manages more 

than 90 facilities in over 30 local authorities across England 
and Wales.

“We pride ourselves on being a vastly experienced and long-
term sustainable leisure provider, delivering highly localised, 
bespoke services in the local communities in which we operate.

“The growth that we’ve experienced in recent months is 
testament to our commitment to maximising the leisure 
provision in the communities that we are responsible for, 
which is underpinned by our aim of helping people to be 
happier, healthier and more active.”

The 15 new facilities are split across seven local authorities, 
with multi-site contracts awarded by South Holland District 
Council, High Peak Borough Council and Erewash Borough 
Council, where more than £1m of capital investment has 
already been committed by Parkwood to improve the facilities 
within the East Midlands borough.

Parkwood is also working in conjunction with Broughton 
Astley Parish Council as part of a Design-Build-Operate-
Maintain (DBOM) project, which will see the construction of a 
new £3.6m state-of-the-art leisure centre, set to open to the 
public later this year.

In addition to the sites operating under Parkwood’s ‘Leisure 
Centre’ brand, the operator has also recently secured contracts 
to run two popular visitor attractions – Plantasia, an indoor 
tropical rainforest experience located in the heart of Swansea, 
and the Pavilion Gardens, a unique conferencing, events and 
catering facility in the heart of  Buxton, Derbyshire.

“Whilst leisure facility management remains at the core of 
what we do, our experience and expertise mean we are able 
to extend out our services - supported by our ‘Outdoors’ and 
‘Theatres’ brands – to the broader leisure industry,” explains 
Glen.

“Our recent expansion not only consolidates and strengthens 
our position in this sector, but also by diversifying our portfolio 
of sites, it enables us to engage with even more communities 
through physical activity, social, cultural and leisure provision.”

For more information visit www.parkwoodleisure.
co.uk.

Vivo Life Launch 100% Home 
Compostable Packaging
Vegan health and fitness supplement company, Vivo Life, 
has launched a Kickstarter campaign to help it create its 
zero waste, 100% home compostable packaging.

Famed for their award-winning plant-based supplements that 
don’t cost the earth, Vivo Life is now looking to ditch its plastic 
packaging and replace it with a home compostable alternative, 
which breaks down in food waste bins or in your back garden 
in less than 12 months.

In order to fund the first production run of this new packaging, 
Vivo Life has launched a Kickstarter campaign to speed up its 
eco-friendly journey and ensure it can implement this positive 
change as quickly as possible.

Based in Glastonbury, the company operates from a renewable 
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energy powered warehouse and plants one tree for every 
order they receive on their website. This move to compostable 
packaging is another step forward in the companies mission 
to help safeguard the planet and all the living beings that call 
it home.

Vivo Life Co-Founder, Josh Bolding comments: “We’re a business 

that is serious about sustainability, so we’re hugely excited to 
be able to bring this 100% home compostable packaging to the 
health and fitness industry. Collectively, responsible plastic use 
is one of the biggest changes we can make for the future of our 
planet and we believe it is the responsibility of businesses like 
ours to stand up and take action.

“As an independent business, this Kickstarter will enable us to 
bring this compostable product to market as quickly as possible and 
help bring about this important change much faster. Through our 
Kickstarter, people will be able to pre-order a home compostable 
product, at a discounted rate, and we’ll also be planting a tree for 
every backer to help aid reforestation and agroforestry.

We’re truly hoping to reach our target as quickly as possible to 
enable us to bring our sustainable packaging alternative to life.” 

To support the Kickstarter head to the Vivo Life 
funding page at http://bit.ly/vivokickstarter.

Spotting the signs of an eating 
disorder (and what to do about it)

Here’s a scenario that could well be happening in your 
gym, right now. 

Sarah, a PT client, keen to lose weight and get fitter has made a 
solid start but is now over- exercising, and in your professional 
opinion, losing too much weight too quickly. 

As Sarah’s PT, what do you do next? Say nothing, we shouldn’t 
pry? Try and talk to her about it but when she becomes 
defensive, step back as we don’t want to upset clients? Know 
that you need to discuss it with her but don’t know how?

Talking to Sarah is crucial. If left untreated, eating disorders and 
excessive exercising can be dangerous and even fatal. In fact, 
eating disorders have the highest mortality rate of all mental 
health disorders, including risks to the heart and of suicide.

CPD e-course : ‘Understanding Eating Disorders for Fitness 
Professionals’

To support fitness professionals, Anorexia &amp; 
Bulimia Care (ABC) has created a tailored CPD course 
covering:
•  Facts about eating disorders in the UK
•  Signs and symptoms fitness professionals should look out for
•  How to approach a client
•  Your duty of care
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•  Adapting a client’s training programme
•  Insights into psychological aspects of eating disorders
•   Sources of expert support

Find out more 
45-60 minutes / £39 per user licence
http://www.anorexiabulimiacare.org.uk/professionals/
fitness

Working in partnership
As part of ABC’s strategic 
approach to eating disorders, 
the charity is now seeking 
corporate partnerships across 
the fitness and leisure industry. 
To find out more email: training@
anorexiabulimiacare.org.uk or call 
0117 973 0604.

Supporting fitness professionals to 
help tackle eating disorders – A new 
CPD course
Eating disorders charity, Anorexia and Bulimia Care 
(ABC) has launched a new CPD accredited e- training 
course for the fitness sector.

In response to calls to the charity’s helpline, it became clear 
fitness professionals didn’t feel confident in approaching a 
gym user they felt concerned about.

The new e-course aims to change that and covers:
•  Eating disorders - UK facts &amp; figures
•  Signs and symptoms to look out for
•  Insights into the psychological aspects of eating disorders

•  How to approach a client
•  Your duty of care
•  Adapting training programmes
•  Sources of expert support

The role of fitness professionals
The fitness industry has a very important role to play in 
helping to prevent the serious consequences of an eating 
disorder. While exercise is important for healthy living, it can 
become obsessional and research shows that 40-80% of 
anorexia nervosa patients are prone to excessive exercise.

This can be more than just counter-productive to improving 
fitness levels. It can be extremely dangerous, even fatal, 
with potential risks to the heart, bones and fertility. What’s 
more, research shows that eating disorders have the highest 
mortality rate of all mental health conditions, and although 
most common in younger females, increasingly they are 
affecting both men and women of all ages.

How to access the course
Course info: http://www.anorexiabulimiacare.org.uk/
professionals/fitness

Course duration and cost: 45-60 minutes / £39 per user licence

Partnerships and training enquiries
As part of ABC’s strategic approach to eating 
disorders, the charity is now seeking corporate 
partnerships across the fitness and leisure industry. 
To find out more email: training@anorexiabulimiacare.
org.uk or call 0117 973 0604.

EuropeActive
ACSM's Worldwide Health & Fitness Trends Survey

The American College of Sports Medicine (ACSM), in 
collaboration with EuropeActive and EREPS, launched the 
Worldwide Health & Fitness Trends Survey, 1st European 
Edition. ACSM advances and integrates scientific research 
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to provide educational and practical applications of exercise 
science and sports medicine This survey is distributed to 
thousands of fitness professionals all over the world to 
identify fitness trends for 2020.

Charitable entry pass to CityFit chain clubs

CityFit, the fitness club network with 23 clubs in Poland, has 
launched a chartable entry pass to CityFit chain clubs. The 
ambassador of the campaign is Joanna Jędrzejczyk, a six times 
UFC World Champion. The entry pass also includes a donation 
from which the profit will be earmarked for young patients in 
the care of the Cancer Fighters Foundation. 

Executive Leadership Forum (ELF)
EuropeActive will be hosting 
the Executive Leadership 
Forum (ELF) in London, NOBU 
Shoreditch Hotel, from Sunday 
23rd to Tuesday 25th June 2019. 
On Monday 24th, attendees 
will have the chance to check 
how effectively many fitness 

clubs work by visiting Bannatyne Tower 42, Nuffield Health 
City Club, Third Space, 1REBEL Southbank and SWEAT-IT. 
Humphrey Cobbold (Puregym) will address participants at 
lunch break to share keynote fitness-related inputs.  

On Tuesday 25th, speakers Rob Bloom (McLaren), Mike and 
James Balfour (1Rebel), Collin Waggett (Third Space) and Glenn 
Earlam (David Lloyd Leisure) will take participants through the 
importance of exploring new challenges and opportunities, as 
well as to network and develop valuable insights on thriving in 
such a dynamic sector as fitness and active leisure. 

The ELF will be possible thanks to main sponsor Technogym 
and other sponsors Exerp, Yanga Sports Water, Gympass and 
Motosumo. 

The EU needs you: nearly 90,000 vacancies open for 
Fitness Professionals

The Fitness industry is a dynamic sector with an annual 
growth rate of 3-4% and great potential for personal 
development. Based on Cedefop’s latest statistics, nearly 
70,000 fitness and recreation instructors and programme 
leaders were needed in seven EU member states end of 2018, 
making up 79% of the EU employment market. These figures 
point towards nearly 90,000 vacant positions in the fitness 
industry in all 28 member states in the European Union.

Les Mills’ Global Consumer Fitness Survey 2019 has 
been published 

Les Mills and its mission to 'create a fitter planet' unveiled the 
Global Consumer Fitness Survey for the year 2019. The report 
contains key insights such as Millennials and Gen Z are now 
changing the game, making up 80% of gym users. Other 
important figures reveal that 32% of the total adult population 
attend Fitness Clubs and 46% of regular exercisers are doing 
Fitness Class Activities.

TrainMore launches new non-stop fitness concept

Trainmore, the fitness brand that rewards every workout with 
one euro discount, launched a new non-stop fitness concept 
largely based on smart technology through a 24/7 urban 
gym that enables members to work out day and night. It will 
open the doors this summer in Amsterdam and it aims to be a 
trendsetter on the Dutch fitness market.

fibodo reports 363% revenue growth 
ahead of fifth anniversary
London-based booking management platform and technology 
business, fibodo, (Find It. Book It. Do It.) has reported strong 
revenue growth figures and a headcount boost as it looks 
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towards its fifth year in business.

fibodo is a fully-customisable SaaS booking management 
platform which connects time- based service professionals 
with their customers. This helps business owners reach new. 
audiences, save hours of administration and reduce costs to 
increase earnings.

The company reported a 363% rise in revenue between 
2017-18 and 2018-19, whilst also seeing the average price of 
client bookings increase to over £25. Latest figures highlight 
both the sustained rapid growth in the number of professional 
users, as well as the ongoing increase in client bookings made 
through fibodo’s platform.

fibodo recently introduced two new products to the market 
- Studio and Booking Hub – which aim to bring the booking 
management ecosystem under a single roof. Both are serviced 
by a white-label proprietary customer booking app. This is 
already helping to drive customer use, with the number of 
paid-for bookings through the platform increasing by 453% 
year-on-year.

fibodo also has plans to increase full-time staff members from 
eight to 22 before February 2020. To kick-start this process, 
it has recently brought on a new sales manager – Rajan Popat 
– who joins from engagement specialist, Xexec. He will work 
directly with the. business development directors and be 
responsible for the account management team, looking after 
the needs of all fibodo clients.

The business initially targeted the UK fitness industry, with 
a goal to quickly establish itself within other activity sectors 
as the UK’s leading booking management platform.

Anthony Franklin, CEO and founder of fibodo, said: “We’ve 
been on an exciting journey over the past five years and are 
now ideally placed to scale. New team members are providing 
the in-house capability that we need to drive robust growth 
– with a strategy to continue making key appointments in the 
short to medium term.

“Our SaaS solution is valuable, viable and relevant as the 
world continues its move towards service-based businesses. 
Organisations are increasingly aware of the value that their. 
’service professionals’ and the impact an engaged team can 
have on their bottom line. As they seek to comply with the 
latest employment legislation updates, most notably IR35,  
fibodo offers the perfect ‘plug and play’ solution. The next 12 
months promise to be an exciting time for fibodo, so watch this 
space.”

For more information, visit www.fibodo.com

Inefficient admin costing fitness professionals £8,136 in 
lost income every year
UK personal trainers sacrifice £8,136 in annual income due to 
time spent on admin tasks, according to a new research report.

The study, compiled by booking management platform, fibodo, 
found that admin was amongst the top challenges for fitness 

professionals when running a profitable business.

The average trainer spends 15.2 hours every month on admin 
such as managing client bookings, liaising with clients, taking 
payments, organising refunds and more. This means they 
are unable to deliver client sessions during this time – at an 
average of £40 per hour – and miss out on a significant chunk 
of income, or working during unsociable hours, as a result.

The figures are concerning, given that the report also found 
that more than three in four (76%) personal trainers say they 
don’t make enough money from their businesses.

Perhaps unsurprisingly, 27% of personal trainers also say 
they consider finding time for admin amongst their biggest 
challenges – with half stating that admin management is the 
most boring part of their week. A further 29% of trainers said 
they can let admin get on top of them and nearly a fifth (18%) 
say they have highlighted this as a personal weakness.

However, this could be ostensibly due to personal trainers not 
managing their client booking admin in the most efficient way.

Almost two-thirds (62%) of trainers say they use digital 
calendars, whilst a third still manage bookings via pen and 
paper. Meanwhile, 47% even say they do it in their heads. This 
is likely to be the cause of important errors, miscommunication 
and inefficiency – all of which can lead to an erosion of client 
loyalty, trust, and business effectiveness.

Only 22% of personal trainers currently manage their 
bookings through dedicated platforms, which can remove 
hassle by automating these processes.

When it comes to accounts and tax, six in 10 personal trainers 
use an external provider – something which is costing them an 
average of £52 per month.

The remainder, who handle these tasks internally, spend 
around 3.3 hours doing so. Given that the average trainer 
charges £40 per hourly client session, this equates to around 
£1,500 in lost revenue every year.

The report - Survival of the Fittest – was officially unveiled 
at Elevate 2019, of which fibodois the headline partner and 
booking app provider.

Anthony Franklin, CEO and founder of fibodo, commented: 
“These figures are highly concerning for the industry. Clearly, 
PTs are wasting a significant chunk of time and budget 
in undertaking admin tasks, all of which are linked to an 
inefficient method for managing their bookings.

“In many cases, fitness professionals do not outsource or 
find a better means to complete admin – possibly because 
they imagine they could save a few pounds by doing it all 
themselves. But the reality is far different.

“That’s money and time that would be better spent elsewhere 
– such as working with clients, effectively promoting 
services to generate new custom or protecting their work-life 
balance. A simple solution for PTs could be to use a dedicated, 
automated system for recording their bookings and revenue.”
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Continued growth

An increasing number of Europeans are 
members of health and fitness clubs 
according to the “European Health 
and Fitness Market Report 2019” by 
EuropeActive and Deloitte.

Five years ago, EuropeActive adopted their goal of 80 million 
members by 2025 – with about 46 million members reported 
at the time. While reaching this goal remains challenging 
today and will require further effort in the future, the 
European health and fitness industry is still on track to reach 
this target as total membership within the European Union, 
Norway, Russia, Switzerland, Turkey and Ukraine increased 
by 3.5% in 2018 to 62.2 million at the end of the year.

As Karsten Hollasch, Head of Consumer Business at Deloitte 
Germany and co-author of the report comments; “The 
European fitness club market continued its growth trend in 
2018, but a significant potential for further growth remains 
as only 7.8% of Europeans own a fitness club membership. 
With the development and roll-out of innovative fitness 
concepts and the integration of new technologies, we expect 
membership to further increase over the next years – towards 
EuropeActive’s goal of 80 million members by 2025.”

Depending on the development of the US market, which 

reported revenues of EUR 26.6 billion (USD 30.0 billion) 
in 2017 according to the 2018 IHRSA Global Report, the 
European fitness market (EUR 27.2 billion) could again be 
the largest fitness market in the world. At constant foreign 
exchange rates, the European market size increased by 
3.4% compared to 2017. At actual foreign exchange rates, 
year-on-year growth in Euro amounted to 1.2%, driven by 
negative exchange rate effects from some countries.

While the low-cost segment continues to grow in most 
European markets, there is also an increasing number of 
specialised, premium-priced “boutique” fitness clubs and 
growth in offerings such as functional fitness, personal 
training and small group training. Additionally, further 
digitalisation and a growing impact of fitness intermediaries 
increasingly shape the European fitness landscape. These 
are some of the main findings of the European Health 
and Fitness Market Report 2019, which was presented by 
EuropeActive and Deloitte at the

European Health and Fitness Forum on April 3rd, the high-
level pre-opening event of FIBO in Cologne.

McFIT GLOBAL GROUP and Basic-Fit extend their lead in 
the membership ranking

Among the leading operators, the German discount chain 
McFIT GLOBAL GROUP retained its top position in terms of 
membership with 1.95 million members across 288 clubs, 
which operate under the brands “McFIT” (253 clubs), “JOHN 
REED” (20 clubs) and “High5” (15 clubs). The company 
attributes the increase of 220,000 members over the 
previous year primarily to strong campaigns as well as the 
introduction of live classes in January 2018 and expansion of 
its product offering and target audience.

Ranking second is the Netherlands-based low-cost chain 
Basic-Fit (1.84 million members), which generated by far the 
highest organic membership growth of all operators with 
316,000 additional members. This was largely due to the 
opening of 92 clubs in France. The British low-cost operator 

I N T E R N A T I O N A L  N E W S
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Pure Gym ranks third after increasing its membership by 
85,000 to 1.01 million in 2018, becoming the third European 
fitness operator to reach 1 million members.

With the three market leaders, UK-based The Gym Group 
(fourth), the German operators clever fit (fifth) and FitX 
(sixth) as well as the Danish market leader Fitness World 
(ninth), seven of the top 10 operators by membership can be 
considered low-cost operators. In addition, two other top 10 
operators – SATS Group and Migros Group – have a low-cost 
brand in their portfolios.

David Lloyd Leisure remains European revenue leader
While five low-cost operators (McFIT Group, Basic-Fit, Pure 
Gym, Fitness World and clever fit) also rank among the top 10 
in terms of revenue, the UK-based premium operator David 
Lloyd Leisure (DLL) again tops the ranking with revenues 
of €545 million (+€62 million). DLL further expanded its 
international presence in 2018 through the acquisition 
of the City Green Sports and Health Club in France near 
Lake Geneva, as well as the acquisition of Health City’s Bad 
Homburg Club in Germany. At the end of 2018, DLL operated 
114 clubs in eight countries – including 99 clubs in the UK – 
with a total of 609,000 members, which places the company 
seventh in the European membership ranking.

However, revenue growth among the leading operators 
was primarily driven by low-cost operators. Thus, the Dutch 
operator Basic-Fit had the highest revenue growth – both in 
absolute (+€76 million) and relative (+23.3%) terms – and 
moved from sixth to second place in the European revenue 
ranking with total revenues of EUR 402 million. In addition, 
McFIT GLOBAL GROUP moved from fifth to fourth place in 
the ranking following a 7.6% increase in revenues, while 
fellow low-cost operators PureGym (+12.8%), Fitness World 
(+19.2%) and clever fit (+22.0%) solidified their top-10 

rankings with double-digit growth rates.

By comparison, premium operators such as the Switzerland-
based Migros Group (-1.2%), the Nordic market leader SATS 
Group (+0.3%), and the UK-based companies Nuffield Health 
(+2.9%) and Virgin Active (-4.9%) displayed only slight 
increases or even slight decreases in revenue. This was also 
affected by negative exchange rate effects in Switzerland, 
Sweden and the United Kingdom.

Mergers and acquisitions reach record high

SATS Group, L’Appart Fitness, Keep Cool and SportCity/
Fit For Free are just some fitness club operators involved in 
mergers and acquisitions in the European health and fitness 
market over the last calendar year. In fact, 24 major M and 
A deals were recorded in 2018, the highest number since 
the European Health and Fitness Market Report has been 
published and an increase of four transactions compared to 
the previous year.

“The consistently high number of mergers and acquisitions 
underlines the notion that health and fitness remains a 
highly attractive sector for strategic and financial investors 
alike,” analyses Karsten Hollasch. “By supporting the 
innovativeness and expansion of fitness operators, these 
investors help the health and fitness industry to achieve 
further growth.”

Regarding investor types, 18 of the 24 transactions 
represented a sale to a strategic investor, i.e. another market 
participant. In addition, five businesses were sold to financial 
investors, indicating the interest of financial investors in the 
fitness industry, while one company was sold to a private 
investor.

The large number of transactions from founders to strategic 
investors indicates an increasing market consolidation. 
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However, consolidation in the operator market remains 
low compared to the commercial fitness equipment 
market, where the four leading companies – Life Fitness, 
Technogym, Johnson Health Tech and Precor – account for 
an estimated 75% of the global and 86% of the European 
commercial equipment market.

Germany remains the largest European fitness 

market
With a membership growth of 4.5% to 11.1 million members, 
Germany strengthened its position as the country with the 
highest membership ahead of the UK (9.9 million), France 
(6.0 million), Italy (5.5 million) and Spain (5.3 million). At 
the same time, Germany ranked first in terms of market 
size, with total revenues of 5.3 billion according to research 
conducted by DSSV, DHfPG and Deloitte. However, this was 
partly due to negative exchange rate effects in the United 
Kingdom, as the UK market grew by 4.3% at constant 
currency compared to a 2.5% growth in the German fitness 
industry.

Together, the top five countries represent nearly two thirds 
of the entire European market in terms of both memberships 
and revenues. With penetration rates (ratio of the number 
of fitness club members to the total population) of about 
9-15%, these countries generally offer further market 
growth potential and are expected to be major drivers 
towards the set goal of 80 million total members in Europe 
by 2025. While Sweden (21.6%), Norway (21.4%), Denmark 
(18.6%) and the Netherlands (17.1%) have the highest ratio 
of fitness club members relative to the total population, 
Ukraine (2.9%) and Turkey (2.6%) have relatively low 
penetration rates, which could – in combination with their 
large populations – indicate potential for future growth.

“Further growth in the fitness market will be driven 
by favourable macro-trends such as increasing health 
awareness, but even more importantly by innovative 
fitness concepts and business models that meet customer 
needs”, explains Karsten Hollasch. “The definition of the 
fitness industry as a purely stationary fitness market is 
over: existing fitness concepts are being augmented by 
digital offerings and new market participants are developing 
entirely new purely digital concepts.”

Thus, technological innovations such as mobile fitness 
applications, wearable tracking devices and online fitness 
as well as offline activities like outdoor group workouts 
provide opportunities to be physically active outside a 
brick-and-mortar gym and continue to gain popularity 
in many European markets. While these offerings might 
be considered as a threat by some stationary fitness club 
operators, many “traditional” fitness providers also see 
opportunities and have already started to incorporate these 
non-stationary concepts into their own business models.

With regard to EuropeActive’s ambitious goal of 80 million 
members by 2025, Herman Rutgers, board member at 

EuropeActive and co-author of the report, remains highly

optimistic: “2018 was another year of continued growth for 
the sector. It was interesting to see positive developments 
across all market segments; value, premium as well as some 
mid-market operators. Additionally, we saw more small and 
medium-sized facilities opening closer to where people live 
and work, making fitness even more accessible for all. We 
remain confident to reach the industry goal of 80 million 
members by 2025.”

  Membership/CRM & Marketing
  Access Control inc Biometrics
  Till, Credit Card & Stock Control
  Web & Mobile Activity & Class Bookings
  DD Management & Online Sign-ups
  Implementation, Training & Support
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Your name(s):  
Laura Hoppe

Gym name:  
The UNIT Gym

Address: 
211, Lynchford Road, North camp, Gu146hf

EMAIL:  
enquires@unitgym.com

TEL:  
01252 542532

web:  
www.unitgym.com

Number of members:  
300+

How did you become a gym owner? 
I had been teaching fitness classes as a self-employed instructor and 

personal training at other independent gyms. Shortly after meeting 

my now husband, he brought in to a small gym of about 50 members 

where he could train his clients.After another three months or so his 

business partner at the time wanted to sell their half and I jumped at 

the opportunity and we grew our business together from there.

How many gyms do you own/operate? 
Currently we have one premises but it is absolutely thriving we have 

a lot of plans for the future.

How long has your gym(s) been operating 
for? 
We have owned gyms since 2015 but we have been trading as The 
UNIT gym since the beginning of 2018.

Aside from the gym, what other facilities 
do you offer your members e.g. cafe, 
classes, creche etc.?
We have world champion level kickboxing coaches running classes 
for adults and children, as well as Alex Reid as our MMA instructor. 
We offer ladies only HIIT classes and bare-knuckle boxing academy 
training their fighters from our gym. We have pro bodybuilders 
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using our gym who offer help and advice to those starting out in 
bodybuilding which both myself and my husband then help prep for 
stage. We have a beauty therapist, make-up artist and a sports injury 
therapist on site and we help disadvantage kids by having the academy 
of hard knocks charity and loud impact fight school using our facilities.

How many staff do you employ? 
We currently employ six staff members who help cover reception, but 
with our self-employed personal trainers and class instructors we are 
a team of 20.

How important are PT’s to your business?
We are lucky to have such a vast variety of personal trainers. We have 
PTs specialising in competition prep and posing, and biomechanics. 

I myself train and help those suffering with eating disorders and 
body dysmorphia. Our personal trainers are an important part of The 
UNIT as they each bring something unique to our gym which most 
importantly helps each individual who uses them.

How do you motivate/incentivise your 
staff members? 
We keep our staff motivated by giving them opportunity, which is 
also an incentive, so for example we help get them on an NVQ level 
3 PT qualification at a discounted rate and then help get them clients 
once qualified. We help advertise all our instructors with classes and 
we give all our staff use of the gym and studios to train their clients 
at a rate according to their income which we continually assess with 
monthly 1:1 meetings.

Do you provide any financial assistance 
for your staff with regards to their training 
& development? 
I answered some of that above with regards to the discounted NVQ 
but we provide training in other areas as well so for example we 
had sales training last month which taught our staff how to not 
only increase membership sales but also how to sell themselves and 
increase client numbers, but we are approachable to all our staff and 
any way they want to improve we are always willing to help.

What makes your gym unique?
Our motto is ‘leave your ego at the door’. We have members who have 
never stepped foot in a gym before training next to world champion 
bodybuilders and they are all helping each other and having a great 
time! Our client base is so diverse we have male and female members 
of all ages and all fitness abilities using our gym and feeling 100% 
confident it’s a great feeling.

What advice would you give to other gym 
owners just starting out? 
Let your gym take its own path…so put your personality into it don’t 
try and be a pretty yoga studio if your passion and background is 
in powerlifting or bodybuilding. Be patient and consistent the right 
members will come to you.
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What are the biggest challenges facing 
your business today?
We have seen a number of local independent gyms closing due to 
increase of corporate 24hour gyms fortunately these haven’t affected 
us and we continue to grow! But we can see how these types of gyms 
are hard to compete with.

What significant changes have you seen 
within the industry over the past 3 years?
I’ve noticed an increase in women turning to weight training and 
actually wanting to grow and get fitter, this is a massive deal for me 
as I can’t promote enough the importance of ‘strong not skinny’... I’m 
five years recovered from anorexia and I am so glad that young girls 
are actually getting excited about thick thighs and a big bum.

How do you engage with your members?
Both myself and my husband are there every day so most of our 
members we know by name and they know us, I keep our social 
media pages up to date making sure to mention members by name 
and comment back to pictures we are tagged in. We have badass of 
the month giving one member the opportunity to have some praise 
and we also have a wall where framed pictures go of all those who 
have competed, our ‘this is me’ wall is just being started for those who 
have a fitness story to tell.. from huge weight loss to finishing their 
first 5k.

How do you retain your members? 
We keep prices and opening hours competitive. We also make sure 
we are approachable if a member has diet related questions or needs 
help with training, we give advice, we also make sure we keep our 
equipment up to date and ask for regular member feedback.

How are you promoting your brand and 
marketing your gym? 
Social media is a great tool to start. Throughout the year we have 
open days where anyone can come in and train for free and get great 
deals on the day but now our most powerful marketing tool is word 
of mouth...we get a great sense of pride when a new member walks 
through our door and says; “I’ve heard this is the place to be.”

What is your biggest success story? 
Our gym itself is our biggest success story! We nearly lost it all in 
November 2017, but we came back stronger than ever in 2018. It 
taught us to never give up, prioritise our workload and don’t let 
anything stand in our way. To be successful you have to put every 
last part of yourself into it. Don’t  give up in business, with your goals 
or dreams it’s all just a moment away.

Finally, if there was one thing you could 
change in the industry, what would it be? 
I would like to see more independent gyms with personality 
succeeding without being suffocated by the huge corporate gyms 
where to them you are just a number.
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R e t e n t i o n 
m a t t e r s
Member retention is a topic that’s never 
far from gym owners’ minds. Retention 
Guru Dr. Paul Bedford shares learnings 
from his recent Retention Convention, 
and unveils his plans for a new 
Retention Academy

Why did you decide on an ‘operators 
speaking to operators’ theme for this year’s 
Retention Convention?
I wanted delegates to see for themselves that people are 
making inroads and improving retention in their clubs. 
They’ve been to our events, they’ve heard all the research, 
they’ve applied the recommendations and now they’re 
getting the results.

There’s huge value in hearing all that direct from the 
operators. They’re able to share best practice and bring it all 
to life in a way that makes people say: “We could do that in 
our clubs.”

Was there anything that was a new 
learning, even for you?
Jose Teixeira, Head of Customer Experience at SC Fitness in 
Portugal, made a very interesting point in his presentation. 
He was showing data for Solinca, the company’s mid- market 
brand, which mapped retention by NPS category – that is, 
advocates, neutrals and detractors. 

But importantly, he added another category: those who 
don’t respond at all. His observation was that it is these 
people – the non-responders – who are the true high- risk 
members. These are the members you need to focus all your 
efforts on.

That was a very interesting finding for me, and one I 
think we need to explore further. We may find that non-
responders are a particular group of people: a particular 
age profile, for example. But if what unites them is actually 
something more attitudinal, or behavioural, or relates 
to their feelings towards the club…that could be very 
interesting, as there may then be actions we can take to 
improve retention among this group.
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For you, what one key piece of advice did 
the convention bring to the forefront?
It’s a message we’ve heard so many times, but it really is 
simply this: make sure your staff talk to your customers. 
Every one of our presenters touched on this topic, from 
understanding where to place staff in the club to speak to 
members, to what you need to say – and how you should say 
it – to how you progress beyond words into truly customer- 
focused, meaningful interactions.

Even when, in our panel session, the operators on-stage 
were asked how they were using technology to help their 
retention efforts, their answers were less about technology 
and more about their staff. In the end, interaction between 
people is what makes the difference.

The Retention Convention is an annual 
event, so what are you working on in the 
meantime?
I actually have three other Retention Conventions coming up 
in China: in Guangzhou, Beijing and Shanghai. In addition, I’m 
gearing up to run my first ever online Retention Academy, 
which I’m really excited about.

Over the last few years, it has become clearer than ever 
that – while people enjoy gathering in the same place and 
sharing ideas – it isn’t always convenient. There are such 
heavy demands on people’s time that travelling and taking 
consecutive days out of the office to complete a training 
course isn’t always feasible.

In addition, when you receive training in person, so much 
is crammed into back-to-back sessions… the amount of 
information can be overwhelming.

Meanwhile, in this digital age, so much is done online. People 
are getting used to receiving information and being able to 
learn in their own time; indeed, for many, this is the style of 
training they now prefer.

My new online Retention Academy has been created with 
this in mind. The courses take place exclusively online and 
run for three days, with four sessions each day: theory with 
me, followed by a task or activity, and then feedback and 
discussion on each session.

There are breaks between each of the four sessions – a bit 
of breathing space before we move on to the next one – but 
even more important are the breaks between the actual 
training days. Training is scheduled in such a way that there 
are full days in between coaching; this gives time for the 
new ideas to settle and crystallise in people’s minds.

Finally, in the month after the Academy, I do three hours of 
follow-up with each organisation. They submit details of what 
they have achieved so far, or what they plan to do, and I schedule 
calls with them to offer further advice. It builds accountability 
into the process, as well as offering further support.

The online Retention Academy will run twice a year. Each 
will cater for a maximum of 12 operators, but by going online, 
delegate numbers are no longer restricted. Employees don’t 
even have to be in same physical location to attend – they 
can log in from home or from their own desk in the office.
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Why have you decided to run your training 
this way?
It’s been in response to feedback from operators for whom 
I’ve delivered in-person training.

Many of them have said there were things they would have 
liked to have gone away and worked on, looked up, dug out 
more data on. The new structure of the online Academy will 
allow them to do that.

There’s also the obvious cost benefit. If I deliver training in 
person, I have to be there for the whole day, but there will 
be times when delegates are busy doing activities. If we’re 
online, I can deliver an hour of training in the morning, leave 
delegates to do their tasks, then catch up with them later. 
Companies don’t have to pay me for time they aren’t using.

Delegate costs are also lowered, as there’s no need to pay for 
travel or hotels.

But perhaps more important still is the actual training 
experience. While training online might mean you can’t 
chat or compare notes in the breaks between sessions, the 
online nature of the Academy means we can open it up to 
a much broader audience; we know there are a lot of people 
who can’t physically get to us, but who want to be involved. 
That means a far greater diversity of opinion coming into the 
discussions, bringing a new understanding of how markets 
work and how situations and problems can be addressed.

We’ve been testing this online approach for six months and 
have been achieving the same results as when I’ve been in 
the room with delegates.

Have you ever considered taking the 
Retention Convention online?
We have live-streamed the convention before and it’s been 
successful – we’ve had a good number of people joining in. 
And yes, my fellow convention presenters and I could travel

around the world broadcasting about interesting things 
we see. But then you lack the sense of event. It’s the same 
difference as listening to music versus going to a concert.

Ultimately, conferences work differently from training – the 
dynamics are different. Training involves the direct coaching 
of a specific business, so it works well online. A convention is 
a meeting place to discuss ideas. Rather than being a specific 
schedule of events for a specific operator, it’s an idea-sharing 
environment where people can learn new concepts, but also

challenge and ask questions. So, our Retention Convention 
will always be a live event.

Don’t miss the first ever online 
Retention Academy!
The first online Retention Academy will take 
place over three days: Tuesday 25 June, Thursday 
27 June and Thursday 4 July 2019.
It will be the only Retention Academy for the 
UK this year, and will cater for a maximum of 12 
operators.
For more information or to sign up, please 
contact: paul@retentionguru.co.uk
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Your name:  
Matt Nuttall 

Qualifications:  
BSc Hons Applied Sports Science,  
NSCA CSCS, England ABA Boxing Coach

# years as a qualified PT:  
14

Where you work (town/city):  
Bury

YOUR WEB: 
www.mattnuttallstrengthandconditioning.com

Your facebook:  
Matt Nuttall Strength and Conditioning

Your TWITTER:  
@dynamicptmatt

Your YOUTUBE:  
Matthew Nuttall 

Your Instagram:  
matt_nuttall1

How did you become a PT?
I became a PT as a result of other jobs stopping me from getting 
into the gym to train. I had a passion for martial arts and 
bodybuilding from an early age, and if a job interfered with my 
training, I hated it. I decided I should just work in a gym and that 
would make me happy.

What was your experience of the 
training/qualification process?
I hadn’t heard of many Personal Training courses around 2002 
when I was looking, so I decided to go to university and do a 
degree in Sports Science. I had to spend a year at college and 
complete an Access to Higher Education course just to get into 
university. Looking back, I really enjoyed the course, it taught me 
more about hard work and dealing with pressure than anything 
I had ever done before, not to mention it gave me the underlying 
principles for training myself and athletes that I still use today.
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Do you (or do you intend to) specialise 
in a particular type of fitness?
I like to think I specialise in strength and conditioning 
work for athletes, mainly combat sports participants as 
my competitive background has been kickboxing and 
bodybuilding. In the past couple of years, I have done quite a 
lot of work with boxers, which is where I think my passion 
lies as I get to try and make a difference for their career.

What’s it like working with gym 
owners?
I work for myself, but from a large chain gym and have done 
for the past 14 years. I’ve worked in a few chain gyms and 
also been the manager at a gym. I’ve found I’m usually left 
to it as I tend to keep myself to myself and just focus on my 
business and my clients. We have meetings every now and 
then just to touch base.

What is your opinion of CPD?
I think it is important, but as important as I think it is, there 
are a ton of courses that are really good and then some not 
so good ones. I guess it all depends on how you perceive 
CPD. I choose how I spend my money on courses based on 
what I think it will bring to me and my client base. I read 
everything, all the time and have done from an early age, 
which I class as my own CPD, I just wouldn’t earn any 
points for that, but it doesn’t mean I’m not continuing my 
professional development. I’ll also seek out other trainers in 
my field of work and get a session in with them wherever 
possible as I always pick up something new (or old).

You spend your working hours 
motivating others, how do you 
motivate yourself?
I’m like a robot when it comes to motivating myself, one 
of my top strengths is my positivity and the ability to 
always focus on the positive rather than the negative in 

situations. I’ve competed for years now, both in kickboxing 
and bodybuilding, and they are both really lonely sports 
where you have to motivate yourself, there is nothing more 
motivating knowing you are going to climb through the 
ropes and the other guy is going to try and take your head 
off, or as in bodybuilding, you are going to paint yourself 
and walk out on stage half naked to be judged. As much as I 
spend my time motivating my clients, unbeknown to them, 
I draw a lot of motivation from their efforts with their diet, 
training etc, it’s a win-win situation.

What advice would you give to other 
PTs just starting out in the business?
Enjoy the journey, you don’t need to have it all figured out 
straight away, just have good intentions and be genuine in 
your efforts to get results for your clients. Over time you will 
figure out what works for your clients as you get to know 
them. Read everything, take what works for you, discard 
the rest, do as many courses as you can. Know that it takes 
time to build a business, don’t panic during quiet times. If 
you don’t want to work certain hours don’t be there at those 
times. Try and stand out from the crowd, practice what 
you preach, network, network, network. Learn from other 
trainers in the business, something I’ve realised in more 
recent years is that successful people will nine times out of 
ten, go out of their way to help you.
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What are the biggest challenges facing 
your business today?
There are so many personal trainers now, so many to choose 
from. The six-week courses churn out PT after PT, and 
not all of them good. Sometimes you get a new client and 
have to undo all their negative thoughts towards personal 
training as an industry.

What significant changes have you 
seen within the industry over the past 
three years?
More and more small independent gyms are opening all the 
time and most seem to be doing ok, even though they can be 
a little more expensive than the chain gyms. Maybe people 
like people after all!

How do you engage with your clients 
(active and inactive)?
My clients can contact me at any time, I see most of them 
twice a week, sometimes more when they come into the 
gym to train themselves. I see them as friends and even look 
forward to seeing them after a holiday, I still speak to clients 
I’ve had over ten years ago.

How do you promote your services?
I wear my logo on clothing most of the time, I do a lot of 
social media posts which sometimes brings me clients. I have 
a website and YouTube channel and have also appeared on 
ITV’s tonight show. I train some celebrities who will post on 
their social media for me which helps business. But I’d say 
mainly after all these years its good old word of mouth that 
brings me the most business.

How often do you train yourself?
I do something nearly every day, but I train heavy weights four 
times per week, I increase my cardio towards a competition. I 

get a boxing session in maybe twice per week also.

If there was one thing you could radically 
change within the industry, what is it?
It may actually be coming before long. I’d get rid of all the 
so-called nutrition experts online and Instagram, promoting 
ridiculous juices, detoxes and dangerously low calorie diets. 
These people make a fortune knowing full well that the 
topic of nutrition is confusing to people and they exploit 
this. I’ve heard some unbelievable claims of certain juices etc 
curing cancer, which I think is wrong, somebody needs to 
hold these people to account.

Do you see yourself still working as a 
PT in 10 years time?
I really can’t see myself doing anything else, over the years 
I’ve had battles with myself thinking I’m at a certain age 
now, maybe it’s time to find a ‘real’ job, a nine to five like 
everybody else, but I think I would be miserable. This is my 
passion and has so far been my life passion so I think I should 
carry on. I get to help people every day in ways way beyond 
just training, I get to meet people and get on with people I 
probably wouldn’t in another life and I actually love what I 
do for a living, I’m very lucky. You know how many people I 
have seen over the years quit their life long job to become a 
personal trainer, it’s a lot, so much so to me it’s almost a cliché, 
not as many as I’ve seen leave the industry altogether though!

What is your biggest success story?
I began seriously competing in kickboxing in 2003, by the 
beginning of 2006 I had placed 2nd in the English National 
Championships and made the WKA England Kickboxing 
Squad. I also made the team the year after and went on 
to compete all over and win various competitions. When I 
stopped fighting, there was a void to be filled, which was 
taken by bodybuilding. Last year I won the Men’s Physique 
over 35’s Northern Area title with UK Ultimate Physiques.
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• Membership Management & CRM

• Member Self-Service Access

• MemberMe+ - Branded Mobile App

• Extensive Reporting

• Front Desk Check-In

• Billing & Payment Tracking

• And so much more!

Cut back on clutter with an all-in-one software solution 
to manage your gym.

RECONDITIONED 
WATTBIKES

ONLY £1350+VAT

Serviced by Wattbike certified 
technicians to meet a stringent 
25 point check list 

 — £625 SAVING COMPARED TO NEW

 — 0% FINANCE AVAILABLE

 — ASSEMBLED DELIVERY INCLUDED

 — ONE YEAR WARRANTY

Limited stock available, contact 
our sales team on 0115 945 5450 
or sales@wattbike.com today
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Whilst the gym can be a fantastic place to 
improve mental health and well-being, it can 
also fuel mental health disorders. Gym Owner 
Monthly investigates...

Exercise is one of the key factors that health professionals 
recommend to those diagnosed with anxiety, depression 
and other forms of mental health issues. The endorphins 
that are released when working out can be incredibly 
beneficial, however, it can also fuel other mental health 
disorders and trigger people to become addicted to the high 
of working out.

The most well-known mental health condition that is 
associated with the fitness industry is Anorexia Nervosa. 
The other is Body Dysmorphic Disorder. 

Body Dysmorphic Disorder is described by the NHS as ‘a 
mental health condition where a person spends a lot of time 
worrying about flaws in their appearance’(1). Symptoms can 
include the need to gain weight and muscle mass, obsessing 
over appearance, anxiety when missing a workout, having 
a distorted view of your body (too big or too small), using 
supplements or steroids. Muscle Dysmorphic Disorder is 
a type of Body Dysmorphic Disorder and has been called 
‘Bigorexia’ by the media. It is common amongst the body 
building community. 

Anorexia Nervosa is both an eating disorder and mental 
health condition. ‘People who have anorexia try to keep 
their weight as low as possible by not eating enough food or 
exercising too much’(2).  Individuals with the condition will 
lose excessive amounts of weight and continue to want to 

Body Dysmorphia and 
Anorexia: Why you 
should be looking 
out for the mental 
health of your clients
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lose more, sometimes using laxatives to do so. They will also 
be obsessed with their appearance and have a heightened 
fear of gaining weight.

Both conditions are extremely serious and have a high link 
to anxiety, depression and suicide. The disorders can lead to 
kidney and liver damage, and heart problems. 

Much of the condition is based on control - the person will 
feel the need to be in control of their weight and their 
appearance. Going to a gym offers them that control by 
having machines that can report on every aspect of their 
workout, from calories burned to how much weight they’ve 
lifted. Most gyms have walls covered in mirrors so that the 
person can see the results they’ve achieved from every 
angle, only exacerbating the symptoms. 

The BBC recently reported that fitness coaches at the 
University of Birmingham are now being trained to spot 
mental health issues and help those affected. If you’re 
running your own facility or are a personal trainer yourself, 
it’s important that you can spot the key signs and direct 
people to the help that they need. 

Signs to look out for:
  If they are working out or coming to the gym 

multiple times a day, but not working towards a 
specific competition or event

 Working out when they have an injury
  Irritability or a change in their behaviour/

personality
 Excessive use of supplements/shakes 
 Signs of substance abuse
  Listen to when they talk about their personal life 

and situation for any signs or clues

Lucy Davis from My Coach School shares her experiences; 
"People see fitness as only something to do with your body, 
how you look, it’s very aesthetically driven, but this isn't 
what actually makes you healthy.

“What PTs could look for; signs of being quite closed off and 
shy, [clients] not wanting to talk about their feelings or 
things that have happened in their past, saying out-loud to 
the PT that they have no confidence, and feel rubbish when 
they look in the mirror.

“Feelings of being unconfident in general: Don't speak too 
much, worry a lot, over think and over anticipate a situation. 
Body language, rapid weight loss or weight gain, spending 
too much time in the gym and obsessing over what they eat.” 

If you’re concerned about a client, speak to them 
empathetically and encourage them to see their GP. 
For further reading: 

Body Dysmorphic Disorder Foundation:  
https://bddfoundation.org/

Mind:  
https://www.mind.org.uk/

Beat Eating Disorders: 
 https://www.beateatingdisorders.org.uk/

(1).   https://www.nhs.uk/conditions/body- 
dysmorphia/

(2).  https://www.nhs.uk/conditions/anorexia/
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Lemons are a nutritious fruit packed with 
vitamins, minerals, and antioxidants. 
They contain vitamins C, B6, A, and E, 
along with folate and pantothenic acid. 
Lemons also have minerals like calcium, 
potassium, and phosphorus. Consuming 
lemon water has ample benefits, 
including stimulating the senses and 
kicking the digestive system into action.

Lemon water can be prepared in two ways. The 
first method is to slice two lemons and add the 
slices to a pitcher of filtered water for 8 hours or 
overnight. A faster way is to squeeze the juice 
of half a lemon into 12 ounces of filtered water. 
Lemon water can be kept for several days in the 
refrigerator.

1. Aids in Digestion
Drink a cup of lemon water on an empty 
stomach in the morning to ease bloating, gas, 
or constipation. Lemon contains minerals that 
promote healthy digestion, alleviate heartburn 
and stimulate healthy bowel function by 
reducing bloat and clearing trapped faecal 
matter.

2.  Promotes Weight Loss
Evidence suggests lemon water may help you 
lose those stubborn pounds. One reason is that 
lemon water is more refreshing and easier to 
drink than plain water. It curbs the appetite, 
hydrates, and energises to prevent binges on 
sugary sweets. Your body may experience mixed 
signals when thirsty, causing you to reach for a 
snack when all you need is water.

1 2  H e a l t h 
B e n e f i t s  o f 
L e m o n  W a t e r
L e m o n  i s  n o t  j u s t  f o r 
y o u r  G  &  T
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3.  Encourages Liver Detox
Lemon has powerful detoxifying properties. It helps to 
remove toxins from the blood, which are any unwanted 
foreign substances poisonous to your system. Over time, 
toxins accumulate and may cause health issues that are 
hard to pin down. Symptoms of toxin overload include 
constipation, diarrhoea, indigestion, nausea, aches and 
pains, and even memory loss.

Lemon water may reverse and prevent toxic build up in 
the bloodstream. It assists the liver in cleansing the body 
of these damaging invaders.

4.  Boosts Immune Function
The abundance of vitamin C in lemon provides powerful 
immune-boosting properties. It also supports the 
immune system when the body is fighting off infection 
or illness by providing electrolytes. Lemons also contain 
bioflavonoids, which fight free radicals that can cause 
inflammation and blood vessel damage.

Add lemon juice, honey, and ginger root to a cup of hot 
water for a potent immune-enhancing drink and sip 
throughout the day.

5.  Freshens Breath
Bad breath has several causes. Sometimes, bacteria is 
to blame. Other times, it’s caused by something you eat. 
Regardless of why you have bad breath, lemon water 
can help alleviate the problem.

Lemon water combats bad breath by neutralizing the 
odour from foods like onion or garlic. It also stimulates 
saliva production, which helps flush the mouth of food 
or bacteria odours. Dry mouth can also cause bad breath, 
so staying hydrated with lemon water can help that, too.

6.  Nourishes the Skin
Lemon contains nutrients that nourish and revitalize 
the skin to keep it looking young and smooth. It’s an 
excellent source of vitamin C, which protects against 
free radical damage and improves hydration for powerful 
anti-aging benefits.

Lemon water helps flush toxins from the body. Toxins 
can build up over time, quickening the aging process and 
causing damage to the skin.

7. Reduces Inflammation
Chronic inflammation is the root of many modern 
diseases. Alzheimer’s, Crohn’s, Parkinson’s, and even 
arthritis can be linked to this issue. Lemon contains 
potent antioxidants that fight the free radicals that 
cause chronic inflammation.

The build up of uric acid in the joints causes 
inflammation. Lemon helps prevent this build up, 
freeing the joints from pain and stiffness and reducing 
inflammation in the long run.

8. Provides an Energy Boost
Lemon has an energising, revitalising, and refreshing 
scent. It awakens the senses and stimulates certain 

physiological functions, including digestion. The citrusy 
scent and taste of lemon send signals to your brain, 
kicking it into high gear.

Lemon water is energizing without the eventual 
crash associated with caffeinated drinks like coffee or 
tea. It provides the hydration you need to stay alert 
throughout the day so that you won’t feel fatigued in 
the afternoon.

9.  Helps fight infection
Lemon juice has antibacterial and antiviral properties, 
allowing it to help fight off unwanted foreign bodies. 
Since it also boosts immunity, your system will be ready 
to fight off infection as soon as it develops.

Lemon can also diminish canker sores and soothe 
sore throats caused by viral infection. If your throat is 
scratchy or achy, a cup of lemon water can help ease the 
pain.

10. Lowers blood pressure
Lemon is an excellent source of potassium. This mineral 
regulates blood pressure and keeps the heart healthy, 
reducing the risk of stroke, heart attack, anxiety, and 
depression. Potassium deficiency can cause abnormal 
heartbeat, palpitations, anaemia, and headaches.

Eating plenty of fruits and vegetables is the best way 
to get enough potassium. Lemon water is an easy, 
refreshing way to increase your intake of this mineral 
without extra calories.

11. Soothes Respiratory Problems
Lemon has compounds that ease breathing and calm 
the respiratory tract. This may benefit people with 
asthma or a respiratory infection. The vitamin C in 
lemon benefits the respiratory system in the long run as 
well. Studies show that vitamin C may reduce asthma 
severity because of its powerful antioxidant properties.

12.  Treats Gallstones
The citric acid in lemon juice can dissolve lumps in the 
skin. Ingesting lemon juice can help eliminate gallstones, 
calcium deposits, and kidney stones. For centuries, 
people have used a “gallbladder flush” made from 
lemon juice and olive oil. The mixture alleviates these 
unwanted guests by breaking them down quickly.



32

h e a l t h h e a l t h

june 2019

Drinking cucumber celery juice can be an easy 
and quick way to boost your veggie intake and 
quench your thirst at the same time. Even if 
you don’t like the taste of either vegetable, 
ingesting the vitamins and minerals in juice 
form provides most of the nutrients you get in 
the food versions.

The fibre content of juice isn't quite as much as that of whole 
celery and cucumber. That's because juicing can remove some 
of the skin and other fibrous components of the veggies. 
However, you’ll still get most of the minerals and vitamins.

Celery and cucumber juice can provide vitamins A and K, 
potassium, antioxidants and anti-inflammatory agents and 
can even give you a boost of energy. While you may not 

get quite as much fibre as you do from eating the whole 
vegetables, you'll still get many of the same health benefits.

Manganese Aids Bodily Functions

Cucumber and celery, whether eaten whole or juiced whole, 
boosts your manganese intake. Why is that important? 
Manganese activates proteins your body needs to form blood 
clots and to synthesize hormones essential for reproductive 
health. 

Manganese also keeps your connective tissue strong. Just 
over a cup of celery has 0.1 milligrams of manganese, which 
makes up 6 percent of the recommended daily intakes for 
adults, respectively. One 8 1/4-inch cucumber contains 0.2 
milligrams of manganese per cup, which is 12 percent of the 
recommended daily intake.

Benefits from Magnesium and Potassium

Cucumber skin is rich in magnesium. Celery also contains a 
good deal of magnesium. Magnesium helps regulate blood 
pressure, blood sugar and muscle and nerve function. 
Magnesium is one of those minerals best consumed from 
food, so celery and cucumber juice is a good way to get this 
mineral.

Cucumber skin and celery also contain some potassium. 
Potassium, along with magnesium, is a good source of 
electrolytes, which helps the body regulate many bodily 
functions. Cucumber and celery juice also contains far less 
sugar than many electrolyte replacement drinks on the 

W h a t  a r e 
t h e  B e n e f i t s 
o f  C e l e r y 
&  C u c u m b e r 
J u i c e ?
K A R E N  G A R D N E R  R E V I E W E D 
B Y :  K I R S T E N  N U N E Z 
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market. Celery by itself can boost endurance and enhance 
strength training, along with containing anti-inflammatory 
substances. 

Rich in Vitamin C

Celery juice is high in vitamin C and rich with nutrients that 
may lower cholesterol and blood pressure, say the experts 
at Michigan State University Extension. Cucumber also 
contains vitamin C. Vitamin C helps protect against immune 
system deficiencies, cardiovascular disease, prenatal health 
problems, eye disease and skin wrinkling.

Full of Essential Vitamin A

A cucumber and celery juice recipe will also provide you 
with vitamin A, or retinol. The National Institutes of Health 
says vitamin A helps new-born cells develop into functional 
tissue, and it promotes healthy vision. Vitamin A is essential 
for expectant mothers because it aids foetal growth.

Just over a cup of celery offers 494 IU, or 10 percent of 
the recommended daily intake of vitamin A for adults. A 
cucumber that's 8 1/4 inches contains 316 IU, or 6 percent of 
the recommended daily intake of vitamin A for adults.

Contains Healing Vitamin K

Celery in a celery and cucumber juice recipe also provides 
vitamin K, which helps with blood clotting. This helps the 
body heal after an injury because your body relies on blood 

clots to physically block blood flow out of a wound. Your 
body also needs vitamin K for new bone tissue growth, and 
low vitamin K levels might increase your risk of osteoporosis.

A 110 milligram serving of celery, or just over 1 cup chopped, 
contains 32.2 micrograms or 40 percent of the recommended 
daily intake of vitamin K for adults. One 8 1/4-inch 
cucumber provides 49.4 micrograms, or 62 percent of the 
recommended daily intake of vitamin K for adults.

Reduces Inflammation, Blood Pressure

Flavonoids in cucumber and celery juice are rich in 
antioxidants and help the body fight inflammation, which 
can, in turn help fight chronic disease. The Cleveland Clinic 
says that whole celery helps to reduce blood pressure.

A Celery and Cucumber Juice Recipe

Juice is at its most nutritious shortly after chopping, so 
keep vegetables on hand so you can throw in some celery 
and cucumber for a quick breakfast drink. It’s best to make 
your own celery and cucumber juice recipe using a juicer, 
combining chunks of celery and cucumber with peel. The 
nutrients are strongest when the juice is fresh. 

Squeeze some lemon if you want a little different flavour. 
Commercial drinks may have added sugar, which gives you 
empty calories. Even if made with the juice of other fruits, that 
sugar is treated by your body as if it were added sugar, the 
same as if in soda. If you'd like to add in other commercial drinks 
with no added sugar, those drinks can usually be trusted.
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Powering UK gym growth
Put your gym in front of millions

List your gym on Hussle for free today and team 

up with thousands of the best gyms in the UK 

attracting new customers into their clubs.

1 million visits 

to hussle.com 

every month

92% of visitors 

to your gym will 

be new

14% go on 

to be gym 

members

“We find it’s a great way to get 
new customers into our club, 
many of which go on to become 
members with us directly.”

“Hussle complements our 
own marketing perfectly, 
helping us reach a new online 
audience beyond those that 
visit our own website directly. 
We continue to benefit from 
additional revenue they bring.”
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Fit Kit This month’s round-up of kit, products and 
extras you can stock for your members – 
boost loyalty, retention and your revenue!

New Glute Trainer from 
Matrix Fitness
The new Matrix Glute Trainer incorporates advanced biomechanics that 
maximise the activation of the glutes and the hamstrings, mimicking 
bar-hip thrusting without the difficulty and discomfort of free weights. 

With comfortable user positioning and efficient machine layout, 
without the hassle of unwieldy free weights, the Matrix Glute Trainer 
promotes easy entry and exit. Floating hip pad adjusts to fit users of 
all sizes and creates a smooth, comfortable feel whilst a large, angled 
foot platform with non-slip surface offers excellent stability to better 
engage glutes. 

RRP: £1995.00 list price +VAT
www.matrixfitness.com/en

CanO Water
CanO Water was created in response to the damaging impact that 
plastic bottles have on the environment, after a trip to a remote 
island opened the eyes of three close friends.   With approximately 
eight million tonnes of plastic ending up in the ocean each year, 
CanO Water is an infinitely recyclable alternative to plastic bottles. 
Recycle your can and it will be back on the shelf in as little as six 
weeks.

https://www.canowater.com/ 

Healthy never tasted so 
naughty!  
All-natural Nibble Brownie Bites taste as good as brownies, but they're 
packed with protein, vegan, and gluten-free, with just 1g of sugar 
per bite and less than 100 calories per bag.  Better still, these award-
winning, yummy bites contain half the sugar of other leading brands 
because they aren't made with sugary dates. Instead, they're made 
with antioxidant-powerhouse dried plum puree which has a much 
more delicate flavour than dates, so the flavours really pop. Choose 
from mint choc brownie, choc orange brownie (winner of the Silver 
Free From Food Best Snack Bar Award 2019) or choc walnut brownie. 

RRP: £1.59 Available from Ocado, Whole Foods, and selected 
Sainsbury’s.
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Styku Phoenix: The fit-tech to 
improve wellness
Styku Phoenix is Styku’s game-changing AI technology which has 
revolutionised the way we set and track health and fitness goals to 
improve people's wellness. Styku is now the only 3D body scanner of its 
kind to precisely and consistently predict three major components of body 
composition – lean mass, fat mass and bone mass. Not only this, Styku can 
even predict the exact type and location of body fat and provides insight on 
how fitness and nutrition programmes are impacting overall health. As we 
move towards a more “wellness-based” industry, Styku is the fit-tech you need 
to deliver a personalised and motivational experience for your members, while 
supporting the NHS’s preventative agenda. 

For more information, visit https://www.styku.com/bodycomposition 
or contact tracy.morrell@styku.com

HIIT Bench from Jordan 
Fitness
The new Jordan HIIT Bench offers a 3-in-1 multi-functional training 
station; weight bench, plyo box and storage unit. Designed and 
manufactured in the UK, you can customise with your brand colour 
and logo – making it truly unique.

Perfect for boutique gyms and PT studios with smaller spaces, it’s 
also a great addition to the gym floor in larger gyms, health clubs and 
hotels that would benefit from a movable unit. 

With storage for five pairs of Dumbbells, two Kettlebells, a Medicine/
Slam Ball and resistance bands, it also includes a battle rope 
attachment, so you have everything you need for an immense HIIT 
workout.

Power Plate
Celebrating its 20th anniversary, Power Plate is the 
global leading vibrating platform that helps you 
‘Prepare Faster, Perform Better and Recover Quicker’.

Trusted by professional athletes, celebrities, health 
professionals and fitness enthusiasts across the world, 
Power Plate has been linked to a wide range of health 
benefits.

The Power Plate® pro5™ is a flexible model perfect for 
PT, gym and studio applications.  

Perfect for small group training, we offer a range of 
specific programmes designed to drive engagement, 
experience and revenue.

Visit powerplate.com or call 0207 317 5000 to 
discuss.



So if you don’t want to lose out on customers, make sure that you o	er your clients what they 
want. Not only will your clients be happy to be able to book online, but you will also save 
yourself back-and-forth phone calls and emails. Here are 7 more reasons how a booking 
system can boost your business:

Even when you’re busy and can’t pick up the phone 
or aren’t able to check your email, clients will still be 
able to book a class or session.

No more missed calls = more bookings

Did you know that 70% of people prefer booking online over other methods?

of clients prefer scheduling 
appointments 

during non-business hours

Automatic reminders help your clients to show up for 
their training session. In addition, you can customise 
your messages to build relationships with your clients.

It reduces no-shows

Get a beautiful looking booking website and beat your competition by letting your 
clients book online. By having a professional website you can also showcase your 
business properly, what classes and coaches you can o	er to get them into shape!

It looks professional

1 35%

of people are more likely to 
show up when getting 
appointment reminders

60%2

3

 reasons 7 why

 a BOOKING SYSTEM 

Clients are more likely to book more classes 
when they have already paid for them. You 
can allow customers to buy packages for 
multiple sessions and book later.

Sell packages to get 
more bookings

Increase your sales with 
gift cards and products 

You can sell your clients gift cards for their 
friends and family. On top of that, you can 
o�er your clients products for sale upon 
booking to maximize your sales.

'I am actually di�erentiating myself on the market by using 
SimplyBook.me, I believe I am the only football coach in London who 
can be booked online'

Track your sales, most booked sessions, 
best-performing coaches, and busiest 
time. Use this data to adjust working 
hours, use promotions and discounts to fill 
empty slots, and improve performance.

Better business 
decisions

Let your employees use their valuable 
working hours in nurturing your clients 
instead of wasting time on the phone.    

And finally, it saves a 
lot of time and money

4

5

6

7

Reza Henry Udwadia
Football Coach & Performance Analyst London, UK
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Members come to your gym 
to get fit and healthy, but 
did you know that your 
gym could be harbouring a 
variety of nasty bacteria? 
With research coming out 
to say that gyms can spread 
nasty bacteria including 
salmonella and MRSA, it’s 
important to be aware of 
the cleanliness of your 
facility and to put in place 
policies to keep your gym as 
hygienic as possible.

MRSA infections are increasing in the 
gym environment. It is also difficult to 
treat as it is resistant to many antibiotics. 
The most common way for the infection 
to spread is through contact sports, open 
wounds, contaminated equipment and 
poor personal hygiene.

Research in the Journal of Athletic 
Training (1) spoke to 163 athletic trainers 
and 92% said that MRSA was a problem. 
88% of trainers reported working with 
an athlete with a skin or limb infection 
and 57% of those were MRSA infections 
diagnosed by a physician. From these 
figures we can see that it is a major 
concern and something for personal 
trainers to be diligent about.

Do you know the 
answer? Here’s why 
you should!

How clean  
is your gym?
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What is the most unclean part of your gym?
Free weights 
Dumbbells apparently have 362 times more bacteria than 
your toilet seat (2). Free weights are the least likely to be 
wiped down, so make sure you put a policy in place for 
members to wipe them down after use. A simple sign and 
wipes nearby will help. 

Swimming pool
Swimming pools and hot tubs can harbour germs and spread 
illnesses such as ear infections. Ask members to shower 
before they hit the pool (especially if they’ve been in the 
gym beforehand!) and stay at home if they have cold or flu.

Cardio machines
Germs have still been found on cardio machines even after 
disinfecting, so make sure these are cleaned very regularly 
and ask members to wipe down after they work out. 

Changing rooms
From the locker handles, to the showers, to the benches – 
gym changing rooms are harbouring all kinds of bacteria. 
Where people are changing there will inevitably be dead 
skin which feeds bacteria. Make sure you have a solid 

cleaning routine in the changing area which includes all 
handles, locker doors and inside lockers. Some people will be 
in outdoor shoes in the changing rooms and others will be 
barefoot, so it’s a good idea to ask gym members to wear flip 
flops to save the spread of verrucas and athletes foot. The 
changing rooms are often the first thing your clients will see 
of the gym, so make sure they are impeccable!

How to clean up your gym:
  Ensure your personal trainers and staff wash their hands 

regularly and supply alcohol-based hand sanitiser to use 
after working with clients. 

  Trainers should be educated on hygiene issues and 
undertake any health and safety training necessary. 

  You can supply members with wipes to clean machines 
before and after use. 

  Supply alcohol-based hand sanitiser in dispensers around 
the gym and ask every member to bring their own towel.

  Speak to a professional about cleaning the gym with a 
steam cleaner at regular intervals. Clean everything from 
machines to dumbbells, handles to lockers. 

  Have a good cleaning routine in place at least once or 
twice a day. 

  Ask members not to attend the gym if they have a bug or 
illness. Take a rest day!

  Clean down yoga and gym mats after each class. 

(1)  Information from Breaking Muscle https://breakingmuscle.
com/fitness/how-clean-is-your-gym-what-do-trainers-
and-coaches-really-know-about-mrsa  citing https://
www.ingentaconnect.com/ 

(2)  According to Rub and Scrub https://www.rubandscrub.
co.uk/how-clean-is-your-gym/

https://breakingmuscle.com/fitness/how-clean-is-your-gym-what-do-trainers-and-coaches-really-know-about-mrsa  citing https://www.ingentaconnect.com/
https://breakingmuscle.com/fitness/how-clean-is-your-gym-what-do-trainers-and-coaches-really-know-about-mrsa  citing https://www.ingentaconnect.com/
https://breakingmuscle.com/fitness/how-clean-is-your-gym-what-do-trainers-and-coaches-really-know-about-mrsa  citing https://www.ingentaconnect.com/
https://breakingmuscle.com/fitness/how-clean-is-your-gym-what-do-trainers-and-coaches-really-know-about-mrsa  citing https://www.ingentaconnect.com/
https://www.rubandscrub.co.uk/how-clean-is-your-gym/
https://www.rubandscrub.co.uk/how-clean-is-your-gym/


info@emduk.org01403 266 000

We recently revealed all at Elevate 2019. Download your copy 
of Sweating Your Assets: The Value of Group Exercise now, 
brought to you by EMD UK.
www.emduk.org/sweating-your-assets

Contact EMD UK, the national governing body for group 
exercise to find out more.

What is the true value of group exercise? 

www.emduk.org/courses

Contact our instructor development team today on 
01403 266 000 or email training@emduk.org and
quote GOM for our latest offers.

Bespoke options available to meet your needs.

As an Active IQ training provider, EMD UK run a variety 
of nationally recognised qualifications including Level 
2 Group Training, Level 2 ETM, Level 3 Pilates and more.

AND BOOST YOUR revenue.
UPSKILL YOUR GROUP EXERCISE WORKFORCE 

*(The Retention People (TRP) 2013)

than members who only use the gym*
are 26% less likely to cancel their gym membership 

Members that attend group exercise classes 
ELEVATE YOUR BUSINESS
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I s  r e s u l t s 
b a s e d 
f i t n e s s 
o u t d a t e d ?

In the American city of Seattle, 
you’ll find Pike Place Fish Market.
Founded in 1930, Pike Place has 
a long history and enjoyed 
decades of success until 1986 when 
it nearly went bankrupt.

Faced with the challenge of how to get more 
customers and more income, the market’s owner, 
John Yokoyama, worked with a consultant to devise 
a new way of doing business.

One of the simplest changes they made was how they conduct a 
transaction. Until that point the process for making a sale was to pick 
up a customer selection, walk around the back of the stall, head to the 
scales to weigh, cut and package up the fish, then walk back around 
to the front with the fish all wrapped up to hand to the customer.

Yokoyama realised this took around 100 steps, so one day he just 
started throwing the fish to save time…

Now, when a customer comes to the market, the fishmonger shouts 
the order as loud as he can across the stall. The other workers 
repeat it back so everyone can hear, then the fish is picked up and 
hurled across to another fishmonger who catches and wraps it, then 
throws it back.

The staff continually yell and chant in unison while they work, 
sometimes they get the customers involved with the fish throwing, 
occasionally they throw a fake foam fish out at visitors to scare 
them, and they’ve also been known to chase people around with a 
large squid (check out the videos online).

Pike Place effectively puts on a show; the staff perform for 
customers and visitors and they love it.

People don’t visit the market just to buy a fish - they go there to be 
entertained. As a result of this new way of doing things, Pike Place 
quickly became a hugely popular tourist destination, and nearly 30 
years later still gets up to 10,000 daily visitors in peak season.

It’s a great example of how we are far more motivated to do 
something - to engage in a particular behaviour, even something as 
mundane as buying a fish - when we have an experience as part of 
the process and in particular an experience that promotes a positive 
emotional reaction.

Could this be the key to engaging people to be more physically active?

If it’s possible to make buying a fish into an experience, surely we 
can do the same for fitness and exercise?

This isn’t just about ensuring someone has a good workout at 
the gym – this is about redefining what the ‘gym’ and exercise 
itself actually is, so that those people who hate the idea of ‘lifting 
weights’, ‘going for a run’ or ‘doing a class’ have an alternative option 
that excites and motivates them.

We only have to look at children to see this principle in action as 
they hurtle around the playground playing Stuck in the Mud, Tick 
or kicking a football. You can see from the smiles on their faces that 
they’re not being active to get fit, because they have to or feel they 
should, they’re doing it because they want to; because they enjoy it.

Fitness businesses need to consider themselves as being in the 
entertainment industry. Think of it this way: your competition isn’t 
really other gyms, PTs, online workout channels, or indeed anything 
traditionally ‘fitness’ related - it’s anything else your potential clients 
would rather be doing than spending their time and money with you.

Creating experiences isn’t really a new concept, it’s just that our 
industry has been relatively slow to realise it’s importance. Indeed 
just 12 months ago even I was promoting the idea that we should 
be focusing on the outcomes and ultimate desires of our clients 



45

s p o t l i g h t

JUNE 2019

and members rather than trying to sell them the means to get 
there. After all people don’t really want personal training or a gym 
membership, they want to look good naked, to achieve a personal 
best marathon time, to feel better about themselves.

While this still holds true, we can’t ignore the fact you are only going 
to achieve a goal by performing a set of behaviours consistently over 
time in order to get you from where you. are now to where you. want 
to be. Making the process enjoyable is fundamental to success here.

So, we know what we need to do and we know why it works. The 
big question of course is how?

There’s many ways we can make fitness and physical activity into 
a more engaging experience for our members and clients, but I’m 
going to explore four key, overlapping principles that are being put 
to good effect already, and how we can apply them: novel activity, 
gamification, technology and community.

These concepts are changing the game in group and individual 
exercise generally, by tackling the biggest challenge – how to 
motivate people, particularly the sedentary population, to keep 
coming back for more and stay physically active.

Novel activity
This includes alternative activities to normal gyms, as well as doing 
conventional exercise differently. The rise of trampoline parks 
is a great example of the former. There were three in the UK in 
2014 – now there are over 200, and the International Association 
of Trampoline Parks (IATP) estimated the number of users at 15 
million a year in 2018. Granted the audience is mainly children 
currently (see the earlier point) but perhaps we can take a lesson 
from them - if you’ve ever had a go you’ll recognise that feeling of 
“this is actually quite good fun!”

Another big trend over the last few years is obstacle course racing 
and facilities geared towards the type of training required to 
compete, such as Ninja Warrior-style spaces.

Then we have alternative ways of doing conventional exercise. The 
boutique studio brand 1Rebel offer indoor cycling, HIIT and boxing 
classes but with a (big) twist. With venues looking more like night 
clubs and discos than a gym, members can expect laser shows, light 
displays, live music and MC-like presenters rather than traditional 
instructors. For a certain generation this is an attractive proposition.

Gamification
We’ve mentioned the games we used to play as kids, but we can take 
the concept forward into adulthood. A subtle change of wording 
helps to put this into context - why workout when you can play-
out? What game-based activities would get your members moving 
around and working up a sweat but having fun at the same time? 

This is essentially what sport is - team challenges and task-based 
exercises work really well when it comes to engaging participants. 
You’d be surprised how well a quick game of tick or throw-and-catch 
to warm up your group puts a smile on their faces.

Technology
We can’t discuss a ‘user experience’ without including technology. 
We now have so many online and offline solutions that can make 
something easier, faster or more enjoyable for us that there’s 
now an expectation from our customers that tech in some form is 
embedded into their journey. This is a trend that will only grow as 
younger generations become our customers.

Not too long-ago indoor cycling had the reputation amongst non-
enthusiasts as being pointless: “all that pedalling and you don’t even 
go anywhere!”. Now platforms such as Zwift allow you to go on 
virtual rides on your TV screen, with other people from all over the 
world, from the comfort of your own living room.

There are companies in the virtual reality space already offering 3D 
immersive experiences. With a few presses of a button you can be 
riding a stage of the Tour de France, rowing on one of the world’s most 
picturesque lakes, or roaming through the South American jungle.

Community
Possibly the most powerful way to create experiences for customers 
is by making them feel part of a community. This is one of the 
fundamental reasons CrossFit has become so popular, with over 
14,000 affiliated boxes worldwide(1). The actual exercises involved 
in CrossFit aren’t new or innovative - it’s the culture they’ve built 
that’s key. The fact they refer to themselves as the CrossFit ‘family’ 
says it all.

When people feel part of group, with a shared goal, the effect on 
motivation and adherence is powerful. Combine it with the other 
elements discussed above and you have a magical formula for 
engaging customers and getting results for them, and your business.

So, to summarise, from thinking it was all about how we sell our 
products and services

(memberships, PT, classes), we have more recently seen a shift 
to focusing on the actual outcomes and goals our customers are 
seeking. But the missing part of the puzzle brings us back full circle.

It actually is about the process, but specifically how we make it an 
enjoyable and engaging experience. In reality it always has been 
about this from the customer perspective - but the penny’s only just 
beginning to drop in the mainstream health and fitness world. It’s 
time to join the party!

(1) https://www.wodify.com/crossfit-industry-report-2018
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Ask The Expert

THE CHALLENGE – HOW 
DO WE SCALE QUICKER 
AND WHAT HAPPENS IF WE 
DON’T?
The number one thing most gyms want is 
more ideal clients. Not just uncommitted, low 
paying clients, but clients which actually pay 
your worth and value your service.

Five years ago, you could boost a client 
success story on Facebook and instantly 
get a dozen leads with very minimal spend. 
Sadly, the early birds get the worm.

But the gold rush certainly isn’t over. Right 
now, depending on your location, you can 
generate leads for your fitness business on 
Facebook and Instagram for up to $25 each, 
all the way down to 20 cents each. That 
usually means you can spend $1000 on ads 
and sign up 10-30 new clients.

First I want to walk through some of 
numbers with you to illustrate the massive 
power of this, then instead of just theory, 
I’ll give you fluff-free ACTIONABLE tools 
you can implement TODAY to improve your 
numbers and life.

Do you have a question that you would like to see answered in this feature in a 
future issue? Email pw@gymownermonthly.co.uk

HOW DO YOU ADD 30-60 
CLIENTS PER MONTH 
WITH FACEBOOK ADS, 
AND KEEP THEM?
Riley Stewart, marketing expert, business 
consultant and investor, explains how to use 
Facebook to expand your business. 
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FACEBOOK ADS AS THE ENGINE 
Most fitness business owners will spend a couple 
hundred dollars on Facebook ads, not see favourable 
short-term results, and quit. To run campaigns yourself 
it takes time to split test and refine until they are 
profitable, unless you hire an experienced expert to 
shortcut the process.

I have personally managed multiple six figures in 
Facebook Adspend over the last 12 months alone, and let 
me tell you, it works! So, let’s run some of the numbers…

Some math on how ads work, with retention and 
referrals – Multiply effect

Let’s say by the time you’ve paid for advertising, 
marketing management and sales staff, your cost per 
sale is up to $400 to acquire a group training client 
worth $200 per month. A number of gym owners will 
stop there and walk away.

Okay – so, it takes you two months to break even from 
this one client… But most gyms we work with across 
the globe report an average lifetime of 6-18 months per 
client, with exceptions. Even if it’s just six months that’s 
$1200 and a 3x ROI.

Now let’s say we’ve put in place proper referral systems, 
which I’ll explain later, and you gain just one referral 
(there’s no reason you can’t achieve this) from every 
client you sign up. Now you have a six x ROI (in just six 

months) from your initial investment of $400.

And here’s where it gets interesting…

If you spend $5,000 you’ll make back $30,000 over 6 
months, plus have those who retain longer and refer more.

Spend $5,000/m for 12 months straight and you’ll make 
back $360,000.

Spend $10,000/m and make back $720,000… And so 
on. That’s a 1200% ROI in ONE year compared to term 
deposit or public traded stocks which may yield 3-7%!

THE FRONT END OFFER 
Now you’re sold on the idea – How do we get people in 
the door through Facebook?

My favourite is paid trials. Forget the common “Seven 
day pass”, “Two free PT sessions” or “No joining fee” 
promotions, by far the most effective way is to run a 
paid trial of either three, four or six weeks. This way 
you sift out those who aren’t willing to pay anything 
and can set up direct debit on day one for when they 
finish the trial.

To the public, these ‘trials’ are known as ‘challenges’, 
and I know you’ve seen them everywhere. For a lot 
of businesses, they don’t work, but that’s only cause 
they’re weak in the marketing and sales department.

Before we continue, I want to stress this; If you’re 
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selling a high ticket transformation package like a 
personal trainer might, you can still apply the same 
method except you would have a 12+ week initial term 
and charge full price from day one. You still however 
follow the same marketing approach for getting leads.

A simple way is to have a 28 day challenge at the same 
price or less than your regular monthly fee, where at 
the conclusion of their first 28 days their agreement 
automatically rolls over into reoccurring direct debit 
membership (this solves most awkward upselling 
situations towards the end).

In my gym we prefer to discount the initial ‘challenge’ 
simply to get more numbers through the door, because 
we know we’ll keep many of them at full price after.

NICHE CYCLING 
This is how you ACTUALLY market a challenge 
effectively. Ready?

Don’t call it a “Challenge”!

There are two main reasons. The first is because 
‘Challenge’ is a bit of a buzz word in the industry, 
everyone has seen it used far too many times and it’s 
just not exciting to anyone nor speaks to any market’s 
core desires.

The second reason, and possibly the most crucial thing 
you’ll learn today, is that you MUST be splitting your 
market into niches!

In any given radius from your location you can easily 
split the local market into niches such as; Seniors, mums, 
dads, kids, business owners, corporates, etc. But at a 
MINIMUM you should be segmenting it into six: 18-35, 
35-50, 50+, all with men and women split.

Think of these six segments as barrels of fish. What 
happens if you pool all the fish together in one barrel is, 
like over-fishing, you’ll deplete the fish supply to a point 
you can no longer catch anything.

A 25-year-old tends to be more conscious of the way 
they look whereas a 55 year old wishes to remain strong 
and independent as they age, so it makes no sense to 
market to both of these demographics with the same 
messaging.

Not only will marketing to all of them in a single barrel 
mean you have no second barrel to move to when you’re 
done, but you’ll also be doing it extremely inefficiently as 
talking to ‘everyone’ means you resonate with no one – 
which could be achieved through niching.

The added bonus once we’ve defined our niche is, we 
can give our ‘challenge’ and specific sexy name taking 
us away from the noise and into a completely blue ocean 
without price comparison.

Imagine a 50-year-old lady scrolling threw her socials 
seeing your competitors ads for a ‘6 week challenge’ 

featuring photos of men and women in their 30’s, when 
suddenly she sees your ad featuring a smiling group of 
older ladies, and it’s for a ‘50+ Strength Builder for Local 
Ladies’.

Much more effective, right?

The same applies to any niche – In todays crowded space 
affinity in messaging to your specific target is crucial. 
Once you’ve honed into the desires of your target 
market, they will beg to work with you.

Hint: Nobody actually wants to work out. What they 
want is an awesome energetic lively body and the way 
that will affect their life… so market this!

RETENTION TOUCHPOINTS
Now that we’ve got people coming in the door, how do 
we keep them and stop the ‘churn and burn’?

Your job, as the hub for their health and fitness, is to 
keep them motivated and on track. In an ideal world we 
wouldn’t have to worry about this but that simply isn’t 
the case. The majority of the public frequently wish to 
give up or get distracted, so you must continue to keep 
them engaged and chasing the next shiny object.

Even if your core service isn’t personal training there 
are elements from PT you should implement into 
everyone’s service if you wish to retain them.

Have set periodic one-one check-ins with them every 
one, two or three months, ensure they’re doing all 
movements correctly, keep them accountable on their 
eating and follow them up if they don’t attend too many 
days in a row.

The data shows if they don’t attend at least five times 
in their first two weeks upon sign up, you have a very 
low chance of retaining them past week six. You must 
do everything in your power to ensure they show up 
frequently especially in the first few weeks.

On week one you have to help them set real goals and 
a plan to achieve it, with real KPI’s they can track. Set 
the frame of a long term, multi-year journey. They may 
initially come in to lose weight, but make sure they 
understand once they lose the weight their focus will 
change to something like strength building and/or 
endurance.

As a minimum, on week three review progress so they 
can clearly see results beginning to show.

Have they lost 2kg so far? Do they feel better about 
themselves? At week six they may have lost 5kg and it’s 
your job to ensure they understand this. Can they see 
they have another 18 weeks left to lose another 15kg?

Community is a huge factor. The social accountability 
and fun a strong community provides will keep 
members paying you long after they want to quit. How 
are you welcoming them into the community?
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Do you post a photo shout-out on social media 
welcoming new members?

Do you make a special effort to introduce them to 
existing members?

Are there external group activities you host for 
everyone, such as rock climbing, workshops, hiking, 
after-class coffee? Partnered exercises?

Even simple things like sending them cards on their 
birthday and Christmas are appreciated.

REFERRAL TOUCHPOINTS 
One of the most untapped sources of quality clients is 
often your existing clients.

When someone first joins you, ready to action and 
excited to share the news with their friends, don’t 
you think it would be a great time to give them some 
beautiful presented gift vouchers they can hand their 
friends to get THEM to come along too?

Yet only maybe one in 100 gyms do this…

Or host frequent social events they can bring friends to?

Or ’21 Day Referral Challenges’ where all members 
compete to win prizes based off number of referrals?

Give members gift vouchers to give to their friends on 
Christmas?

These should get you thinking… Your members don’t 
know how to refer, it’s a somewhat awkward process, 
so you have to tell them HOW to do it, and give them the 
TOOLS to do it. Then, incentivise them with something 
more exciting than “Two weeks free”.

CONCLUSION 
While I could write a book on this (I’m working on it!) 

there’s only so much I can cram into one article. The fact 
is - This works.

No, your area isn’t uniquely poor. No, people in your 
area don’t just suck. And yes, Facebook ads do work. 
I’ve heard it all before and helped gyms across several 
continents. It’s never the area which lets a gym down, 
it’s the owner and the business systems.

If you do get the right marketing, sales, retention and 
referral systems in place, along with great management 
processes, an A Team, and a fantastic service delivered 
to clients, then happy days!

You could be one of the few who add 60+ per month!

Even without all that in place, there’s still the 
opportunity to add dozens of clients per month. Just 
keep learning, testing, and stick with it!

Riley Stewart is a marketing expert, business 
consultant and investor.
He’s the founder and CEO of More Gym Members, 
Australia’s most effective lead generation provider 
for fitness businesses globally, and Co-Founder of 
Zone Gyms which combines community, individual 
customisation, and results-based methods to make 
living a healthy and happy life simple, sustainable 
and very exciting.
He’s established as one of the top fitness marketing 
experts in the world and is the system architect 
behind many of the industry’s most successful 
launches and is respected for taking gyms on the 
verge of bankruptcy to extremely profitable in a 
matter of months.
His ability to artistically craft automated, high 
volume, wildly profitable marketing systems 
combined with his deep understanding of sales, 
business and money is why more than 452 business 
owners have paid him for education, and how Riley 
drives forward his mission of making the world richer, 
healthier and happier.
https://moregymmembers.com/
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Even though people sign up to your gym, you may 
find that people’s motivation starts to lack after a 
few weeks. Here we explore the top reasons why 
people skip the gym, and how you can motivate 
them to keep up with their fitness regimes.

The top excuses
Induction
If someone is skipping the gym, it could be because they 
aren’t sure how to use all the machines. Make sure you are 
offering an induction session where you can show each 
member how to use the gym and make the most out of the 
machines to achieve their personal goals.

The cost 
If you run a gym that has a pay-as-you-go service, people 
may start to skip their sessions to save money. Perhaps you 
could introduce a loyalty scheme such as a free gym session 
or class after they’ve been a certain number of times in a 
month. 

The fear of being judged
Gyms can be intimidating places for newbies or those 
trying to get back into a regular fitness regime. You could 
offer a free personal training session to help people feel 
comfortable using all the machines in the correct way (and 
so that they know how to achieve their goals). Perhaps 
organise some community events so that everyone can 
get to know each other outside of the gym walls. If your 
clientele can smile and say hi when they enter the gym, it 
will seem much less intimidating. 

Regulars taken over
If the regular gym owners have taken over and new 
members, or irregular members, can’t get on the machines, 
then people may stop coming as they know they can’t work 
out in the way they want. You could implement a time limit 

The top excuses for skipping the gym 
and how to re-motivate your clients

Skipping 
t h e  G y m
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on certain machines or encourage a discount for off-peak 
times in the gym.

Not knowing how to use the equipment 
properly
As mentioned above, you can offer a free personal training 
session or tour of the gym with new members, and/or returning 
members. Also make sure that people know your staff are 
friendly and available to answer any questions. It’s important 
your staff aren’t perceived as unapproachable or intimating.  

People grunting
Clients that make a lot of noise in the gym can be off putting 
and also intimidate less regular gym owners. One of your 
staff members could speak to the louder members of the 
gym and gently explain what they are doing in a diplomatic 
way. Sometimes those members might just have their 
headphones on too loud and not realise their own noises.

Personal hygiene 
Some clients may be worried about their own personal 
hygiene or that of others in the gym. Again, it’s all about 
creating that inclusive environment where everyone feels 
comfortable to work out. You could add more disposable 
wipes and paper towel dispensers and encourage all 
members to bring a towel from home. 

The right gym
Perhaps the client doesn’t feel like the gym is the right one 
for them. It might be worth calling up people who haven’t 
attended for a while and finding out why. It could be that 
they don’t enjoy the gym, but haven’t tried the classes yet. 

The right PT
If someone who used to work out with a personal trainer 
hasn’t signed up for another session or has since stopped 
coming into the gym, call them and have a chat. Make sure it’s 
an impartial personal calling them up (not their recent PT) so 
they can speak openly about their experience. Perhaps they 
didn’t gel with their PT and might like to try someone else, 
but they don’t want to have that awkward conversation with 
the original PT. If you don’t ask, you’ll never know!  

Now that you know some of the reasons why people are 
skipping the gym, you can act to stop it from happening as often. 

Owner of Atlas Gym in Hampshire, Richard Spacey, explains 
how he motivates members.  

"We motivate people in many ways to work out including 
putting competitions together, with prizes including a free 
month's membership, or setting monthly challenges to 
keep people excited about working out,” says Richard. 

"I also know everyone's name and try to find out their fitness 
goals and training schedule so I can encourage them and 
give advice on how they could improve their routine. 

"We aren't a gym that wants members that pay but never 
turn up. I call up people that we have not seen in a while and 
encourage them to come back down to the gym to achieve 
their goals. They have chosen Atlas Gym for a reason and I 
want to make sure we give them the support they need!"

Ex-Rugby player and curator of MOVE at Market Hall Fulham, 
Christian Lewis-Pratt, also has some ideas to inspire his clients.

“My thoughts are two fold. One, people don’t go to the gym 
because they don’t enjoy it and I completely understand 
that. In an ideal world we would get enough movement 
in our daily lives that we didn’t necessitate additional 
movement within a gym. But that is not the case for the 
majority. Therefore, we must utilise a short period of time 
within our day to stay healthy and feel good both physically 
and mentally,” said Christian.

“People don’t enjoy training simply because a lot of the 
training methods being sold are developed to recoup 
maximum aesthetic return and they aren’t enjoyable, nor are 
they sustainable. 

“Two, people haven’t yet made the personal connection 
between a healthy body and a healthy mind. Unless you 
have felt the positive returns of treating your body well then 
it is difficult to justify giving time and money to a thing that 
requires effort if you are time poor and would rather spend 
money elsewhere. 

“My advice. Find something you enjoy doing and do that. 
Start there. Whether that is running, yoga, lifting weights, 
playing football, whatever. Commit to doing it a little more 
often. Then dare to explore. Movement should make you 
feel better. It's as simple as that. If you aren’t enjoying it, do 
something else. Just move.”  

How do you motivate your members and clients?  
We are always interested to hear from our readers – 
drop us an email or message us on social media!







54

b u s i n e s s

JUNE 2019

Imagine this.
You go into a gym to do an initial consultation 
with someone and they’re taking you on a tour 
of the studio and stop in front of the dumbbells. 
They spend 20 minutes talking about how 
amazing these dumbbells are and how they 
work, you feel them and you’re told how they 
provide the best workout ever, efficient and 
effective, like no other workout out there! 

That would be pretty ridiculous right? Well, 
by spending a chunk of time during your 
consultation talking about E-Fit and this cool 
technology that’s a 20 minute workout and 
you put on this suit and get wet and full-body 
stimulation etc, would be equivalent to talking 
about a dumbbell at any other gym. Why? 
Because EMS Training is one additional tool in 
your arsenal as a Personal Trainer at 4U Fitness. 
It’s a tool in a gym, just like a dumbbell. It is not 
the ‘x factor’ or some magic machine that solves 
all the problems and helps the client get results. 
YOU can help solve all their problems and help 
them get results.

S a l e s  1 0 1  f o r 
P e r s o n a l 
T r a i n e r s  a n d 
G y m  O w n e r s

Daniel Nyiri, founder of 4U Fitness shares what 
you need to sell your clients on and how to 
show them that you are going to set them free 
from the pain they have been struggling with 
all their life

“Learn the rules like a pro, so you can break  
them like an artist” 

– Pablo Picasso
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What do you do?
We have to dig into the pain to really be able to see how 
many pieces/ parts of their life this is affecting. ‘This’ 
meaning their health concerns and/or lack of good health. 

This is why we have to focus our attention on it- because 
when you put your attention on it, the importance and 
awareness of it increases. The client will become aware of 
how important it is! 

Many people don’t know or mask the real problem usually 
because it’s too painful to confront the emotions. It’s important 
to go deeper into their internal, external and psychological 
‘why’s’. Then also learn their ‘villain’ or weakness!

What has prevented them to accomplish this 
goal? What have they tried? 
Remember although we don’t collect payment at the 
consultation, we still want to ask them; “okay, so are you 
ready to sign up?” Because by asking that we can see where 
they are at with you. Are they still hesitant and if so, for 
what reason? Are they still afraid of something, if so, what? 
Are they not bought in and don’t see the value? Okay, then 
we need to dig deep because maybe we still don’t know why 
they’re here so we can’t have given them a solution if we 
don’t know their problem.

If someone says NO when you ask that, you can 
narrow it down to these 2 things: 

1.  They either don’t see that what I am selling is 
valuable

2.  OR They don’t believe that you can get them there! 

There is nothing else. Because if they believe the above two 
then they will find the money.

If it’s the first one, then that could lead to a response such as: 
“No I totally get it! I need to transform my body! I need to do 
this BUT I don’t think this electrical workout will get me there.”

And it is your job, as the coach to bridge this gap! Break it 
down further- what they need and point out that e-fit is 
about 10% what we do here. They can get the machine 
anywhere else; we even sell the machine - do you want one? 

It’s the coaching and the full package combined with 
guaranteed results, and all the important things they told 
you will need to be repeated back here. Remember you’re 
using their own problems and turning it into your solutions 
for them. 

They need to believe that when they get on THIS 
PROGRAMME, they are going to get there! This is why it’s 
very important to create the ‘Client Plan for Success’ for 
them! And explain briefly what is the point of the Consult, 
Assessment and E-Fit trial and what they are really for and 
why we don’t just let you jump into a workout like all the 
other gyms who won’t guarantee your results.

Yet they keep you by contracts. So, why do we do 
the trial? Your answer should be, “We do this to see 
if…”

1. We can help you
2. We can take you 
3. We can create a custom plan 4U
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“I understand you have not gotten the results you need 
before and that is why you are here. If you simply keep 
doing what you have been doing, which obviously was not 
working, then nothing will change. Let’s get on with our 
programme where we do things differently.”

The bottom line is: without shortening that gap and 
establishing why you can’t move forward.

Start with very simple questions like:

1.  Why are you here today? 
2.  Why did you make this appointment? 
3.  Why did you fill out our form? 
4.  Why did you drive all the way down here? 
5.  Why did you spend 15 minutes finding a parking lot? 
6.    Why did you go through the trouble of calling us 

up, putting it into your calendar?
7.  WHY? - Because it’s important to you! 

  When you are stacking value like this, what you need to 
understand is how much do you think someone would 
pay for one more year of life?  (Trick question- the 
answer is A LOT).

  How much would someone pay for their children to have 
one more year of life? (Even more).

  How much someone would pay for their children to not 
have to suffer all of the pain and insecurities of being 
overweight because they don’t have the right habits? (A 
lot, a lot).

And you have to break this down! This is where our 
CORE comes into play! 

  We are not only going to show you what to do and how to 

do it, but once you graduate you get the license to teach! 
  How would you like to live as an example to your family 

and able to teach your children a healthier way of life. 
  It’s not only about food at core, it’s all about life: Relax, 

recover, workout, nutrition, sleep, meditation and so much 
more! Everything you will need for a successful life! 

Don’t miss out on the main thing when it comes to consults. 
There needs to be a feeling. A trust. A sense of relief 
because they can feel like “yes, this is finally what I’ve been 
searching for and I’m finally going to get there.”  It’s what it 
feels like and how important to the person in front of you to 
transform their life.

I hear us selling our widgets a lot as fitness professionals, 
like e-fit this and that. But the reality is that the widget is 
just a vehicle, nothing else. It has to be way more about the 
promise and not about the tools! 

It’s your promise, it’s your accountability that is going to sell 
them and, most importantly, keep them and super-duper 
importantly get them the RESULTS! Most of these people 
struggle so much and are fighting everything. 

Do you know how much your client’s would love to learn to 
eat in a way, so that they never have to diet again?

That is my number one selling point in NYC and that is what 
they love to hear. The workout is just a bonus. 

I paint the picture to the consult of; “What would it be like 
to go out with your friends and you look amazing! And your 
friends just ask you what are you doing? You look incredible! 
How are you doing this?”
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And you say; “I have learned a skill! I graduated from 4U 
Fitness! I know how to do this now and I never have to hop 
from diet to diet again!”

Because right now people share something about your 
shocking workout, that’s it. Nothing else. There’s so much 
more to us. You always have to phrase what you are saying 
in a way that the customers 100% understand why its 
valuable to them personally! 

To be 100% honest, if you have been losing more sales lately 
that is because you were not able to articulate the value of 
the promise we are making! What you need to sell them on 
and show them is that you are going to set them free from 
the pain they have been struggling with all their life! 

That is the promise and that is what we deliver at 4U Fitness 
with our CORE programme! 

Then reassure and check for understanding so they 
buy in: 

  What do you think it would feel like to you? 
  To not be struggling? 
  To not be overweight anymore? 
  How does that make you feel? 
  Can you see yourself? 
  Do you think that you identity what would need to change? 
  Do you identify with the fact that you are overweight? 

If they say yes, you say; “RIGHT, because right now it’s part 
of who you are! I have to tell you that it’s going to be hard 4U 
even once we get you there because your identity will have 
to change, people are going to treat you differently and its 

going mess with you, so I am just warning you (now they 
going to think, wow this guy is for real! He is really going to 
get me there!).”

It’s the way you are talking about it that sets up the stage! If 
you just say; “Yeah we have core, we have e-fit blah blah” - 
it’s like a car salesperson. 

And here is the million-dollar secret to all the people who 
aren’t taking it seriously because they are masking this. You 
got to bring them down and make it real for them. When 
they are laughing off the above and say yeah right, it won’t 
happen. I am fat and was fat all my life. It’s not going to 
change or whatever they are laughing about.

You literally need to say; “Don’t laugh it’s not funny. 
Laughing is a coping mechanism that we use to cover up 
something that we don’t want to do or acknowledge or 
feel. Right now you know that what you have been doing 
isn’t working and you weren’t able to get there so you are 
covering it up.”

Right at this point the whole conversation is just going to 
change. You came in to change your life and that’s what I’m 
going to do. 

Make sure you end with asking for payment. Do a reality 
check if they are ready 4U or not. 

If they aren’t then, you know 100% you still need to work 
at it and you must find out right there and then what’s going 
on in their mind. 
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Starting a new business is always an 
exciting phase of life and as more of us are 
becoming health and fitness aware, the 
gym industry is booming.

Perhaps you’ve been operating a small exercise class from 
home and now it’s finally time to take the plunge and 
expand, or maybe you simply have a fire in your belly for 
fitness and an innovative business idea to match?

Whatever the case may be, starting a new business or 
expanding on an existing one with no capital is impossible. 
Marketing, purchasing equipment and renting or buying 
premises will all cost money, so you’ll need to secure a 
means of funding. But, with so many funding options now 
in existence, how exactly do you decide the best way to 
finance your new business venture?

Draw Up A Thorough Business Plan
This should always be the first step you take. Your business 
plan should clearly outline your start-up costs vs income 
and expenses and reviewing this will help you to determine 
exactly what it is that you need funding for.

If you are trying to realistically determine what your 
finances will look like within the first six months of business: 
take the figures you have, then double your estimated 
expenses and reduce your expected income by half.

Weigh Up Your Funding Options
Many entrepreneurs make the mistake of assuming that a 
high-street bank loan is the best funding solution for their 
business. Whilst it’s definitely the most obvious route to go 
down, unfortunately many small and start-up businesses 

simply won’t qualify for a business loan from the bank.

The banks are notorious for imposing stringent qualifying 
criteria, and most request that you provide collateral to 
secure funding. This can be particularly problematic for 
those that have limited access to valuable assets.

The good news is that there are now many new business 
funding alternatives on the market which have been 
specifically designed to help start-ups and SMEs:

Merchant Cash Advances
As a relatively new and innovative funding solution, a 
merchant cash advance is technically not a loan. The funding 
you receive is instead an advance on the revenue your 
business is predicted to generate through its future debit 
card and credit card sales.

Businesses can access anywhere between £5,000 - 
£500,000 and there is absolutely no interest charged on the 
amount borrowed. You simply repay the advance amount, 
plus one clear, all-inclusive fee.

Repayments are taken as a small, pre-agreed percentage 
of your future card sales. So, the amount you pay back is 
always in sync with your cash flow. In other words, if sales 
are slow, the amount you repay is also suitably smaller.

Perhaps the biggest perk is that you don’t need to worry 
so much about your credit score affecting your application. 
Approval is usually subject to your business’ performance, 
not your personal credit score.

Unsecured SME Loans
Online small business loans are a popular alternative 
to traditional bank loans. Funding is unsecured, which 

Alice Farren, financial journalist and SME 
specialist, helps the small business owners 
of today build thriving enterprises

Work Out the Best 
Funding Options for 
Starting Your Own 
Fitness Business



59JUNE 2019

E D I T O R I A L  f e a t u r e

basically means business owners are able to obtain a loan 
without having to offer up their valuable business assets 
as collateral. So, it’s a great option for SME owners that have 
limited assets.

Typically, you can access from £1,000 - £500,000, and you 
retain complete control and ownership over your business.

The application process is quick and simple, because 
everything is done online. So, you won’t have to spend hours 
filling in tedious paperwork or attending meetings with the 
bank to qualify, and decisions can be given within as little as 
24 hours.

Repayments are made through a series of fixed monthly 
instalments, so you will need to make a few calculations to 
ensure that you can comfortably afford to pay back the loan 
amount (this is exactly where your detailed business plan 
will come in handy).

Crowdfunding
Another popular method that fitness businesses can use 
to raise business funds, with crowdfunding, you pitch your 
business ideas to a pool of potential investors who then 
choose whether to offer their support through financial 
contributions. In 2016 it was reported that crowdfunding 
provided 15% of all total start-up and venture-equity 
investments in the UK.

There are two main types of crowdfunding to consider:

Equity Crowdfunding
This is the process whereby investors finance an early-stage 
business in return for shares in the company. Whilst this 
type of crowdfunding is a popular option for start-ups and 
small businesses, it is important to be aware that:

  Investors will take partial ownership of your fitness 
business and can profit off it.

  Attracting investors in the first place can be very 
competitive.

  Equity crowdfunding platforms often charge 
monthly fees.

Peer to Peer Crowdfunding (P2P)
P2P lending functions similarly to a loan. The only difference 
is that the money you are borrowing is from a pool of people. 
Unlike equity crowdfunding, investors do not receive shares in 
your fitness business, but receive interest on the money that’s 
invested. Whilst you are able to retain full ownership with this 
funding option, interest rates can be considerably higher.

All in all…
Starting your fitness business will require gumption but 
considering your funding options shows that you are 
already taking steps in the right direction. With the right 
funding and the right business plan, you can quickly and 
affordably secure your rightful spot in the fitness market.

Author Bio:
Alice Farren is a financial journalist and SME 
specialist. With a burning passion for promoting 
the talents and success stories of emerging 
entrepreneurs. Alice writes to help the small 
business owners of today build thriving enterprises. 
From expertise on how to better manage your 
business’ cash-flow, to quick tips for boosting 
employee morale -  connect with her on Twitter 
to receive the latest news on all things business 
finance.

Company Bio:
SME Loans is a business finance brokerage 
specialising in alternative funding solutions for 
small and medium sized enterprises. Collaborating 
with a panel of lending experts, their dedicated 
account managers help clients easily secure funding 
up to £500,000 through their unsecured business 
loans and merchant cash advance products.

 https://smeloans.co.uk/
 info@smeloans.co.uk
 020 3475 9213
 @SME_Loans
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W h a t  d o  y o u 

b r i n g  t o  t h e 

f i t n e s s  i n d u s t r y ?
So, you own a gym, but what do you do? 
Taz Dunstan from XL Personal Training 
wonders what do you offer the fitness 
industry and what steps are you taking to 
take to secure your financial future?

This article provides an overview of the 
fitness industry as it stands today and who is 
best geared to capitalise on the current shift 
in the market trends. It is important to seize 
opportunities when they present themselves, 
but in order to be successful in any role you have 
to first know how you define and measure your 
success and second, have a clear understanding 
of what your role is to achieve that success.

As a gym owner you can identify with any number of 
roles, but you have to have a clear understanding of 
what your job is before you can claim to do it well. 

You may not own a gym yet, but it might be something 
you are working towards. It will be advantageous for you 
to know a little bit about the current gym set ups so that 
you can make an informed decision and prepare yourself 
mentally, financially and emotionally for the challenge.

If you are a gym owner currently or emerging, what is 
your official title? “Owner?” What if you were to have a 
line underneath that to capture exactly what you do? 
Are you a fitness professional, a business owner, an 
entrepreneur, a manager, an industry leader, a specialist, 
a fitness enthusiast, an athlete, an ambassador, a 
promoter, a sales gun? Maybe you’ve said “all of the 
above” maybe you’ve never thought of it. Now is a 
really important time to think about who you are in a 
professional capacity and what you are bringing to the 
fitness industry.

There are several business models in operation in the 
gym scene, it’s important to know what your options are 
and also what the risks and benefits are to see where 
you are placed for the future of fitness:
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Traditional Franchises: “Anytime fitness”, “Snap”, 
“F45, “Virgin active”
You’ve got the franchises which are great for business 
owners who want to get into the fitness industry with an 
existing brand and established business model. This will most 
likely appeal to those who want to play it safe and join in a 
movement that is gaining momentum. Keep in mind the risks 
associated with a franchise including one bad club burning 
the brand for all owners.

The franchises are divided into gym genres of the traditional 
clubs such as world gym, fitness firsts, Anytime fitness, Snap, 
Virgin. Then was the launch of “women’s only” clubs such as 
“Curves” and “Fernwood” and more recently these franchises 
have seen the launch of circuit training with F45 and Orange 
theory chains.

 Established clubs: X
These clubs are specific to the area and are generally 
acquired through sales when a club has not made a return on 
investment (tanked) and is up for sale to consolidate losses. 
This business model appeals to the gym owner who doesn’t 
want to work for an established brand but also wants some 
existing clients to have a steady revenue stream coming in 
from existing members, while transitioning the business to 
new management. These can often be high risk purchases 
as a club which has sunk will often have questionable 
or inaccurate book keeping that will require thorough 
investigation to determine the actual financial status of the 
club at the time of purchase. 

There is also the matter of having the experience or resources 
to ensure a business model is put in place which is compliant 
with all legislation across all sectors of the business. These 
oversights can be hugely expensive. Make it essential to have 
a business partner, accountant or solicitor available to go 
over all of the financials and operational manuals thoroughly 
before buying the business. At the time you sign the dotted 
line the gym and all of the debt associated with it becomes 
yours. If the seller will not provide you with complete 
transparency with this information, I suggest you walk on by 
(or significantly undercut the asking price).

New Clubs X
The brand spanker, this new business is ideal for someone 
with sufficient funding to pay for the location, the 
equipment, the branding, the man power and all of the 
marketing and infrastructure required to launch a business 
from scratch. New businesses are not only financially 
taxing, they also require significant time to design, plan and 
manage the running and operation of the business. This is 
a really exciting opportunity which fewer gym owners are 
embarking on due to the high overheads and risk associated 
with establishing a new brand that is unknown. 

This option is generally only viable for established athletes 
or gym owners with a strong following or presence in 
the fitness industry who can back their brand with their 
credibility and that of well-known professionals or athletes 
in the industry- preferably local to the area. There is no risk 
of collecting someone else’ debt but there is a big risk of 
over investing at the start of the venture and exhausting 
resources before there is a client base to start contributing 

to the costs. Cash is king and when the money runs out 
the lights go out so balance and a solid business plan 
and marketing strategy with well managed KPIs (Key 
Performance Indicators) are critical, especially at the early 
stages of any business.

 Innovative Franchises: “Orange theory” "F45 lion 
heart"
Most recently clubs have started utilising the technology 
available to bring people back into the gym environment. 
With the release of smart watches and fitbits more and 
more people wanted to “own their own fitness journey”. The 
technology allowed them to monitor their progress to some 
extent but did not meet the need for social interaction or a 
sense of belonging, that gym environments provide. The 
most innovative clubs are now connecting their members 
with personalised heart rate monitors that plug into a club-
based system to visibly gauge each members exertion levels 
during classes.

Observing how the market is trending with an aging 
population who want to train and are not technology savvy 
and franchises geared to a younger demographic who are 
familiar with technology there is a valuable opportunity for 
new gyms (and personal trainers with a solid client base) to 
innovate their business model for maximum profits. 

There is already technology available for personal Trainers 
and gym owners to brand their own “in house system” to 
connect all of their clients and members, however this leap 
will require the ambition and risk taking of the entrepreneurs 
of the fitness industry. The newest technology commercially 
available in Australia was showcased at the Fitness Show 
in Melbourne late 2018 by the owners of “Myzone” with a 
completely customisable product, associated app and user-
friendly set up. What steps are you taking to take to secure 
your financial future in the fitness industry?

Before you decide to go all in and invest blind on impulse- you 
have to know at least these three things:

1. What makes a good business owner?

2. What makes a good entrepreneur?

3.  Which of the above are you and what separates you 
from your competition to ensure your business will 
be a success?

Above all else, you have to know who you are 
before you can confidently tell people what 
you do.
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It’s often said that breakfast is the most important 
meal of the day.  There are some great breakfast 
ways to start the day, plus a few lousy ones – I 
considered including the phrase ‘Cereal Killers’ at 
this point.

My favourite breakfast is the Power Breakfast that we have 
in our house at least five days per week, after having been 
awake for a couple of hours and done my morning cardio.  
This has helped me to both build muscle and lose fat, and I 
can’t see me changing it anytime soon.  Here are the details:

There are four key principles behind 
the breakfast:
1.   Portion size – big enough to provide sufficient amounts 

of nutrients both long-term for the day ahead and 
shorter-term for the next 2.5 to 3 hours before the snack 
that forms the next meal, with an eye to a lunch after 
the same time interval again.

2.   Macronutrient ratio – compared to most people’s 
breakfasts, the Power Breakfast has a higher protein 
amount and lower carb content. The number of calories 
from protein slightly exceed those from carbs, which sets 
me up well to meet my overall day’s target of calories from 
both of these to be about the same by the end of the day.

3.   Minimise sugar – we need some carbs but not the fast-
absorbing ones that’s going to cause insulin to do its stuff 
in a big way and thereby turn off all fat-burning.  But 
some fast carbs from a natural source would be helpful to 
start the day.

4.   Quality ingredients – everything as natural as 
possible with the minimum of processing involved in 
getting the product to you.

The first step is to add a small amount of very hot (not 
boiling) water to a bowl containing 60g of rolled oats.  That 
may be more oats than you’re used to, and with less water 
than you’d expect, as more liquid is coming later.  These are 
simple, basic rolled oats, with nothing added by the supplier.  

The oats are a medium-speed digested carbohydrate, and 
this amount provides 33g of carb with virtually no sugar – a 
key benefit of oats.  There are small amounts of incomplete 
protein and fat here, but it’s really the energy-giving slow-
digesting carbs we’re after from the oats.

While the oats are cooling, make a whey protein shake with 
56g of product in around a half-litre of cold water.  There 
are many suppliers of Whey Protein, and you may already 
have your favourite supplier and flavours.  The 56g serving 
is two scoops, and provides 47g of quality protein, including 
10g of BCAAs and 11g of L-Glutamine, both vital elements in 
your daily protein input and big contributors to building and 
maintaining muscle.  There are also small amounts of carbs 
– 4g, including a tiny 1.3g of sugar – and 3.6g of fats, but it’s 
the protein that counts here.

Add a few nuts to the top of the oats.  Keep it to around 
10g in total – I use hazelnuts and a few flakes of almonds.   
There’s around 6g of fats here, as well as small amounts 
of the other two macros.  There’s some good vitamins and 
minerals in here too.

Power 
Breakfast 
Time

Chris Zaremba, our specialist on fitness for the over fifties, 

shares his favourite breakfast to start the day.

N U T R I T I O N
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Our contributor Chris Zaremba offers self-guided fitness courses, plus personal 
training and coaching both online and in-person. The latest addition to his fitness 
packages is a monthly subscription members' club specifically designed for those, 
like him, in their second half-century: 'Fitness Club 50'. Interested? Read more 
about all of these on www.bitly.com/ChrisPT

Next to be added are a few berries – typically about 15g of 
each of blueberries and raspberries, sometimes it may be 
blackberries too.  All amongst the lowest on the glycaemic 
index of any fruit.  And this is where the small amount of fast-
acting carbs, the sugar, comes from plus there’s some useful 
micronutrients including vitamins, minerals and antioxidants.

Then add some of the protein shake to the bowl and give it 
a stir.  The amount depends on how liquid you like your oats, 
but for me it’s usually about a quarter of the prepared shake.  
This is where the flavour of the shake is important, as it 
turns the taste of the oats into the flavour of the shake.  It’s 
always a chocolate-based flavour that gets my vote, I like my 
oats chocolatey!

The remainder of the shake stays in the glass and is a drink to 
be consumed alongside the oats.  This is needed to get the full 
amount of protein in for the meal, and is a great alternative to 
sugar-heavy orange juice as your breakfast drink.

The final element is a sprinkling of ground cinnamon over 
the top, a spice that acts as a thermogenic to raise the 
metabolism and help burn fat, and adds a slight contrasting 
taste on the tongue.

This meal (including the drink) provides around 525 calories, 
of which 240 are from the 56g of protein, 170 from the 42g of 

carbs (including less than 4g of sugar) and 130 from the 15g 
of fats.  That’s around 43% of calories from protein, 33% from 
carbs and 24% from fat.  A perfect way to start the day for me 
and others who like more protein and less carbs than most!

For the numbers fans, here’s the rounded breakdown 
of the Power Breakfast, the oats and drink combined:

Weight g Calories Protein g Carbs g Fats g

Oats 60 210 7 34 5

Shake 56 240 47 4 4

Nuts 10 65 2 1 6

Berries 30 10 0 3 0

Total 
Grams

56 42 15

Total 
Calories 
(rounded)

525 225 170 130

N U T R I T I O N
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How many of us suffer from the ‘if I want a job 
done right, I need to do it myself’ mentality?

Delegating tasks, operations, logistics and classes is an 
everyday struggle for many Gym Managers, however, at 
any fitness facility, regardless of the size, it’s not the latest 
equipment, the fancy juice bar, or how ‘instagramable’ your 
changing rooms are that will guarantee your success, but 
your most important asset: YOUR TEAM.

Your team are the face of your business, the first ones to 
welcome and serve your members by inspiring, motivating 
and making them accountable for their fitness, health and 
lifestyle goals. Fitness is not enough incentive itself, because 
it’s painful, it needs consistency, hard work, takes time and 
money… you need to provide a great team that can deliver 
an offering to encourage members back again and again. To 
invest the time, the money… the pain and commitment into 
their fitness.

I meet owners of gyms who tell me how great the Manager 
will be because they have been a Trainer for five years, but 
to me that doesn’t always necessarily mean they have a 
crossover of skill sets from one role to another. I see a lot 
of average trainers ‘treading water’ and not developing 
themselves then when it comes to the opportunity to have 
a full time wage and security in a manager role, they jump 
at the chance but soon your dream gym turns into a energy 
sapping place of problems because the managers were 
lacking in the experience to have foresight so they have to 
react at every hurdle.

I urge owners to hire people based on direct experience, 
so trainer’s train and managers lead people in the team. 
Crossover can work, if you have provided people with quality 
training, mentoring and guidance. You sometimes have to 
stay in your lane with what your strengths are, and work 
on developing them and that area of expertise, working to 
bring a team of people in that complement each other and 
support the overall mission of the facility.

While is true is that the fitness industry is a fun 

Building the BEST 
team for the future 
of your gym

Matt Gleed, Senior Master Trainer and Education 
Specialist, looks at how you can invest in your team
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sector to work in and most of the professionals 
involved are passionate to help others, they also need 
a purpose, recognition and a career path to grow within your 
organisation.

• • Early Recruitment: do not overload your team to take 
the work load of two people or let them guess what their 
role in the organisation is without a clear job description. Do 
not wait until relationships break or the remaining team is 
too overwhelmed to react, especially with the operational 
side of your gym.

• • Training Support: give your team the right tools 
for success, be that training, advice or a career pathway. 
Be clear about your company vision, and make sure your 
team feel a part of it, allowing them to feel invested in the 
direction and decisions. Your team will appreciate having the 
space to perform their job by knowing exactly what are the 
expectations and goals to achieve. Hire smart people and 
then let them do the job.

• • Motivation: let them come to you with new ideas and 
strategies to make the gym better, or improve the client 
experience. Remember also to reward them for those 
recommendations; monetary rewards are not the only 
incentive, consider extra time off, gifts from partners, 
ongoing education, public spotlights etc. 

• • Deliver what’s promised: your team will always be 
hard working and accountable, if they receive what is agreed 
to them from the beginning. Pay them well, respect their 
decisions and methods, support them as and when needed. 
Ensure they enjoy the time at work and they have a work 
and outside life balance.

If you are an investor, then you will need someone to 
manage the gym full time and you should really only get 
involved when financial reviews and budgets are the topic. 
If you will be managing the business, should you really be 
doing the day-to-day business too? It’s almost impossible 
to direct the business, manage the processes, operate in 
opening hour tasks and teach the class or take the clients 

too. If this if a reality check for you then your growth, or 
worse your survival, will be impeded.

How to better your communication skills
The fitness industry is predominantly a face-to-face way of 
interacting and unless you have an online, digital or virtual 
training solution, you should develop the interactions the 
gym team will have, with practices to ensure high standards 
are met. I don’t mean scripts like I was given when working for 
large gym chains at the beginning of my career, but certainly 
work through ways of asking questions that give you an 
emotional connection and build a rapport with the client.

Some of the most valuable workshops I have been on 
were Neuro-linguistic programming sessions. This is an 
approach to communication, personal development, and 
psychotherapy that will support your staff in getting 
members to their goal, so then you can use the reasons 
why they want to train to keep them focussed, and it sets 
them up for success rather than a long hard approach to 
inconsistent workouts that leave many unmotivated. 

Bringing in a NLP Coach to do some workshops at quiet 
times could be great for the team. 

Think about the front of desk team. They could be the 
first person in our industry that a new member might 
meet. So, someone with a smile and warm welcome, who 
can be empathetic to a potentially nervous newcomer or 
knowledgeable with a seasoned fitness fanatic. I believe 
that the front desk team should be using the facilities, given 
free personal training sessions so they know what they are 
recommending and the individual specialities of the PT team. 
All of the various offerings should be experienced and very 
familiar to them so a better explanation can be given about 
them. You can’t underestimate how important personable 
skills are to give a community feel to your facility.
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FITNESS EQUIPMENT GYM MIRRORS

bringing gyms into a
successful digital future

Find out how call +44(0)207 701 4267, email 
info@egym.co.uk or visit egym.co.uk/business
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WE CREATE TRAINING SPACES
Find out why we are the best at...      www.indigofitness.com

MAKE IT PART OF THE WORKOUT

SUPPLIER DIRECTORY

Specialist Insurance  
for the Fitness Industry

 01189 875100
 info@independents-ins.com

 www.independents-solutions.co.uk

INSURANCE

Mirrors for Training 
offer fixed and portable 
mirrored solutions to your 
individual requirements, 
supply and supply and 
install Nationwide.

Call us on 01902 791207 or  
email info@mirrorsfortraining.co.uk  

for a brochure

www.mirrorsfortraining.co.uk 

PORTABLE MIRRORS
A N D  M I R R O R  I N S T A L L A T I O N S

WWW.GRYPIT.COM

MOULDED GYM EQUIPMENT HANDLES



SUPPLIER DIRECTORY

Save up to 75% of 
your time on staf f
management tasks

Planday is specifically 
designed for fitness and 
leisure businesses with 
hourly workers. Planday has 
all the features you need 
to efficiently manage your 
employees

Learn more | planday.com/uk

SOFTWARE WEIGHTLIFTING

CLOTHING

0203 3270480 sales@ezfacility.co.uk

TRP help health clubs, leisure centres and gyms across 
the globe create happy, loyal members through our user-
friendly software which enables effective engagement 
and the delivery exceptional customer service.

We have three core modules covering Actionable Member 
Feedback, Automated Email and SMS and Effective, 
Targeted Gym-Floor Interactions – all of which are 
supported by expert coaching and account management 
and world-class technical support.

Team TRP are incredibly passionate about the health 
and fitness industry and the role we can play in its 
continued success through helping forward-thinking, 
customer-centric operators reach their business goals 
by consistently delighting their members.

www.trpcem.com

creating
raving fans

Professional Clothing for Gyms & Personal Trainers

sales@personaltrainerclothing.co.uk - 01268 471741

www.personaltrainerclothing.co.uk

Custom Printed Performance Clothing

No Setup Fees

Coordinated Uniforms

Multiple Print Positions

Bulk Discounts Available
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W e a r a b l e  T e c h n o l o g y

B o d y  S c a n n i n g  &  F i t n e s s 
T e s t i n g

I n s u r a n c e / Y o g a  &  P i l a t e s

S t r e t c h i n g

B o u t i q u e  G y m s
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ADVERTISE IN  
GYM OWNER MONTHLY MAGAZINE

Contact Paul Wood today to  
discuss a range of flexible options: 
 pw@gymownermonthly.co.uk

 07858 487357 

TIME TO LOOK AT THINGS DIFFERENTLY?
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