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85% of gym members are interested in trying a live group fitness class 
in their club. 

There is an increased appetite for live fitness experiences, with consumers 
hungry to get back to working out in groups. Whilst they are interested in live 
classes, gym members are also twice as likely to use digital fitness options 
compared to non-members (36% vs 18%).

What does your omnichannel approach to fitness look like for your members?

lesmills.com/uk/ultimate

DIAL UP 
DIGITAL TO 
DRIVE LIVE 
FITNESS

http://www.lesmills.com/uk/ultimate


*Source: 2021 Global Fitness Report, Les Mills

Live. Virtual. At Home
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As we prepare the HCM Handbook 2022-
2023 for print, the COVID situation is looking 
a whole lot more positive than when we were 
putting the 2021 edition to bed. This time last 
year facilities were cautiously reopening after 
many stop starts, but consumers and businesses 
alike were nervous about what the future held.

Having weathered months of lockdown, 
operators found themselves dealing with a 
pingdemic, having to enforce mask wearing and social 
distancing, keep hygiene standards up, deal with capacity 
restrictions, make business pivots and rebuild consumer 

visits have recovered over the past year. 

as we all get used to going into busy indoor environments 
without masks on and enjoying pre-lockdown pursuits again. 
As China is only just emerging from a two-month lockdown, 

can pause from battling a state of emergency 
and start looking ahead, as well as taking stock 
of the havoc of the COVID storm.  

on the way the industry has changed as a result 
of the pandemic and how this will impact the 
future. There have been inumerable challenges, 
but opportunities have arisen.

health than ever before and more people are now invested 
in wanting to look after themselves.

For years I have been writing about how the underfunded 
NHS is struggling to cope, but COVID has dealt it a crushing 
blow. With two members of my family seriously ill, I have 
been both frustrated and frightened by its inadequacy. The 

sector for years, but now the time has come to show what 
the sector can really do to support the health of the nation.

Your country needs you...

SUBSCRIPTIONS     WEB: www.leisuresubs.com     EMAIL: subs@leisuremedia.com     TEL: +44 (0)1462 431385     FAX: +44 (0)1462 433909

To order extra copies of the HCM Handbook 2022-2023 please visit www.HCMhandbook.com

Public Affairs Media Partner

Kath Hudson, editor, HCM Handbook
@kath_hudson
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05  Editor’s letter
HCM Handbook editor Kath Hudson introduces the 
2022 edition. This year we’ve taken stock of how the 
pandemic has changed the industry and the opportunities 
and challenges that have arisen in this time of change

12  Fitness Trends  
HCM magazine editor Liz Terry and HCM 
Handbook editor Kath Hudson predict key trends, 
influences and opportunities set to shape the 
health and fitness sector over the coming year

INDUSTRY INSIGHTS

30  Predictions  
Different customers, omnichannel fitness, the need for 
more data, continued lobbying and to address racism, 
cost barriers and health inequalities... Liz Clark, Martin 
Franklin, Dave Stalker, Mike Hill, David Minton, Tara 
Dillon, Karsten Hollasch and Martyn Allison give their 
thoughts on the year we’ve had and what could be coming 
down the tracks for the health and fitness sector

42  The good, the bad and the meta
The inimitable Emma Barry, author of Building a 
Badass Boutique, gives us the benefit of her insights 
into customer behaviour and how it will shape trends; 
including hyper personalisation and micro segmentation

46  It’s not for me
There are a number of populations who don’t feel truly 
welcomed, or catered for, in fitness settings. Yet it doesn’t 
have to be this way, as the sector teeters on the edge 
of a reinvention – set to work more closely with the 
healthcare sector to impact the health of populations – 
it’s important to reach out to all the under-represented 
markets and make sure offering caters to all needs 

54  Growing up
If the fitness industry grew its membership base from 
1 per cent to 15 per cent of members aged over 65, it would 
double the size and value of the industry. David Minton 
presents the business case for targeting mature people

12

46

Casey Newton calls for more accessible gyms

HCM Fitness trends 2022 in detail
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HCM HANDBOOK 2022–2023

60  Golden opportunity
As a result of the pandemic, the fitness sector is 
presented with a massive opportunity to make friends 
with the healthcare sector to improve the health of the 
nation and drive up penetration. Kath Hudson reports 
on what is happening and where the opportunities lie

66  People, places and power
David Minton argues that planetary health and 
our personal health are be inextricably linked. As 
we move forward in the build-back, we shouldn’t 
look to return to the status quo, but should use 
the same creativity and tenacity shown in the 
lockdowns to tackle climate change and inactivity

GM Active has nailed cancer rehab

30

60

Predictions: insights into digital fitness
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84

RESEARCH ROUND-UP

74  Euro vision
How has the European health and fitness 
sector fared in the pandemic? Karsten Hollasch 
from Deloitte gives the headlines from the 
ninth European Health and Fitness Market 
Report in partnership with Europe Active

78  Rethink and reset
The global pandemic has dwarfed the impact of any 
recession, but how is the UK market bouncing back? 
LeisureDB does a deep dive into the numbers for 
businesses with members on Direct Debits, with 
the latest State of the Fitness Industry Report 2022

84  Live revival
Jak Phillips shares highlights from the Les Mills 
2021 Global Fitness Report which identifies 
seven key trends which will shape the way 
workouts develop going forward

90  Girls allowed
Research from the Women’s Sport Foundation has 
found teenage girls experience less enjoyment and 
more self-consciousness around activity than boys. 
What can the industry do to keep them engaged?

94  All in the mind
A round up of recent research into mental 
health and highlights from the gamechanging 
Move Your Mental Health Report from the 
John W Brick Mental Health Foundation’s

100 Exercise is medicine
A London hospital trust has found 
exercise can improve quality of life during 
chemotherapy and have a positive impact 
on tumour size and clinical outcomes

102 Exercise high
More exciting results from the UK about the 
power of exercise to treat serious conditions, 
including cancer, heart disease and arthritis

78
Hybrid models are here to stay

Consumers are loving being back in live classes
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WHO’S WHO

106 UK operators
A directory of leading UK fitness operators

124 European operators
Key operators in the European market

FRANCHISE SECTOR

130 Rolling out
Fitness franchise companies are making deals and 

136 Franchise profiles
More from énergie Fitness and TRIB  International

PRODUCTS & SERVICES

142 Company profiles
Key fitness suppliers and training providers

220 Product innovation
A round-up of some of the latest inspiring health 
and fitness innovations and recent launches

LISTINGS

228 Industry organisations
Health and fitness trade association contacts

230 Supplier contacts
Contacts for key industry suppliers and service providers
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Girls are calling for more fun sporting opportunities
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WELLNESS FESTIVAL
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750+ BUSINESS OWNERS, MANAGERS AND 
INVESTORS. 

250+ COMPANIES. 

50+ EXPERT SPEAKERS. 

40+ COUNTRIES. 

30+ HOURS OF BUSINESS TALKS. 

UNLIMITED NEW BUSINESS.
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Even before Russia’s invasion of Ukraine, 
the world was moving away from 
fossil fuels, but the act of aggression is 
hastening the acceleration of this trend. 

Researchers at the UK’s University of 
Exeter suggest half of the world’s fossil 
fuel assets will be worthless by 2036.

With some notable exceptions, (see 
our sustainability feature on page 44), 

slow to make major investment in 

OFF GRID

reducing its footprint – despite green 
kit being available which enables users’ 

However, with energy prices sky 
rocketing, we expect to see much more 
creativity around this issue, with operators 

use of surge pricing and energy futures 
manoeuvres, with operators transacting 
with energy suppliers to moderate usage 
at peak periods in exchange for payments.

Spa resort Six Senses Svart in Norway is off grid. Will health club operators follow? 

1 ENERGY GENERATION

2 WELLNESS CHEFS

3 GLUCOSE MONITORING

4 WEARABLE TECH

5 PLAY

6 TRAUMA PROCESSING

7 BROADENING MEMBERSHIP

8 THE METAVERSE

9 MEDICAL COLLABORATION

10 HYBRID MODELS

11 360 DEGREE APPROACHES

12 EATING DISORDERS

13 SOUND HEALING

14 GENDER NEUTRALITY

15 AUTOMATICITY

16 MINDFULNESS

17 AWE WALKING

18 FEMALE EMPOWERMENT

19 SHAKING UP BOUTIQUES

20 LOOKING AFTER STAFF

HCM takes a look at the top trends which will impact the industry in 2022 and 2023 

1. ENERGY GENERATION

           Fitness Trends
Numbers do not indicate a ranking

SN
Ø

H
ETTA

 PLO
M

PM
O

ZES

http://www.HCMhandbook.com


We expect to see the emergence 
of a new discipline, the wellness 
chef, who will overhaul the food 

as the dangers of things such as 

to help people in Cornwall, 

who have selected a cohort of 
patients to receive tuition in 

support from experts to manage 

we are what we eat and the more 

NEW PROFESSION

2. WELLNESS CHEFS
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Wellness chefs: experts 
in nutrition and food 
science will emerge

13Handbook 2022  



FITNESS FORESIGHT

www.HCMhandbook.comHandbook 2022  14

Two of the things we all missed during 
the lockdowns were human connection 
and play. For children, play is an essential 
part of development and, for adults, 
it allows the recapturing of that spirit, 

opportunity for families to bond and be 
active together, which has huge knock 

As a result, we’re expecting to see 

LIGHTEN THE MOOD

5. PLAY
more innovation in the industry around 
providing playful opportunities. For 
example, Rabble – which has transformed 
HIIT workouts into immersive, adrenaline-
fuelled games including playground 
favourites such as British bulldog, capture 

combines HIIT and primal movements. 
Furthermore, we expect to see 

a proliferation of playful, skill-based 
concepts like hula hooping and trapeze.   

Wearable tech has been in the 
top three trends of ACSM’s 
Worldwide Survey of Fitness Trends 
every year since 2016 and this 
year it’s at the top once again. 

This is a consistently evolving 
industry worth around $100bn 
(£81.5bn, €95bn), which has 
been further boosted by 
improvements in accuracy. 

The latest innovations include blood 
pressure, oxygen saturation, body 
temperature and respiratory rate  
monitoring and electrocardiograms.

4. WEARABLE TECH

Maintaining optimal blood glucose is 
fundamental to good health for both 
diabetics and non-diabetics alike.

New sensors are being developed 
by companies such as Biolin and Jagar, 
which will enable this important 
measure to be tracked non-invasively. 
Dexcom has recently made its 
proprietary systems available to 
companies such as Garmin, while 
Apple is thought to be looking to 
add glucose monitoring to the Apple 
watch, meaning glucose levels can be 
tracked in real time, on the move.

trackers on-site, retail them and use 
them for diagnostic connections 
with customers once available.

SENSORS

3. GLUCOSE MONITORING

HEALTH CARE
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Playful activities will 
grow in popularity
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MENTAL HEALTH

6. TRAUMA PROCESSING

The 
Body Keeps the Score
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We expect operators 
to embrace modalities 
which release trauma
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The pandemic widened existing health 
inequalities and led by Sport England 
and UK Active, we expect operators 
to look at ways to narrow this gap 
by engaging more people beyond the 
standard 15 per cent of gym goers. 

As well as broadening reach and boosting 

of the industry and improve the health of 
the nation, as more under-represented 
populations feel empowered to join a gym. 

In the coming years, we expect the 
membership base of clubs to broaden 
to commonly include older people – 
even in their 70s, 80s and 90s; younger 
people; greater representation from 

EVERYONE WELCOME

7. BROADENING MEMBERSHIP
the BAME community; more people 
with disabilities; people from the lower 
socio-economic groups and those who 
currently believe their appearance 
doesn’t conform to the gym ideal.

Now is a great time to capitalise. Sport 

inequalities within the sport and physical 
activity sector, with a £5.25m tranche 

people than ever are looking to prioritise 
their health: according to the 2021 Global 
Fitness Report, some 82 per cent of 
consumers regularly exercise (or soon plan 
to) and 75 per cent do gym-type activities.

Opportunities proliferate for operators 
who want to take advantage of this 
huge potential new market, some of 
whom might have engaged in some 

just need a little encouragement to 
overcome their fear of entering a gym.

We expect to see a great deal of 
creativity and change from operators, 
which will lead to the image of the health 

and inclusive. Organisations will address 
any cultural bias, change their marketing 
and recruitment strategies to be more 
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The industry will grow 
its membership base 
by being more inclusive
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https://www.healthclubmanagement.co.uk/health-club-management-features/Are-we-catering-for-Introverts/34323?source=search

Cited as a stand out trend of The 
Welltodo 2022 Consumer Wellness Trends 
Report,

primary care physicians and other 

in the treatment of a range of 

GAMIFICATION

GP REFERRALS

8. THE METAVERSE

9. MEDICAL 
COLLABORATION

Exercise is medicine
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Les Mills leapt into the metaverse with the launch of Bodycombat VR
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We know obesity is a massive problem 
globally, but we have to be careful we’re 
not so busy looking in one direction 
that we miss a big danger coming from 
the opposite side: eating disorders.

They spiralled out of control during 
lockdown. A report in The Lancet said there 
has been an uptick in Europe, Australia, 
North America, east and south Asia. In 
the UK, they are estimated by BEAT to 
have risen by around 300 per cent.  

Isolation, lack of structure and 
heightened anxiety during the pandemic 
were all triggers, along with the discourse 
on social media about having a “glow up”. 

NEXT EPIDEMIC

12. EATING DISORDER AWARENESS
Even positive messaging about taking 
daily exercise was often misconstrued by 
those predisposed to eating disorders.

There’s much talk about societies 
promoting obesity, but for those with 
eating disorders it’s the opposite: they see 
food labelled as good/healthy or naughty/
bad; calories listed on everything; slim 
and active being presented as the ideal.

can use gyms as weapons. Our industry 
must be part of the solution, not add to 
the problem, which is why it’s important 

courses and can arrange bespoke training.

Eating disorders are rising and the industry must be part of the solution

HOLISTIC HEALTH

11. 3600 APPROACHES
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Good health is not just about 
exercise. It’s not even about exercise 
and diet. It’s about a whole array 
of things: good sleep, gut health, 
adequate rest and recovery, mental 
wellness, stretching, breathing and 
tending to stressors such as toxic 
relationships and damaging habits, like 
perfectionism, people pleasing and 
lacking the ability to set boundaries. 

Increasingly, we will see the 
industry bring in experts who 
will be able to help members in 
all areas of their life and bring 
about a much needed balance.

Outdoor, online and in the club. Even 
though this legacy of the pandemic is 
a bit last year, it was such a seismic 
shift which changed the industry 
for good that it deserves another 
mention. This trend looks set to keep 
rolling and gathering momentum.

Most operators have already 
embraced this holy trinity of models 
as it is what consumers want, 
gives the advantage of connecting 
with members on a number of 
levels and broadens reach.

Going forward, we are excited 
to see how operators innovate 

all three training styles.

IN, OUT AND ONLINE

10. HYBRID MODELS

http://www.HCMhandbook.com
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Sound baths – a type of meditation 
where participants bathe in the 
healing vibrations of sound from 
Quartz crystal bowls and gongs 
tuned to strategic frequencies – is 
gaining traction and we expect to 
see more of this added to yoga 
sessions over the coming years.

According to ticketing and event 
platform Eventbrite, the number 
of yoga sessions with sound 
baths has doubled over the past 
12 months and is up 83 per cent 
from 2019, while the number of 
attendees to these events have 
increased by 115 per cent.

Sound therapy interacts with 
the body’s energy frequencies to 
induce deep states of relaxation. 

sleep and boost mental wellness.
Research published in the Journal 

of Evidence-Based Integrative Medicine 
found an hour of sound meditation 
reduced anxiety, anger, fatigue 
and depression and increased 
spiritual wellbeing. Researchers 
from Massachusetts Institute 
of Technology have used sound 
and light therapy to reduce the 

human responses – from when we 
are in utero – sound therapy has 
been around for millennia. Australian 
aboriginal tribes used the didgeridoo 

in Tibet in the 12th century.

GOOD VIBRATIONS

13. SOUND HEALING

Sound therapy can 
reduce anxiety, anger, 
fatigue and depression

www.HCMhandbook.com 19Handbook 2022  
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Our habitual approach to 
teeth brushing is known as 
automaticity – something we do 
without going through a conscious 
decision-making process.

sector to focus on ways to help 
people develop automaticity to drive 
adherence to self-care routines, such 
as exercise, stretching and meditation.

Scientists at the Les Mills Research 
Institute recommend positive 
feedback and providing social support. 
With exercise it is best to focus 
on frequency, not intensity and 
enjoyment, not physical results.

SELF CARE

15. AUTOMATICITY
Even in 2018, mental health charity Mind 
estimated that 40 per cent of all UK GP 
appointments were related to stress, 
and the Royal College of Psychiatrists 
has reported that GP appointments 
related to mental health since the 
pandemic have risen by 50 per cent. 
According to the UK’s Mental Health 
Foundation, 10 per cent of children have 
a diagnosed mental health condition.

That’s a lot of NHS time taken up 
with mental health, which the health 

we expect to see a lot more activity 
in this area, with mindfulness classes 
becoming as integral a part of the studio 

MENTAL HEALTH

16. MINDFULNESS EXPLOSION
programme as yoga and pilates and more 
operators likely to follow the approach 

designed space for mindfulness classes.
Following the success of meditation 

apps such as Calm during lockdown, 
we’re also seeing a proliferation of 
new meditation apps and platforms, 
such as MindLabs, which uses live and 
on-demand content to help people 
manage their stress and anxiety. 

Meanwhile, Aumio is a sleep, relaxation 
and meditation app aimed at children. 
Psychologist and co-founder Jean 
Ochel says it’s the app he wished he 
had when he was a kid with ADHD.

Globally, populations need help in boosting their mental resilience
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With between 1 and 2 per cent of the 
population not identifying with their 
birth gender, the world is becoming 

industry needs to follow suit.
The trans population have to 

risk-assess every outing and many 
report that the stress of this is often 

As a sector we can make this 
cohort feel welcome by signing 
up for Trans Awareness training, 
checking which pronouns members 

neutral toilets and changing areas.  

GENDER NEUTRALITY

14. NON-BINARY

http://www.HCMhandbook.com
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A study by the University of California 
has found that people feel positive 

could be applied to everyday life.

minute awe walks – where they mindfully 
noticed their environment, as opposed to 

NATURE

17. AWE WALKING
impressive environments in nature, 

positive emotions such as compassion, 

and appreciation for the world, while the 

walks promote a “small self” and 

a healthy sense of proportion in 
relation to one’s place in the world.

for nature and mindfulness. As the health 

who need a mental wellness boost.
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Awe walking boosts 
positive emotions, 
including compassion
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Natural female bodily processes 
have traditionally been cloaked in 
shame. Menopausal women can be 
the subject of ridicule, while some 
teenage girls give up sport because of 
embarrassment around their periods.

By 2025, a billion women in the world 
will be experiencing menopause, with 
six million more joining their ranks each 
year. Female empowerment, coupled with 

MENOPAUSE AND PERIODS

18. FEMALE EMPOWERMENT
means women are increasingly seeking 
support which gives them access to active 

of peri-menopause and menopause.

see more menopause interventions.
At the other end of the spectrum, 

we also expect to see creative 
interventions aimed at supporting 
teenage girls to be active, for example 

operators getting behind Women in 
Sport’s Big Sister campaign (see HCM 
2022 issue 5 p76). This partnership 
with Places Leisure, Places Foundation 
and Hey Girls CIC aims to create 
a girl-led support community.

We applaud initiatives such as Jessica 
Ennis-Hill’s Jennis Cyclemapping app 
which empowers women to train around 
their menstrual cycle and use this 
monthly hormone cycle as a superpower.
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We expect to see 
more programmes 
supporting women
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CLUB IN CLUB

19. BOUTIQUE SHAKE UP

CycleBar sites will be opened within existing LA Fitness and City Sports Clubs

STAFFING

20. LOOKING AFTER YOUR TEAM

Great staff make a great business
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HCM Fitness Trends archive
We will see more 
female programming 

2021

  GLOBAL MEMBERSHIPS
  MEDICAL
  OUTDOOR FITNESS
  FRANCHISING
  RETAIL LOCATIONS
  CELEB INVESTORS
  LIFETIME VALUE
  HOTEL GYMS
  WILD SWIMMING
  HYBRID EVOLUTION
  INSOURCING
  SUBURBAN GYMS
  OBESITY MANAGEMENT
  RECOVERY
  METABOLIC HEALTH
  LOW INTENSITY EXERCISE
  SNACKABLE WORKOUTS
  MENTAL HEALTH
  UPSELLING
  RUNNING

2020

  OUTDOOR FITNESS
  PPE
  DIVERSIFICATION
  HYGIENE
  FIT TECH
  DISTANCING CONTROL
  BUTT WORKOUTS
  STRENGTH TRAINING
  PE
  PANDEMIC INSURANCE
  MENTAL HEALTH SUPPORT
  ELIMINATING MALE BIAS
  SWIMMING
  POST-EXERCISE HEAT
  CATERING FOR INTROVERTS
  TRIM TRAILS
  ECSOD
  OUTDOOR GYMS
  SENOLYTICS 

ABOUT THE AUTHORS 
Liz Terry has been writing about and 
analysing the global leisure industries 
since 1983. She’s CEO of Leisure Media, 
which includes HCM in its portfolio of digital feeds, 
magazines and websites. Find out more at: 
www.leisuremedia.com  

Kath Hudson is a freelance journalist 
and copywriter, specialising in health 
and leisure, who has been writing across 
the Leisure Media titles since 1993. 

2019

  TRAIN LIKE AN ATHLETE
  FRANCHISING
  LIVE STREAMING
  BOXING
  ASSISTED STRETCHING
  BONE LOADING
  ALTITUDE TRAINING
  MENTAL HEALTH SUPPORT
  REVERSE AGEING
  HOME FITNESS
  BALANCE TRAINING
  VEGAN GYMS
  BOUTIQUES
  LAST IMPRESSIONS
  EMS
  RUNNING AND PARACHUTE
  DIAGNOSTICS
  CLIMBING
  AGGREGATORS
  BLOCKCHAIN

http://www.HCMhandbook.com
http://www.leisuremedia.com
http://www.fittechglobal.com
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2015

  MENTAL HEALTH
  CHARITABLE THINKING
  WELLNESS CITIES
  MAKING FITNESS FUN
  EVIDENCE & DATA
  CELLULAR HEALTH
  OVER-NOURISHMENT
  FATS & CARBS
  ACTIVITY TRACKING
  VIRTUAL OFFERINGS
  LONELINESS
  CIRCADIAN AWARE
  HARDCORE FITNESS
  NEUROPLASTICITY
  OIL, GAS AND SOLAR

2018

  AUGMENTED REALITY
  EXERCISE SUPPLEMENTS 
  FASCIA RELEASE
  SENSORY DEPRIVATION 
  MENTAL FITNESS
  PT MEDICAL TRAINING
  EQUIPMENT HOME DELIVERY
  EXPERT EXERCISERS 
  IN-HOUSE INJURY RECOVERY
  CHAKRA WORKOUTS
  CHILD-LED EXERCISE
  LEISURE CENTRE LUXE
  NATURAL ENHANCERS
  FREE GYMS
ACTIVE EDUCATION 

2017

  MENTAL HEALTH
  EPIGENETICS 
  VIRTUAL DESIGN
  INSECT DIET 
  RECOVERY
  BREATHING
  CLEAN EATING
  NON-GYM MEMBERSHIPS
  FITNESS AS ENTERTAINMENT
  ARTIFICIAL INTELLIGENCE
  MEDITATION SPACES
  FLUID GYM FLOORS
  TAILORED MEMBERSHIPS
  ACTIVE COMMUTING
  GROUP EXERCISE

2016

  INVISIBLES
  DNA TESTING
  BEACON TECHNOLOGY
  AROUND THE CLOCK FITNESS
  BUSINESS WITH A PURPOSE
  BIOMIMICRY
  CONTINUOUS UPGRADES
  CREATING EXPERIENCES
  AN END TO CONTRACTS?
  HAEMOGLOBIN TESTING
  FITNESS NIGHTS OUT
  GROWTH OF TRAMPOLINING
  CONSOLIDATION OF THE SECTOR
  AGE-FRIENDLY DESIGN
  AT-HOME FITNESS

Once again, we are 
predicting wearable 
tech as a top trend

http://www.HCMhandbook.com
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get your ticket: fibo.com

http://www.fibo.com
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THE BUILD BACK
After a crazy couple of years we’ve reached the endemic stage, giving us the chance 

to take stock of the impact COVID has had. So what’s new, different, better and 
what still remains a challenge? We ask industry experts for their thoughts…

When we look at what 
has changed in our 

industry, the answer 
is … everything

The past two years have been a 
wild ride for our industry. While 
we are on the road to recovery, 
a lot of questions remain, but we 

have learned some phenomenal lessons 

how important it is to be nimble, embrace 
technology, have critical relationships with 

voice with lawmakers, and so much more. 

Everything has changed. We will 

– but before what? The industry was 
already evolving and the pandemic 

On the technology side, we are seeing 

increased options for consumers, which 
creates a more competitive market.

On the other hand, US states such as 
California – which lost 39 per cent of 
operators – and New York, where 31 
per cent of facilities closed permanently, 
provide fertile ground for opportunities.

Liz Clark
President & CEO
IHRSA
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the virus and quarantines, but others 
were discovering new passions, such 
as painting, reading, cooking, and, yes, 

sports such as golf, skiing, paddle sports, 
and kayaking. More people than ever 
went outside to be active and those 
people actually got healthier during 
the pandemic. This provided a deeper 
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During the pandemic SUP 
boards were even harder 

appreciation for exercise and a more 
permanent focus on wellness, mental 
health, family time and overall life balance.

kind of customer. Perhaps it’s due to our 
short attention spans, but there has been 

fashion, gaming, technology and more. This 
is attracting a younger and more diverse 
generation to our products and services, 
and providing us with an opportunity to 

Finding talent is still providing a challenge; 
whether it’s friendly front-desk workers, 
exhausted from being on the front lines of 
mask and vaccine enforcement, or quality 
trainers, who left the employ of facilities to 
start their own home businesses. Facilities 

which rely heavily on ancillary services such 
as salons, dieticians and private lessons are 

unfortunately, gymtimidation continues for 
novice exercisers, and with more home 
exercise options on the market, recruiting 
this wary population remains a challenge.

would be well behind us and that we would 
be in full recovery mode. The COVID 
variants set us back – and it didn’t help 
that the most recent one coincided with 
January, traditionally the busiest month. 

But despite that, the appetite of consumers 
to return to the gym is back! On average, 
our member capacity rates are around 
85 per cent and increasing by the day. 

Operators should proceed with 
caution, learn from peers and don’t hang 
onto the past. It’s important to know 
your audience and recognise that what 
is right for one region might not be right 
for another. It’s also critical we maintain 
the unity the industry exhibited during 
the crisis and use it to make positive 

We find ourselves in a new world of 
opportunity to recruit an entirely 
different kind of customer

http://www.HCMhandbook.com
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As we enter the age of 
omnichannel fitness, 

operators have a golden 
opportunity to truly 

own the member journey 
beyond the four walls 

of their facilities
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With health high on the 
public agenda and 
consumers keen for 

2022 has already seen a rise in consumers 
focusing more on their wellbeing. According 
to the 2021 Global Fitness Report

biggest sport.

a massive shift in consumer mindset. The 
virtual reality space has vastly grown – in 
2021 there were reportedly more sales 

consoles. Les Mills has recently made waves 
in this space by launching a Bodycombat 

popular martial arts workout into the 

Members are continuing to incorporate 

consumers in the 2021 Global Fitness 
Report
60:40 split between the gym and home 
for their workouts going forward. As 

operators have a golden opportunity to 

by attracting fresh faces through their 

Considerable time spent at home 

Martin Franklin
CEO Europe
Les Mills International

globally has led to an increased appetite 

levels. As clubs continue to rebuild their 

connection will be key to their success.  

during the pandemic. This is a massive 

the barriers they may face and what they 

and attract fresh faces into facilities will 

force and establishing routes for beginners 

Bodycombat VR makes 
martial arts into a 
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Younger audiences want to 
see the organisations they 
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The industry has just 
been handed its biggest 

ever opportunity – 
not an easy one – but 
certainly the biggest

There’s no doubt the pandemic has 
left a deep mark on every business 
and some are showing that mark 
far more than others. The industry 

is starting to segment neatly into two 
camps. First, those who mourn the seeming 
normality of some kind of pre-COVID 
past yet appear frozen in the pain of their 
current reality. And the second camp, who 
have recognised that far from emerging 
into a new normal, we have emerged 
into an age of never normal, where it 
is going to take energy, bravery and 
commitment to evolve in order to thrive.

It’s in the hands of those who fall in the 
second camp to build the next future of 
our great industry and those from whom 
all of us can draw energy and inspiration. 

Whatever you do, make sure that you 
personally and your organisation fall into 
the second group, because the acceleration 
of the Darwinian evolution brought about 
by the pandemic will not take any prisoners.

A lot of people would have preferred 
there to have been no change. Change is 

of the plan and enforced – and speedy 
change is terrifying. However, the change 
has happened and we have no choice but 
to change too. The industry has just been 
handed its biggest ever opportunity – not 
an easy one – but certainly the biggest. 

It would be a shame if operators fell 
back into the old pattern of just selling 
memberships rather than embracing 
this opportunity to move from being 

categorically say that what we do makes a 

world is listening, because they’ve been 

Going forward, operators should think 

the younger generation want to support 
organisations which they see making a 

them and we need to respond by getting 
serious about our environmental practises, 
by owning our communities, knowing our 
members, embracing digital and making 

standards. This is a great opportunity. 
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Dave Stalker 
President
Europe Active
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Mike Hill  
Director
Leisure-net Solutions

The last two years have not only 
been a time of unprecedented 
challenge for the sport and 
physical activity sector, but one 

of fast change and adaptation. It is to the 
credit of the industry, its leaders and all 
those working within the sector that these 
challenges have been met and managed in 
an extremely positive and agile way. 

After seeing how we contributed 

successfully running vaccination centres 
and providing locations for testing and 
suchlike, health providers and local 
authorities now have a greater appreciation 
of the professionalism of our teams, 

There is also a much better 

can play in reducing the impact of this and 
future pandemics. One of the reasons the 

thought to be due to our relative lack of 

obesity compared with the rest of Europe. 
While challenging, the pandemic 

also presented opportunities and was 
responsible for accelerating the growth 

particular. Operators turned to technology 
to keep their customers engaged and, 
to a certain extent, maintain their 
memberships, book slots, provide cashless 
transactions, generate useful data and 
widen their community outreach. The 
use of technology was truly innovative 
and inspirational and is here to stay. 

evidence for both national and local 
government – about the size and value of 
the industry and the contribution it makes 
to activity levels and therefore wider public 
health – we certainly have better data. 

The pandemic has further increased 
disparities in health between the 
advantaged and disadvantaged. Local 
leisure centres and health clubs can and 
do play a critical role in helping to address 

that we have the data to prove it. 
According to data from Swim England, 

more than two million youngsters missed 
out on the chance to go swimming during 
the pandemic and as a consequence there 

The pandemic has 
further increased 

disparities in health 
between the advantaged 

and disadvantaged

Demand for catch-up swimming 
lessons has been hampered by 
a shortage of teachers
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is now enormous demand for ‘catch-

sector, although managing that demand 
with the current shortage of swimming 
teachers presents another challenge. 

The pandemic also forced operators 
to engage with their inactive members 

use the facilities. As a result, operators 

communicating with these members.
General gym sessions are yet to return 

to their pre-COVID levels, but the initial 
data is positive. The second quarter of 2022 
will be vital in getting a complete picture 
of how the sector is building back. 

http://www.HCMhandbook.com


www.HCMhandbook.com   Handbook 2022 35

This uncertain era is being viewed 
by academics as the greatest 
paradigm shift in the history 
of many key sectors. Society 

rarely has the opportunity to rethink and 
reset whole industries. But the number of 
scholarly articles for rethinking education, 
social care, transport, work and the 
environment out-number the articles on 

governments without hard data, without 
academic articles, without the openness and 
transparency of peer review and without 

No aggregated hard data or numbers 

government and other agencies could relate 
to during the pandemic. In a year in which 
making sense of the numbers became a 

David Minton
Director
The Leisure Database Company

matter of life and death the industry had no 
data to share. The UK government had hard 
numbers on age-standardised mortality 
rates by age and vaccination status, but 

of visits weren’t linked: the numbers 
would have been desperately unreliable. 

COVID-19 hit the oldest hardest, 

However, there was no breakdown of 

health club members were in these four 
key age groups. The industry has a role 
to play in improving the health of the 
nation, but to move from around 15 per 

means a total rethink of ageist attitudes. 

workouts were viewed on YouTube, 
TikTok, Facebook and Amazon and 

age and are prepared to be transparent 
about participation and activation.

learn from their mistakes and I believe 
 

To move from around 
15 per cent penetration 
to 50 per cent, or higher, 
means a total rethink on 

product to combat ageism

Peloton was a pandemic winner 
logging 200m workouts in 2021

Confronting ageist 
attitudes would 
boost penetration

http://www.HCMhandbook.com
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COVID has presented challenges 
to society, but as the immediate 
crisis recedes, our sector could 
be part of the solution. There 

is undoubtedly now a wider recognition of 
the role this sector can play in improving 
people’s lives. Not just through physical 

that sport and physical activity can bring 
communities together. 

I believe the commercial side of 
the sector will recover well. We have 
a really dynamic and competitive 
private sector in the UK, which drives 

Tara Dillon
CEO 
CIMSPA

As a sector, we need 
to keep lobbying and 
educating politicians, 

and earning the 
confidence of health 

professionals
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to understand the potential of what we do; 
moving us out of the “gyms and running 
around” box and into a place much more 
closely aligned to the wider health system. 

Improvements and Disparities is one 
of those signs and, given its focus on 
prevention, could be a very positive step 
forward this year. This could start to 
really harness the potential of our sector 
to keep the population healthier and 
attract the much-needed commitment 
and investment from government to 
unleash our extraordinary ability to 
create change for generations. The 
publication of the Levelling Up White 
Paper signalled some recognition of this.
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up innovation and quality, to the 

and urgent, challenges when it comes to 
the investment that’s needed to reopen 
and maintain facilities which provide 
essential services to communities. This 
ultimately requires strong and innovative 
leadership and targeted investment 
from central and local government. 

Despite some of the frustrations we 
had with how the sector seemed to 
be viewed during lockdown, I do see 
encouraging signs that politicians and 
healthcare professionals are really starting 

The industry needs to 
keep working to train and 

INDUSTRY INSIGHTS
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The implementation of Integrated 
Care Systems, due this year, is another 
development which has great potential 
for empowering our sector to play a 
bigger role in the nation’s health, and 
to forge closer partnerships with the 
NHS, local councils and others. We need 
real political will, focus and investment 
to make all of this happen and as a 
sector, we need to keep lobbying and 
educating politicians and earning the 

A key part of that is demonstrating our 

professionals we know them to be. We 
all need to work together to continue 

I do see encouraging 
signs that politicians 

and healthcare 
professionals are really 
starting to understand 

the potential of 
what we do
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high-quality training and development, 
attracting good people into the sector 
and creating clear pathways through it. 
At CIMSPA we will certainly continue to 
play our part in all of that, working with 
our fantastic partners and members.

While cognisant of the immediate 
challenges, I am positive about this 
sector’s commercial future and the 
impact we can have on society. But this 
can only truly be realised at scale if that 
potential is matched by the political will 
to change how the sector is viewed and 
invested in, with a genuine recognition 
across government of the breadth of 

The pandemic has shifted 
the way the industry is 
viewed by many people 

http://www.HCMhandbook.com
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As in many other industries, the 
pandemic had a major impact 
on the development of the 

the past two years. The closure of clubs 
in spring 2020 across almost all European 

when memberships of existing customers 
had to be frozen and no new customers 
could be attracted. In the European Health 
& Fitness Market Report 2021, Europe Active 
and Deloitte quantify the revenue and 
membership decrease of European brick-
and-mortar club operators in 2020 at -32.9 
per cent and -15.4 per cent, respectively.

routines, two major trends – digitally 

unprecedented surge in demand. Even 

Europe Active and 
Deloitte quantify the 

revenue and membership 
decrease of European 
brick-and-mortar club 
operators in 2020 at 

-32.9 per cent and -15.4 
per cent, respectively
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if monetisation stays a key challenge, 

meditation apps was predicted to more 
than double its revenues in 2021 (€2.6bn) 
compared with the pre-pandemic year 2019 
(€1.2bn) according to the Statista Digital 
Market Outlook. For the trending home 

achieved record sales based on the sales 
of home trainers, exercising mats or 
dumbbells to private customers. Also, 

Peloton, Tonal or Mirror, which combine 

a surge in usage and attention.
After most operators had to cope with 

Karsten Hollasch 
Global private equity leader 
Deloitte

PH
O

TO
: S

H
U

T
TE

R
ST

O
C

K
/C

RE
AT

IS
TA

Digitally enhanced and 

became popular 

INDUSTRY INSIGHTS
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another period of club closures in winter 
2020/21, European gyms started to re-open 
between April and June 2021. The relatively 

enthusiasts appreciate the social interaction 
and the availability of professional 
equipment in brick-and-mortar clubs. 

In this context, countries with 

relatively high share of short-term contracts 

increase the hurdle for on-site workouts. 
At the same time, a decrease in 

demand for (digital) home gym equipment 

The pandemic has shown that 
boundaries between the different 

areas of the fitness ecosystem 
become increasingly blurred, 

leading to a seamless integration 
of a variety of fitness offerings

the beginning of the pandemic, after 
the re-opening of clubs in 2021.

A number of challenges remain for 

products, as well as outdoor exercise, 
which all became extremely popular during 
times of club closures. In this context, the 
emerging trend of digitalisation should 
be seen as an opportunity to enhance 

When these challenges can be overcome, 

The pandemic has shown that boundaries 

blurred, leading to a seamless integration 

Also, the high level of innovation and 

experience based on individual preferences. 
More insights on the development of 

an in-depth Europe Active consumer 
behaviour study among 11,000 
consumers in 19 European countries, 
are portrayed in the European Health 
& Fitness Market Report 2022. 
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Fitness enthusiasts are 
coming back to clubs for 
equipment and instructors
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Following the pandemic there is 
undoubtedly a far greater awareness 

and a real desire to tackle the 

elite sport. However, as we saw from the 
Yorkshire Cricket Club debacle, racism goes 
deep in our culture and although women’s 

is still rife. We are nowhere near addressing 
these deep-seated beliefs and behaviours 
in most of our organisations and the 
diversity of our workforce and governance 
structures remains outdated and biased. 

Access to opportunity by those living in, 
or with, poverty remains a huge and growing 
problem. A recent cricket story showed 
young people needed to pay £1,000 a year 
to access the sport in many clubs. In public 
facilities and private gyms membership 
prices still often present a barrier. 

The longer term economic impact of 

As we saw from the 
Yorkshire Cricket 

Club debacle, racism 
goes deep in our 

culture and although 
women’s sport is now 
getting more profile, 
misogyny is still rife
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Martyn Allison
National advisor culture and sport
Local Government 
Initiative Department

Sports clubs continue to struggle with 
membership levels, some private gyms 
and leisure clubs have not survived 
and most councils are re-evaluating 
how they deliver sport and leisure. 

The sector’s leadership is now facing two 
fundamental, interconnected dilemmas. 

– particularly to those who need better 
health the most – without the injection 
of more public money. Without such 
investment our only route to survival 
is more commercialisation and income 
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Cost is still a barrier to 
physical activity: cricket 
clubs are costly to join 

INDUSTRY INSIGHTS
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Sports clubs continue to struggle with 
membership levels, some private gyms 

and leisure clubs have not survived 
and most councils are re-evaluating 
how they deliver sport and leisure

Bias, discrimination 
and misogyny need to 
be rooted out of all 
industry organisations

http://www.HCMhandbook.com


THE GOOD, THE BAD,
AND THE META 

I
n 2020 we traversed a health crisis, 

MENTAL WELLNESS
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The future is about 
content, community 
and engagement

Whatever your health and fitness
background, you will have felt
significant shifts in underlying

consumer behaviour over the last year.
Emma Barry shares her original viewpoint

on where we’ve been and where we’re going...

INDUSTRY INSIGHTS
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with our latest browse - Air Jordans – we 
head upstairs to be greeted by name 
and our size. When we arrive home, we 
receive a digital workout, highly rated by 
other Air Jordan owners. Slam. Dunk. 

and, at member request, many businesses 
have retained an outdoor element. 

ESSENTIAL INDUSTRY
We tried new things and made new friends. 
We upgraded our fortress at home, and 

Industry associations linked their well-
intentioned arms to take on the politicians, 
and competitors jumped into the trenches 

become less about the folks across 
the street and more about raising the 

Personalisation became more personal. 
Technology and our neighbours in retail 

sectors weighed in, providing more 
personalised goods and services – be it 
food delivery services, beauty regimes, 
buying a custom Tesla or 24/7 wearables.

We self-managed. With a hospital and 
a gym on our wrist or in our boxers, a 
patch on our skin, or a sensor on our 
phone, we are suddenly okay with a digital 
doctor, joining a virtual line, deciphering 
our medical-grade diagnostics and being 
fed our daily predictive activities based 
on what we already have in the tank. 
Are we there yet? Of course not, but 
it’s approaching like a freight train.  

into the broader ecosphere of wellness 
and started cross-breeding with adjacent 
sectors, hyper-personalisation has 
spawned micro-segmentation. The 
more we expect things a certain way, 

“It’s out with the ‘harder, faster, leave it
on the fl oor’ and in with the invitational, 

all-inclusive, behavioural goal setting”

starts with programming the mind. The 

engaging neural science at their core. 
Out with the “harder, faster, leave it on 

all-inclusive, behavioural goal setting. 

emotions. We languished. We sought 
enough structure to feel secure, but 

still making choices. We struggled 
to make sense of the metaverse 
suddenly coming online. Time slipped 
and dragged simultaneously and we 

Omnichannel got good. We can now 

greeted at the door as our phone pings 

Les Mills has raised 
the bar again with 
BODYCOMBAT VR
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the more particular we are. Getting it 
wrong for customers in the future will be 
annoying, expensive and ultimately fatal.

The customer and candidate are in 
charge. The big quit has resulted in a hot 
labour market. With so many leaving we all 
must realign workplace priorities. Flexibility, 
wellness and mental health support are 
expected in packages today. We are an 
inherently good and passionate sector, 

Recovery is the new black and the holy 
grail of Super Bowl Champions and NBA 
stars – the extended elite careers of Tom 
Brady and LeBron James stand testament. 
Wearables have tightened the clasp on 
being both a motivator and a diagnostic 
tool. Percussive therapies, hot and cold 
treatments, compression and the meteoric 
rise in meditation and mindfulness apps 
and sleep-tech brands like Eight Sleep 

technology and personal biometrics. 

OPTICS ON 2022
Expect “new” normalcy. This is predicted 
to settle around Q4 2022 to Q1 2023, 

with “long covid” expected to linger in 
some businesses and their owners. 

The tailwinds of change will spark 
more consolidation, including a graveyard 
of digital platforms as the demands of 
both the cost of acquiring customers and 
keeping up with the feature set compound. 
HVLP clubs will continue to print money 

conscious of cost and convenience. Cue 
Planet Fitness, Pure Gym and Basic-Fit. 

Cue Xponential, United Fitness Brands, 
International Franchise Association. The 
big-box model is now spread down the 
strip mall for these brands. Triple-digit 

alarming decline will steady as demand 
and supply settle. Similar pressures are 
being felt in some clubs with a mass 
exodus of personal trainers who have 
made hay in the new remote regime 
where they keep the entire take. 

ALL ABOUT COLLABORATION
The future is pairing, partnering and an 
open API. A royal rollup as we enter the 
age of collaboration. Pipes and platforms, 
funnels and clicks – all roads lead to an 
elegant user experience – an easy, one-
click wonder, and Apple knows it. 

the moment for athleisure: from Barre 
to boardroom with “Mirror, mirror 
on the Lululemon leggings wall,” 2021 
met us where we were (omnichannel), 
and 2022 is positioned to be the year 
we embrace the varied routine: multi-
modal movement and mindfulness 
from one or several brands we love. 

The future is tech. The tech titans 
GAMMA (Google, Amazon, Meta, 

full force of their resources. Names 
we’ve never heard of are coming. 

Augmented Reality (AR) should 
change the game within three years, 
and Virtual Reality (VR) is a compelling 
training simulator for high-risk jobs like 

The future is tech: 
new players will 
enter the industry
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“The fi tness pie got bigger and the
slices got smaller. As fi tness has
started cross-breeding with adjacent
sectors, hyper-personalisation has
spawned micro-segmentation”
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FINAL THOUGHTS
For the head:

 Some will do live-only experiences. 
Some will do digital-only. Most will 
do both. Determine how you will 
show up in that ecosystem in ways 
that matter to your members. 

 Obsess over a small set of 
critical customer-centric metrics 
and lead with engagement.

 Be ok with more touchpoints 
but fewer visits.   

 Go for continuous, 
personalised, actionable data.

For the heart:
 Create joy for the people you serve. 

 Measure happiness.

 
your user experience.  

 Eradicate barriers of judgement as 
you build walls to protect your health. 

 Generate FOMO for live 
experiences by selling the 
sizzle of being there. 

 Be ubiquitous for your members. 

 Partner with complementary others 
to exponentially deliver more delight.

Pilates, breathwork and 
yoga will see double to 
triple digit growth
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A
ccording to CEO Tim 
Hollingsworth, Sport England 
wants to get everyone active: “We 
know certain groups – such as 
women, people with long-term 
health conditions, disabled people, 

people from ethnically diverse communities 
and lower socio-economic groups – are 
more likely to be inactive. We can only 

by thinking about long term change.”
As a result, Sport England and UK 

agreement to tackle these inequalities, 
backed by a £5.25m funding package. 

Currently, those from the BAME 
community, the lower socio-economic 
groups, people with disabilities and 
deconditioned people are under 
represented in gyms. They are missing 

The pandemic made health inequalities worse, but 

Sport England and UK Active have partnered up 

to tackle it. Which demographic groups are losing 

out and what can the health and fitness sector 

do to include them?  Kath Hudson reports…

NOT FOR ME

activity: inactivity is in the top 10 causes 
of ill health in the UK and the failure to 
engage widely with these populations is 
limiting the gym industry’s penetration.

Barriers for not engaging are frequently 
complex, but commonly include a lack 
of representation, cost and a feeling 
that the gym environment is not for 
people like them. It is very important 
for operators to show these prospective 
members that you respect them and 
welcome them to your facility. 

This includes using diverse imagery 
across all marketing channels, employing 
people from these communities and 
consulting with them about what they 
want and then following through so 
they feel comfortable at your facility. 

discrimination training, is something to 
aim for. Most importantly, as you move 

towards a more diverse and inclusive 
environment, steer clear of tokenism 
and falling into patronising behaviour.

RACE MATTERS
According to Sport England research, 
black, Asian and Chinese adults are 
the least active ethnic groups. People 
of colour lack representation in the 

when they are employed there is not 
necessarily a culture of inclusion.

Swimming in particular has been 
called out as failing to meet the needs 
of black people. Research by the Black 
Swimming Association found that 95 
per cent of black adults, 80 per cent 
of black children, 93 per cent of Asian 
adults and 79 per cent of Asian children 
in England either can’t or don’t swim.

Between 2016 and 2019, of the 10 per 

INDUSTRY INSIGHTS
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cent of athletes funded by UK Sport who 
were of Asian, black and mixed heritage, 
only 1 per cent were black. Among the 
aquatic workforce only 3 per cent of 
lifeguards are of African, Caribbean and 
Asian heritage. There is no representation 
at senior leadership or board level.

According to Danielle Obe, chair of the 
Black Swimming Association, inclusion 
and diversity in aquatics can’t be taken 
forward without tackling inherent systemic 
and institutional inequalities: “This isn’t 

sector must take a systematic, long-term 
and integrated approach to change.”

Obe says change has to start with 
community engagement, research and 
collaboration and calls for operators 
to appeal to this cohort through 
direct community engagement, 

messaging campaigns, research and 
collaboration with the BSA.

The industry is aware of the problem. 
Last year, the Swimming Teachers’ 
Association (STA) and UK Active 
commissioned the Inclusion in the 
Swimming Industry report. This found 
swimming teachers believe those being 
excluded include people from low 
socio-economic backgrounds, some 
religious groups, ethnically diverse 

communities and people with disabilities.
STA chief executive Dave Candler says 

the organisation is deeply committed 
to change: “This study was important 
for us to understand perceptions, 
incentives and motivations and how, as an 
organisation, we can represent and support 
the industry at this time of increased 

for improvement – the crucial elements 
for furthering the inclusion agenda.” 

“
95 per cent of black adults, 80 per cent
of black children, 93 per cent of Asian
adults and 79 per cent of Asian children 
in England either can’t or don’t swim

Alice Dearing made 
history at Tokyo 2020 
by being Team GB’s 
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L
ower socio-economic status 
(SES) is a determinant of many 
of the health problems which 
emerge at older ages, according 
to research published in 2020, 
led by Professor Andrew 

Steptoe from University College 
London. The study also found low 
SES is associated with a faster decline 
in age-related functions, including 
grip strength and gait speed, sensory 
function, physiological function, 
cognitive performance, emotional 
wellbeing and social function.

Those with lower SES are at 
increased risk of premature mortality; 
the development of serious conditions 
such as coronary heart disease, 
diabetes and depression, disability 
and dementia, as a result of chronic 
allostatic load (the cumulative 
burden of chronic stress and life 

and lifestyle factors, including 
smoking and sedentary behaviour.

The Next Fitness Consumer report 

likely to exercise than those in lower 
socio-economic groups. American 

households with incomes of at least 
$150,000 (£144,000, €136,000) a 
year are more likely to be active 
than those from households with 
an income of less than $50,000 
(£38,000, €45000) a year. 

These stats are also borne out in 
the UK, where Sport England’s 
Active Lives

socio-economic groups and their 
engagement in sport and physical 
activity. Lower socio-economic 
groups are the most likely to be 
inactive (33 per cent) and the least 
likely to be active (54 per cent).

EMPOWER COMMUNITIES
In its report Understanding and 
addressing inequalities in physical 
activity, Public Health England 
recommends diversity training which 
challenges bias should be mandatory 
for all workforces and that a range of 
accessible communication tools are 
needed across all languages, braille 
and sign language. Best practice should 
then be shared across communities, 
regions, organisations and sectors. 

ALL ABOUT 
THE MONEY

“
Lower socio-economic
groups are the most
likely to be inactive
(33 per cent) and
the least likely to be 
active (54 per cent)

Young people look 
for a positive social 
environment and fun

INDUSTRY INSIGHTS
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The report said interventions for 
younger children should focus on 
encouraging a positive social environment 
for physical activity and adolescents 
should be involved in designing 
interventions. Partnership working with 
families is important – showing, rather 
than telling, families how to change 
behaviours – and designing interventions 
which help with engagement. 

Providing a fun and social taster session 
for families could be a good starting point, 

being as low cost as possible, for example 
peer-to-peer support, free swimming 
programmes and family-based walks.

It is important that solutions are 
sought in partnership with communities, 
so they are needs-driven and individuals 
can take ownership of what is being 
delivered. In order to empower 
communities and foster autonomy, 
there should be opportunities for role 

AGENTS OF CHANGE
A good example of this is Street Games, 
which takes sport into disadvantaged 
areas and engages communities to get 
active. Working in partnership with an 
open network of more than 1,500 locally 
trusted organisations, Street Games puts 
young people at the centre of their work, 
empowering them to be leaders and 
amplifying their voices. They have given 
access to activity in more than 4,000 
poverty-hit localities across the UK.

The organisation is set to receive 
£10.5m from Sport England over the next 

and national level. Sport England CEO 
Tim Hollingsworth says this is about long 
term change and Street Games is one 
of many partners helping to do this. 

Street Games’ CEO, Mark Lawrie, 
says opportunities to get involved in 
sport and activity are currently too 
dependent on background, gender, 
bank balance and postcode. 

“As we continue to build back from 
the impact of the pandemic, it is more 
important than ever that young people 
in underserved communities are given 

which sport and physical activity 
brings,” he says. “Key to achieving this 
is working with partners to develop a 
greater understanding of what young 
people in these communities want 
and how to cater for their needs.” 

MANCHESTER PROJECT

Access Sport in a ground-breaking project 
to tackle the stark health inequalities 
across Greater Manchester. The 
partners are combining resources and 
expertise to improve the lives of 15,000 
disadvantaged local young people and 
their families over the next two years.

The partnership aims to bring young 
people into community sport and provide 

Institute of Health & Performance to 
allow them to experience sporting 
opportunities, learn to cycle and inspire 
the next generation of community leaders.

Compared with the rest of England, 
Manchester has almost double the number 
of children under 16 living in poverty and a 

aged 10 to 11 who have excess weight.
The partnership will build upon 

Access Sport’s community sport 
development model while utilising 

and educational resources.
Helen Rowbotham, CEO of Access 

Sport, said this will reach many young 
people who are currently excluded from 

of charity, Brendan Street, says improving 
health inequalities will also lead to better 
employability skills and social mobility. 
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ANY BODY 
WELCOME

A
recent study by The Activity 
Alliance showed twice as many 
disabled people felt COVID 
greatly reduced their ability to do 
sport or physical activity (27 per 
cent) compared with non-disabled 

people (13 per cent). And although 70 per 
cent of people with disabilities say they 

by the physical, logistical and psychological 
barriers.

Hal Hargrave, CEO of The Perfect 
Step, says there are many barriers to 
entry for people with disabilities: fear 
of making symptoms or conditions 
worse and the unpredictability of the 
condition, motivation, time, lack of 
support and cost, as well as concerns 
about navigating around the facility and 
being able to use the equipment.

“In the gym environment self-

says. “And this is compounded by the 
fact that physical activity messaging and 
imagery is often still geared towards 
communicating structured sport and 

and are dressed in sportswear, which turns 

need to be an expert in numerous 
conditions and impairments to be able 
to support this audience. “It can simply 
be about asking the right questions 

7,500-strong gym estate is accredited by 

Initiative: less than 1 per cent. Many 
have accessible entrances, but have 
not given any thought to how disabled 

people will use the equipment, as many 
wheelchair users need gym equipment 
which allows them to stay in wheelchairs. 
Some blind people need voice-activated 
equipment. People with learning disabilities 
may need extra time with a coach so 
they can learn how to use the kit.

NEGATIVE ATTITUDES
According to Kamran Mallick, CEO of 
Disability Rights UK, negative attitudes 
are a big barrier. “We hear from our 

Less than 1 per 
cent of gyms 
are inclusive

Gyms can be 
intimidating for 
wheelchair users

INDUSTRY INSIGHTS
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community that negative attitudes towards 
their impairment, or being treated like an 
afterthought or burden can dishearten 

   “But the purple pound is worth around 

industry must stop treating disabled 
people as an afterthought. Engage with 
this population, ensure your workforce 
is as diverse as the community you 
serve and always design inclusively.” 
   No stranger to the gym environment, 
founder of CG Yoga and Nutrition Casey 
Newton found going back to the gym 
after a mountain bike accident a daunting 

barriers around space and equipment.
“Moveable seats on gym equipment 

so wheelchair users can use kit from the 
chair, or adapted gym equipment would 
be helpful,” she says. “And it would make 

help me, because currently I can’t go to the 
gym on my own. Wider spaces to allow 
wheelchairs to be manoeuvred between 

for wheelchair users with easy access to 
the weight rack, would all make life easier.”

With its sector-wide consultation, 

the successful Instructability programme 
which helped hundreds of disabled people 

Ray Ashley, director of partnerships 
for Activity Alliance, says gyms have a 
huge responsibility to ensure facilities are 
both inviting and accessible and involve 
disabled people in the decision making. 

“There are so many ways facilities 
can support disabled people to be 
active and make it a meaningful 

considered the space and equipment’s 
accessibility is an important part, but 
so is actively engaging with disabled 
people within the local community.

For facilities to be genuinely inclusive 
and welcoming, more disabled people 
must be part of the decision-making and 
consulted throughout. We cannot continue 
to ignore a large proportion of our society 
within the leisure industry if we want 
to tackle deep-rooted inequalities.” 
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“
Although 70 per cent of people with
disabilities say they want to be more
active, they are put off by the physical,
logistical and psychological barriers

Everyone Can, UK Active has recognised 
the problem and made a commitment to 
improve inclusivity and accessibility. It will 
be working to raise awareness, develop 
collaborative partnerships with the 
disability sector and share learnings and 
evidence. This year began with a series of 
roundtables bringing members together 
with organisations from the disability 
sector to progress the conversation.

UK Active chair, Tanni Grey-Thompson, 
says: “Over the coming year we will deliver 

including the needs and motivations of 
disabled people and the recommended 
solutions for the sector to implement.”

STARTING THE CHANGE
For operators wanting to improve their 

both The Activity Alliance and We 
are Undefeatable are good places to 
start for resources and support. 
   Disability charity Aspire has also 
released three guides to support the 
industry to attract more disabled people 
to the workforce. Employability Leisure 
aims to create more accessible and 
inclusive training and workplaces, following 

Casey Newton 
would like more 
accessible gyms
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ONE SIZE 
DOESN’T 
FIT ALL

A
ccording to The American 
Council on Exercise (ACE), 

experts can often exhibit 
weight bias. As a result, the 
organisation is campaigning 

for exercise professionals to create a 

Speaking for ACE, Tasha Edwards 
says there is a lot of judgement 
around weight, for example – 

assumptions about an individual’s 
skill level or commitment based on 
their body, or assume they want 
to lose weight. “Health, wellness, 
endurance and strength are not 
determined by size,” she says. 

“In order to create an inclusive 
environment, it is important for 

and address their own biases, as this 
is the root cause of how cultures 
are created. Employ management, 

of all ages, sizes and colours.”
Edwards also says avoid adverts 

which only portray one type of 
body and stop using phrases like 

“bikini body” and “do this to get six 
pack abs”. Choose not to do weight 
loss challenges, or sell products 
marketed as weight loss products.

Also, remove anything which draws 
attention to weight, such as scales and 
BMI charts. Know the weight limits 
of equipment and have a variety of 
equipment, so people don’t feel shame 

bench or closed chest press machine.
ACE has launched a new course 

to counter bias in the sector; Equity, 
Diversity and Inclusion in the Fitness 
Industry. This lays the foundation for 

health and exercise professionals to start 
building a more inclusive environment.

Topics include the proper terminology, 

employ so clients and prospective clients 
feel comfortable knowing trainers are 
properly equipped on how to approach 

“For too long, inclusion just hasn’t 

says ACE CEO, Scott Goudeseune. “This 
course will help exercise professionals 

services to communities that have felt 
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“
In order to create an inclusive
environment, it is important for
owners and operators to fi rst identify
and address their own biases

Real people are 
frequently absent 
from imagery
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T
he world is still catching up 
with the fact that gender is 
in the head, not between the 
legs. In the meantime, 40 per 
cent of trans people and 50 
per cent of non-binary people 

adjust the way they dress because of 
fear of harassment or discrimination. 

Alarmingly, 85 per cent of trans people 
consider suicide and 41 per cent attempt it. 
A world without prejudice, where people 
are accepted as being humans, as opposed 

The size of this demographic is still 
relatively unknown, however, The 
Williams Institute at the UCLA School of 
Law estimates 11 per cent of LGBTQ+ 
adults in the US – approximately 1.2 
million people – identify as non-binary.

TRANS AWARENESS
According to Keri Blue, co-founder of 
Be Trans Aware, which runs a Trans 
Awareness training course, non-binary 
and trans people have to risk assess every 
outing: “The shops we enter, whether 

– sometimes it can cause too much anxiety 
to do the things we would like to do.”  

However, there are some easy 

immediately make this cohort feel 
more comfortable and respected. 

Ask which pronouns people use, send 

that the company ethos is to be inclusive 

symbol on your website so this community 
knows your facility is a safe place.

Audit marketing across all channels, 
so it is inclusive and diverse, with images 

races, disabilities and sizes. A longer term, 

neutral options for changing and showering, 
in the meantime, consider adding sanitary 
bins to the male changing areas. 

GET WITH 
THE TIMES

“
Alarmingly, 85 per cent of trans people
consider suicide and 41 per cent attempt it

Non-binary people 
have to risk assess 
every outing

The world is no longer binary
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I
Reduce the care burden

Integration and Innovation: 
working together to improve health and 
social care for all

Training staff

GROWING UP
The UK’s care bill is growing and the pandemic has

impacted the activity levels of older people which

will result in reduced health down the line. It’s time

for the sector to step up. David Minton reports…
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Financially, the care
sector is four times larger
than the fitness industry
and yet it’s generally
ignored by the sector

“

Only 1 per cent of the 
industry’s membership 
base is over 65
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– brings the latest thinking and current 

good to see PTs will have a more advanced 
set of skills and deeper understanding 
to support this growing client group.

also help move the national conversation 
on following the pandemic. Some of the 
most important conversations the industry 
needs to be having are around how we 
can age better and how we can liberate 

Octogenarian triathletes
Some sports, such as triathlon, are 
organised by age group categories 

Chiba prefecture in Japan became the 

Record for being the oldest person 
to compete. Marie Dorothy Buder is 

Edwina Brockleby became the oldest 

physical activity for older people.

of National Lottery money supporting 
projects encouraging inactive older 
people to move a little more each 

Health, for example, is for everyone to 
have access to short, free and friendly 
healthy walks to help people become and 

funded projects – is a wellbeing business 
for older adults, providing training for 

activity classes and healthy movement.

Healthy movement

and so prioritising healthy, balanced 
movement has become the focus of 

Declining muscle 
mass is part of ageing, 
but it can be stopped

HALO produces personalised 
programming of everyday movements
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both the largest companies in the 
world and countless start ups.

Amazon has introduced Movement 
Health as a new feature on HALO, its 
wrist-worn health and activity tracker. 

computer vision and machine learning 
to produce personalised programming 
of everyday movements we mostly take 
for granted and do without thinking.

Ageing is now the predominant cause 
of disease worldwide and yet it remains 
poorly understood. The Institute of 
Healthy Ageing at University College 
London is the centre of excellence 
for research on the biology of ageing 
and ageing-related diseases – one 
of the most important challenges 
in biomedical research today.

Harvard Health and the American 
Society for Bone and Mineral Research 

Keiser and Power Plate, to publish a 
considerable amount of research on older 

If the fi tness industry 
grew its membership 
base from the current 
1 per cent to 15 per 
cent of members aged 
over 65, it would 
double the value and 
size of the industry

“

Strength training is key
Ensure strength training is part 
of your offering for older people. 
A recent study has found that 
older women who engaged in 12 
weeks of high speed bodyweight 
resistance training saw amazing 
improvements, from improving 
power to reducing their risk of falls. 
Ageing adults who incorporate 
high-speed resistance training 
can improve their functional 
capacity to perform daily tasks.

increasing bone density, preventing and 
controlling osteoporosis and increasing 
strength and muscle mass, to name a 
few, so our knowledge is increasing.

The NHS encourages some type of 
physical activity every day and the more 
you do, the better. However, these 
guidelines – along with the retirement age 
of 66 in the UK – perpetuate the myth 
that 65 is old, when it’s not. Like me, the 
majority of my fellow Boomers are still 
working and staying active. In 10 years’ 
time, 27 per cent of the UK population 
will be aged 70 plus. It’s never too late 
to start exercising and for many, 70 will 
be the new 60 and 60 the new 50. 
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F
ocusing on ability rather than age 
in both the delivery and marketing 
of activities – as well as making 
exercise easy, accessible and social 
– in order to incentivise people to 
take part with friends, was a key 

takeaway of UK Active’s report, published 
in June 2021. Based on evidence gathered 
by the UK Active Research Institute, Life 
In Our Years is the most comprehensive 
consultation ever undertaken for the 
over-55s. More than 100 adults – aged 
55 to 90 years of age – took part in focus 
groups, where they were asked what would 
incentivise them to exercise more in the 

Low activity 
Only 54 per cent of adults over the 
age of 55 complete the World Health 
Organization’s recommended 150 minutes 
of moderate intensity physical activity 
per week, with just over a third (34 per 
cent) doing less than 30 minutes a week, 

Sport England’s latest Active Lives 
Survey bears out this trend, showing 

The case is there to get more

older people active, but

what does this cohort want

from the fitness industry?

UK Active’s Life in Our Years
report asked them… 

Older people want 
activities to be fun, 
social and ability based
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that the number of adults aged 55 to 74 
achieving the recommended activity levels 
fell by 1.3 per cent between November 
2019 and November 2020, while those 
aged 75 and over were logged as having a 
decrease in activity levels of 2.9 per cent.

UK Active chief executive, Huw Edwards, 
says in the wake of the pandemic it is time 
for the sector to grasp the opportunity 

facilities have an essential role to play in 
reducing the burden on health systems.

The way forward
The main themes to emerge from 
the research were the importance of 
accessibility, atmosphere, social interaction, 
workforce engagement, promotion, the 
categorisation of programmes and class 

support following the pandemic.
Based on these six themes, nine 

recommendations have been made 
to enable operators to improve 
participation levels among older adults 
and improve their health and wellbeing.
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Recommendations
1. Make activity easy and 

through customer feedback.
2. Focus on strength training as 
early as possible to enable people 
to maintain their independence.
3. Build an inclusive and welcoming 
atmosphere to foster a sense of 
community, which will increase 

Life In Our Years has been published 
by UK Active in partnership with Egym.
Download a copy here: 
www.HCMmag.com/lifeinouryears

In the wake of the pandemic it is time for 
the sector to grasp the opportunity to 
improve our offering to those aged over 55

“
make informed activity decisions.
8. Consider the changed physical 
and mental health needs of older 
adults following COVID.
9. Build an evidence base to 
understand the impact the sector 
is having on older adults’ health, to 
attract investment into the sector.
10. Continue a digital-hybrid approach. 
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The UK government 
spends around £22bn a 
year on adult social care

the likelihood of repeat usage.
4. Make activity more social.
5. Prepare the workforce to support 

developing communication skills and 
knowledge of common health conditions.
6. Categorise activities by ability 
or intensity, not age.
7. Make communication and promotion 
clear to help build consumer 

http://www.HCMmag.com/lifeinouryears
http://www.HCMhandbook.com
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GOLDEN
OPPORTUNITY

T
he pandemic brought about some 
stark realisations. The NHS would 
have ceased functioning without 
the lockdowns and anyone who 
has tried accessing services 
since will be aware of quite how 

under resourced it is now. COVID also 
exacerbated the serious health inequalities 
which already existed in the UK. According 
to Sir Michael Marmot’s review at the end 
of 2020, health inequality across the UK 
has worsened during the last 10 years. 

However, COVID has given many people 
a sharp wake up call that they need to start 
taking more responsibility for their health 

for Health Promotion and the £100m 
obesity fund suggests there could be some 
political will to get behind the public mood.

Advisor to Public Health England, 

sector represents a huge untapped 

resource of a 50,000-strong workforce 
which is technically competent and 

to ease the burden on the NHS. 
Gray argues the country needs a 

National Activity Therapy Service, 
delivered locally by the sector’s 
excellent professionals: “We need to 
establish a routine of prescribing and 
dispensing activity in primary care and 
get activity therapy funded – just like 
drug or psychological therapy. The NHS 
desperately needs help to deal with 

especially the approximately 12 million 
people who don’t reach the specialist 
NHS rehabilitation services.”

The CEO of UK Active, Huw Edwards, 
echoes this: “As our health service 
comes under even greater pressures 
and the backlog for treatment grows, 

healthcare-related physical activity 
could be delivered in gyms and leisure 
centres within our communities.”

THE TIME IS NOW

sector has been building to this point 
for several years and is well placed to 
take this reality forward. Through the 
monitoring evaluation of the Leisure 
Recovery Fund, the sector will have 

The  report, 
a follow-up to the 2015 research study, 

, builds on the 
body of evidence which shows exercise 

diseases and the risk of participation is 
very low. This removes a hefty barrier, as 
46 per cent of healthcare professionals 
had previously reported not knowing 

Following the COVID shakedown, the UK health and fitness sector
is presented with the biggest opportunity in its history to impact
the health of the nation and drive up penetration rates. Is this
the time to link up with the NHS? Kath Hudson reports…
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how to advise patients on how to 
safely take part in physical activity.

Tara Dillon, chief executive of CIMSPA, 
says much of the necessary work to 
remove the prescribing barriers has 
already been done and the industry is now 

a meeting of all the Royal Colleges and 
said to them we have a highly trained 
workforce, where would you like us 
to intervene? They acknowledged the 
power of our sector and the evidence 
base, but overwhelmingly said they 
didn’t understand our workforce. They 
wanted us to be more like them in order 

by creating chartered practitioner 
status for those exercise professionals 
who have bolted on specialisms to 

rehabilitation, cancer prehab and rehab. 

“The health and fi tness sector represents a
huge untapped resource of a 50,000-strong 
workforce which is technically competent
and highly skilled, with condition-
specifi c qualifi cations, who could really
help to ease the burden on the NHS”

The sector could be 
a huge support to 
the health service
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We also had to educate the healthcare 
professionals that this has happened, 
as physical activity as a preventative 
measure isn’t taught at med school. In 
response, Sport England has funded 
the Moving Healthcare Professionals 
Programme, to educate healthcare 

WHERE ARE THE 
OPPORTUNITIES?
There is a lot of hype around the subject, 
but are there actually opportunities 
to tie up with the NHS and access 
funding? Gray believes so, citing The 
Additional Roles Reimbursement 
Service and the Elective Recovery Fund 
as new funding pathways which the 
industry might be able to tap into. 

Other sources of funding are 
also available: the Somerset Activity 
and Sports Partnership is running a 

renewal fund, which encourages those 
who are out of work and with certain 
health issues, to use physical activity to 
improve their health, self esteem and 
therefore employment potential. 

“The individuals we will be targeting 
for this programme may have high BMIs, 

Partnerships. “As part of this programme 
health care assistants from surgeries will 
accompany patients into the leisure centre 

GLL is working with the NHS Trusts in 
Cumbria to co-locate their musculoskeletal 
physiotherapy services from hospitals 
into leisure settings. GLL regional and 
health intervention manager Lynn Almond 

says: “There are more opportunities than 
before for operators to work with the 

management programmes and support 
for COVID recovery. It’s anticipated it will 

lists for medical treatments, so it will be 
important for the NHS teams to redesign 

SOCIAL PRESCRIBING
Working alongside GPs, social prescribing 
connects people to activities such as 

Active believes the sector could add 
value. It has called on the government 
to encourage more social prescribing to 
ease pressures on the NHS, and make 
it easier for health care professionals 

Academy of Social Prescribing, says that 
at least 20 per cent of GP appointments 
are about wider social needs, rather 
than medical issues, and so social 

The industry has a vast 
amount of resource to 
share with the NHS
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prescribing could provide the answer.
He believes social prescribing will 

be a key tool in pandemic recovery: 
“The programme not only helps us 
to address health inequalities, but 
also wider determinants of health, 
such as stress and loneliness.”

In the coming months and years, 
Sanderson expects to see more green 
social prescribing, such as walking schemes, 
community gardening projects, green gyms, 
forest bathing and outdoor art activities.

THE CHALLENGES
“Although there are opportunities on 
the horizon, the question is how we 
can seize them,” says Kirsty Cumming, 
chief executive of Community Leisure 
UK (CLUK). “Everything currently 
happens at local level, so it still comes 
down to a postcode lottery. Ideally we 
need a national strategy which can be 
delivered locally. CLUK is working on this, 
strengthening the links between the health 

sharing best practice among members. 

Dillon says the sector needs actual 
political will, not just plaudits and promises. 
“There are some signs this is starting to 
happen,” she says. “The House of Lords 
Select Committee for Sport, Physical 
Activity and Recreation published its 

Department of Health and Social Care, 
not the Department of Culture, Media and 
Sport. It also called for a minister to be 

for health and wellbeing and for a national 
plan which is legislated to deliver.”

organisations like CIMSPA, UK Active and 
Sport England have made, there is still 

sector from the medical community. 
Knowles says a language barrier  

currently exists between the healthcare 

“The healthcare circles often don’t 
understand or don’t recognise the level 

have and they’re not always fully aware 

says. “In its defence, the primary care 
network is working way beyond its 
capacity, so there is no time or energy 
from that side to form new relationships.”

THE WAY FORWARD
NHS workers are overstretched, so it 
will be up to our sector to build the 
relationships. As Cumming says: “Our 
sector will have to be proactive. We 
must go to the healthcare sector with 
a very clear case, so it’s easy for them 
to look at it and say yes, this is an 
opportunity for us to work together.”

Consultant John Oxley says it is 
important to show humility when building 
rapport with new partners: “Don’t barge 
in with an oven-ready solution, but enquire 
and explore opportunities to become an 
established part of a health care system. 
This opportunity requires us to think more 
broadly, get a grasp of a new language 
and expose ourselves to building new 
relationships in unfamiliar environments.”

Almond says for the sector to raise 

“Everything currently
happens at local

level, so it still comes
down to a postcode

lottery. Ideally we
need a national

strategy which can
be delivered locally”

This Girl Can has had 
great results changing 
perceptions of exercise
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CULTURE CHANGE

“It’s anticipated it
will take three to

fi ve years to clear
the waiting lists for
medical treatments,

so it will be important
for the NHS teams
to redesign patient 

pathways to increase
their capacity.”

The industry needs 
to unpick concerns 
of gymtimidation
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GM ACTIVE
Following a successful two-year rollout across Greater Manchester, GM Active’s

Prehab4Cancer (P4C) is being expanded into east and mid-Cheshire. The result of a

partnership between GM Cancer Alliance and GM Active, P4C is one of the first

prehabilitation and recovery programmes for cancer patients in the UK

CASE 
STUDY

A
pioneering exercise, nutrition and 
wellbeing programme, P4C supports 
cancer patients before and after 
treatment with exercise and nutrition 

and wellbeing interventions.

results in terms of improving surgical 
outcomes. Patients who have been 
through the programme spend an 
average of 36 hours less in hospital, 
10 hours less in critical care. Bed days 
released by prehab patients covered the 
entire annual cost involved in setting up 
and delivering the P4C programme.

A 10-strong team, consisting mainly 

patients through their programmes. Face-
to-face sessions are delivered in leisure 
centres run by GM Active members in 
Greater Manchester and Everybody Sport 
and Leisure and Brio Leisure in Cheshire.

The programme also has a remote 
model, incorporating tailored home 
exercise programmes, online exercise 
classes and 12 live exercise classes per 
week. In order to build and optimise 
muscle, there is a lot of strength 
training, as good muscular strength 

supports function and independence 
following surgery and treatment. 

After prehab, patients are reassessed 
to see what gains they have made 
before they go for surgery or treatment. 
They are then invited back around six 
weeks after their intervention for a 
three-month rehabilitation. After this, 
patients are discharged into community 
programmes, often at the leisure 
centres where they did their prehab, 
but also directed to community and 
volunteer organisations, such as allotment 
societies or walking groups. 

GM Active is seeing 
great results with 
Prehab4Cancer 
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Planetary health and our personal health
need to become inextricably linked in the
years to come. David Minton reports…

PEOPLE,
PLANET,
POWER

C limate scientists estimate the 
world adds around 50bn tonnes 
of greenhouse gases to the 
atmosphere each year, most of 

them believe we need to be aiming for zero 
tonnes. Even when the world came to a 
virtual halt, scientists estimated greenhouse 
gas emissions dropped by only around 5bn 

driving, it’s a long way to get to zero.
Almost every major health organisation 

in the world recommends 150 minutes 
of moderate-intensity activity a week 
for adults aged 19 to 64 years of 
age, yet despite the widely reported 

not meet these recommendations.
In the US, Harvard Health estimates 

80 per cent of the population are not 

meeting the guidelines. In the UK, the 
NHS estimates around 36 per cent are 
doing zero activity. The Academy of Royal 
Colleges estimates more than 40 per 
cent fail to do even 30 minutes a week.

The big hitters
Prioritising healthy, balanced movement 
has become the focus of both the largest 
companies in the world and countless 
start-ups hoping to emulate the success of 
meditation apps Calm – with its US$2bn 
valuation – and Headspace which has 
had some 65 million downloads. Both 
are rapidly gaining acceptance as part 
of the thriving wellbeing economy.

Some companies are using their 

both planetary and personal health. 

Set on a 175-acre campus, planted 
with 7,000 trees, Apple has promised 
to become fully carbon neutral by 
2030, including the entire supply 
chain and lifecycle of its products. 

Since its debut, the Apple Watch has 
been positioned as a tool to help improve 
health and in 2020 had around 55 per 
cent of the global smartwatch market, 
according to Statista. The launch of 
Fitness+, powered by the Apple Watch, 
has deepened the company’s commitment.

intelligence, computer vision and machine 
learning, Amazon’s Movement Health 

tracker – will produce a personalised 

everyday movements, such as walking. 

Sports Art’s kit allows 
users to watch their 
energy turn into watts

PH
O

TO
: S

PO
RT

SA
RT

http://www.HCMhandbook.com


www.HCMhandbook.com 67Handbook 2022  

GHTS

Amazon has also co-funded The Climate 
Pledge, a commitment to be 100 per 
cent renewable by 2030 and net-zero 
across all its businesses by 2040 – 10 
years ahead of the Paris Agreement.

Google is interested in the US$3.5tr 
US healthcare market and has purchased 
Fitbit for around US$2bn and invested in 
more than 60 health-related start-ups. 
Google is also aiming to be carbon-
free by 2030, while Microsoft plans to 
become carbon negative by 2030.

Change is coming
More people searched for ‘How to live 
a more sustainable lifestyle’ in 2020 than 
ever before and both large and small 
companies are realising that shareholder 
activism is on the rise. Environmental, 

Social and Governance interventions (ESG) 
are becoming the focus. The investment 
workforce is increasingly made up of 
Millennials for whom ESG is seen as vital 
to both the planet and workforce health.

The Harvard Business Review found 
companies are being held accountable by 
shareholders for ESG performance, with an 
ever-growing number of environmental and 

Climate Action 100+, which includes more 
than 320 investors (representing US$32tr 
under investment), is lobbying the largest 

greenhouse gas emitters to address climate 
change and set targets to cut emissions. 

Former governor of the Bank of 
England, Mark Carney, is now the 
United Nations envoy for climate action 

policymakers, CEOs, bankers and 
investors to focus on the environment. 
Developing standards and reliable 
systems to measure ESG performance 
will become more common as external 
reporting becomes accepted practice.

The UK Sport Think Tank recently 

“More people searched for ‘How
to live a more sustainable lifestyle’

in 2020 than ever before and
companies are realising that

shareholder activism is on the rise”

Apple’s 175-acre 
campus is planted 
with 7,000 trees
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revealed that 69 per cent of sports 
fans aged 16-24 support action 
against climate change. According to 
Global Web Index, young people also 
believe sport should do more to act 
sustainably and help the community.

Perhaps the current popularity of 
outdoor activities, gyms, functional 
training and sustainable exercise is 
young people sending a message 
about their attitudes: the number 
of outdoor walks logged on Strava 
and Apple Health trebled in 2020.

The fitness sector
The Gym Group has stated the 
importance of its ESG policies. Its 

Yorkshire, uses an air-sourced heat 
pump and air conditioning, lighting 
and water are on sensors to improve 

controls the electricity supply, it 
has a green contract for all sites.

GLL, the largest charitable social 
enterprise in the UK, with more 
than 58 million visitors across 270 
leisure centres, achieved zero waste 

energy from 51 sources, including 
46 solar installations, four biomass 
boilers and an air source heat pump.

operators are emerging. MDL Fitness 
– a subsidiary of MDL Marina – 

September 2021. The company already 
has green credentials, having installed 
solar panels generating 150,000kWh 
from April 2020 to February 2021 – 
the equivalent of planting 1,500 trees 
per year. Its proposed chain of green 
gyms will be powered by solar panels 

Sports Art, which converts human 
kinetic energy into electricity.

Sports Art’s equipment is also 
installed at SO51 Fitness, Romsey. 
The club was the silver winner of 

Award 2020 and 74 per cent of 
the energy created by members 
during their workout is converted 
into utility-grade electricity.

Marina company MDL 
Fitness has moved 
into green gyms

INDUSTRY INSIGHTS
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Members can watch on screen as 
their workouts are turned into watts 
and uploaded to the grid. They can also 
monitor their position on a ‘Green 
Member’ leaderboard. Three levels of 
‘green’ memberships are available – indoor, 
outdoor and online – putting personal 
health at the heart of planetary health.

The Gold’s Gym campus in Berlin, 
Germany – developed by new owner 

a focus on sustainability. The cardio area 

tyres and wall tiles made from recycled 
computer monitors, while electricity is 
generated by 150 bicycle ergometers. A 

heat and power plant runs on biogas. It’s 
quite possibly the greenest gym in the 
world and is CO2- and climate-neutral.

My own Energym exercise bike harnesses 
my energy, converting it into electrical 
power, which then powers my home 

power meter displays my Functional 

display to show how well I’m doing. 

“A society rebounding
from COVID should
not return to the 
status quo – the same 
spirit of tenacity and 
creativity we saw in the 
pandemic lockdowns
needs to be relit”
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Gold’s Gym’s Berlin 
site has a focus on 
sustainability
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All aboard

“Unlike with climate change, there is
no social movement driving change to
inspire people to commit to engaging
in movement on a regular basis”

The Gym Group is 
market leading in its 
approach to sustainability

Greta Thunberg: the face of 
climate change protest
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T
his year’s European Health and 
Fitness Market Report found the 

strongly impacted by club closures 
and operational restrictions in 
2021, for the second consecutive 

year. Many operators tried to overcome 
this situation through the development 

practitioners to either work out in a safe 
environment, or in a virtual environment 

Beyond the health club
For the report, 11,000 consumers from 19 

routines in a representative survey in terms 
of gender, age and urbanisation. Even if 

the survey results show the pandemic had 

many European countries (in 14 of the 
19 countries, the number of consumers 

during the pandemic exceeds those who 
increased their exercise frequency), 
the consumer sentiment indicates an 
increase in physical activity beyond 
pre-COVID levels might occur once 
exercise becomes, and remains, possible 
in a safe, largely unrestricted setting.

market KPIs in 2020, the number of 

in 2021 increased slightly by 0.2 per 
cent and 2.0 per cent, respectively.

“ The trend of market consolidation by
financial and strategic investors continued
despite the influence of the pandemic

EURO VISION
Deloitte and Europe Active have published the
ninth edition of the European Health and Fitness
Market Report. Karsten Hollasch writes...

A further reduction was prevented 
mainly through the strong rebound in 
memberships in the UK and Spain – 
two of the biggest European markets 
– as well as through the continued 

revenues, which decreased by 11.4 per 

Gyms in many European countries had to 
close for several months in 2021 so from 
an accounting perspective, no revenues 
could be realised during these periods.

Regional variations
However, contrary to what these 
overall values suggest, the European 
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the aggregation of various, often highly 
heterogeneous, markets which are not 
moving in a uniform direction. The two 

and the UK, stand representative of this.

were subject to comparatively strict, 
pandemic-related measures (including club 
closures for almost half of the year) in 
2021, revenues dropped by 46.4 per cent 

to €2.23bn (US$2.3bn, £1.9bn). UK gym 

early club re-openings, combined with 
the lifting of restrictions and experienced 
a strong membership rebound, resulting 
in a revenue increase of 34.4 per cent to 
€3.56bn (US$3.7bn, £3bn). This means 
that last year’s revenue development 
in these two countries – when total 
revenues in the UK (-51.9 per cent) 

(-24.5 per cent) – has been reversed.
Despite the overall revenue decrease 

in the European market, the Top 15 
operators were able to increase their 
revenues by 1.8 per cent to a cumulated 
value of €3.1bn (US$3.2bn, £2.7bn) in 2021. 

the UK, such as David Lloyd Leisure (56 
per cent, including government payments), 

Supermarket chain 
Colruyt acquired Jims 
Fitness clubs in Belgium
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PureGym (21 per cent – Deloitte estimate 
based on companies’ Q3 2021 revenues), 
GLL (11 per cent) and The Gym Group 
(39 per cent) regained momentum.

Also, in terms of membership, the 
leading European operators were able 
to outperform the market. The above-
average membership growth of the top 
operators is strongly related to new club 
openings. The most aggressive expansion 
strategy is pursued by Basic-Fit which 
opened 110 new gyms in 2021 and plans 
to enter the German market in 2022.

Mergers and acquisitions
With 19 M&A deals in which a minimum of 
four gyms, as well as at least 50 per cent 
of the target’s shares, were acquired, the 
number of European brick-and-mortar 
M&A transactions in 2021 settled at a 

that the trend of market consolidation 

The largest transaction by number of 
clubs took place at the beginning of the 
year when Svenska N’ergy AB, which 

brand, acquired 94 gyms from the Swedish 

Also, Spanish concession operator 
Forus, continued its growth with the 
acquisition of 10 Spanish Holmes Place 
clubs and 18 sport facilities in Italy. 

The expansion was enabled by an 

Morgan Asset Management and Ben 
Oldman Partners earlier in the year.

Medicover acquired 45 gyms in the 

Systems, Medicover pursues a strategy 

of vertical integration by owning a 

An interesting out-of-the-box 
transaction was the arrival of Colruyt 
(a Belgian supermarket chain) which 

Fitness clubs. Through the acquisition, 
Colruyt wants to combine nutrition 
and exercise competence for a 
powerful consumer experience.

Fitness behaviour

to its pre-pandemic level, signs from the 
market in 2022 – with no or only a few 
limitations for gym operations – are very 
encouraging. As one example, Basic-Fit 
increased memberships by 18 per cent 

with the end of the previous year.

“
Signs from the market
are very encouraging.

Basic-Fit increased
membership by 18 per
cent in the first quarter
of 2022, compared with

the end of last year
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Deloitte found new 
entrants driving 
change in the market
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clubs not only underlines the advantages 
of professional equipment and social 
interaction, but also indicates that 
gyms will stay as centrepieces of the 

smaller operators will need more time 
to fully recover from the pandemic.

practitioners during their workouts 

focusing on digitally enhanced or at-

enrich the variety of opportunities 
from which a consumer can choose 

based on individual preferences. 

Social interaction will 
keep clubs central to 

is one of the reasons 
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Rethink   
reset

After a hiatus due to the pandemic, 
LeisureDB has updated its State of 

the Fitness Industry Report for 2022,
as David Minton reports

New openings during 
the pandemic so far have 
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David Minton

I
’ve commented many times on how 
trend data from the Leisure Database 
shows the industry to have been 
recession-proof during 1980/81 and 
1990/91 and also the crash of 2008/09. 
However, our reseach has found that 

dwarfed any recession. 
Results from our 2022 full audit of direct 

debit members of our entire database of 
7,000-plus sites shows this part of the 
industry overall has already bounced back 
to somewhere between 2018 and 2019, 
but as always, the devil is in the detail.

After three months’ work which 
included more than 4,000 hours of 
research and contact with all health 

The 
State of the Fitness Industry Report, 20th 
edition, provides a very detailed, yet 

the total number of sites, with a knock-

and penetration rate, along with the 
highest rate of closures in 2020 since 
records began. This should not come as 
a surprise, so let me give you the facts.

Re-reading my forward in The State of 
the Fitness Industry Report 19th edition 
(2019), nothing could have prepared 
the industry – that was having a ‘golden 
moment’ – for the sudden about-turn 
(www.hcmmag.com/goldenage). There are 
now fewer sites – down 2.43 per cent to 
7,063 – while membership has dropped 
4.7 per cent to 9,890,985, market value is 
down by 4.3 per cent and penetration rate 
is back to 14.6 per cent, losing one whole 
percentage point. Closures have doubled 
in the past two years – we found that 631 
sites have closed, with more than 50 per 

by growth, with 455 new sites opening, 
leaving a net loss of 176 sites over the 
27-month period. [LeisureDB does not survey 
aggregator or pay-as-you-go activity – Ed]

THE WAY FORWARD
Over the past two years, there have 
been some alarmist pronouncements on 
possible closures which didn’t happen 
and also public statements that said 
demand was ‘back to normal’, but which 
also proved unfounded in some cases. 

Statements were also made to say 
how much the industry saves the NHS, 
but these lack hard evidence. In addition, 

activity have been, our research has 
discovered that it has been lower. 

There’s good news too – some brands 
have expanded, particularly those in the 
eye of the media, which is comforting news 
in these times, while some local authorities 
and their funding and management 
partners have also been opening new 
facilities that are more innovative, energy-

such as St Sidwell’s Point in Exeter.  
In addition, the majority of sites fall into 

the 70 per cent mid-market bracket – if 

Our sample of
operators has bounced

back to somewhere
between 2018 and 2019

“
Local authorities and partners 
are opening facilities that 
appeal to a wider audience

http://www.hcmmag.com/goldenage
http://www.HCMhandbook.com
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RESEARCH

MORE DATA NEEDED

During the last two years, in which making
sense of the numbers became a matter of
life and death for operators, the industry
had huge gaps in the data it had to share

“

COMPARING SECTORS

RETHINKING AND RESETTING
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www.HCMhandbook.com 81Handbook 2022  

Peloton logged over 200 million 
workouts in 2021, with high 
renewal rates among subscribers

In line with many 
other brands, Peloton 
has raised its prices, 
with a £5 increase
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for all to see and we now need to be more 

MORE CHANGE NEEDED

Over a billion workouts were 
logged on the top three 

TOPLINE NUMBERS 

Number of clubs – Down 2.43% to 7,063

Membership – Down 4.7% to 9,890,985

Market value – Down 4.3%

Penetration rate – Down to 14.6% from 15.6%

Permanent closures – 631 (with 455 opening)

STATE OF THE FITNESS INDUSTRY 

http://www.HCMhandbook.com
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To move from the c.14.6 per cent of
the population who are touched by the
industry to 50 per cent or even closer
to 100 per cent, means a total rethink

“



LIVE REVIVAL
The Les Mills 2021 Global Fitness Report explored how the pandemic

has changed fitness habits and spotlights the trends which will

shape workouts in the years to come. Jak Phillips reports…

RESEARCH
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T
he bounce back is on according to 
research from Les Mills, which has 
found gyms around the world are 
experiencing a live revival, with 

back to working out in gyms.
The study spanned the USA, Brazil, 

the UK, Germany, Norway, Sweden, 
Finland, Denmark, Saudi Arabia, the 
UAE, China, Japan, Russia, Australia and 
India and discovered seven key trends.

1. The new fitness 
industry landscape
The pandemic forced all businesses to 
re-think their go-to-market strategies, 
but gyms worldwide are making strong 
recoveries in terms of member returns 

the pandemic as a catalyst for a completely 

needs, while it has prompted consumers to 
prioritise their health: 50 per cent of the 
sample focused more on their wellbeing 
in 2021 than previously, while 82 per cent 
regularly exercise (or soon plan to).

Of those who exercise, 75 per 
cent do gym-related activities, making 

have made strong recoveries since 
reopening and in markets where 
restrictions have lifted, operators are 
reporting increased member activity 
compared with pre-COVID levels, and 
decisive eagerness among new joiners.

2. Live revival
The report found class attendances 
to be at 120 per cent of pre-COVID 
levels in markets where restrictions 
had been lifted. Despite fears the home 

club recovery, with 85 per cent of 
gym goers stating they’re interested in 
trying live classes in their health club.
   After a year of enforced home workouts, 

groups is soaring. Two-thirds of gym 
members (67 per cent) say they prefer 
working out in groups, while live classes in 
clubs are nearly twice as popular as doing 
livestream classes at home (favoured by 

“
Nearly 60% of
exercisers favour
a 60:40 split
between gym and
home workouts

The pandemic has 
prompted more people 
to prioritise health
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KEY FINDINGS

84% of gym members 
also work out at home

Gym members are more 
than twice as likely 
to use at-home fitness 
options when compared 
with non-gym goers

86% of group fitness 
participants are doing 
a branded class

On average, 27% of 
fitness consumers consider 
themselves absolute 
beginners. This ranges 
from 69% in Japan to 
14% in the Middle East

67% of beginners say they 
prefer to work out alone

35% of the sample 
exercise to reduce stress

59% of those who have 
access to fitness and 
wellness services 
through their employer 
make use of them

59% of people surveyed 
favour a split of 60:40 
between gym and 
at-home workouts

44 per cent of members vs 23 per cent).
Les Mills founder and executive 

director, Phillip Mills, says people were 
making up for lost time in social settings: 
“Many people had missed the thrill of a 
busy class and the extra motivation you 
get from working out with others while 
being led by a rockstar instructor.”

3. The human factor
Two-thirds of gym members prefer 
working out and strong consumer 
demand for social connection 
is driving the live revival.

the single most important factor when 
choosing a live class, favoured by 28 per 
cent, ahead of the quality of music (24 
per cent) and type of class (21 per cent).

Having great people is particularly 
important for winning new members: 
30 per cent of club prospects say a 
good atmosphere is a key factor in 
choosing a gym, while 59 per cent 

“Despite the digital advances made 
during the pandemic, it’s our people who 

place and as you’ll see in this report, 
it’s our people who are proving the key 
to bringing them back,” says Mills.

4. The secret sauce
Although 80 per cent of gym members 
plan to continue using digital workouts, 
live classes are more than twice as 
appealing as livestream options at home.

Striking the perfect balance of live and 
digital workouts is a question taxing many 
club operators currently. Omnichannel 

the majority of exercisers (59 per cent) 
favouring a 60:40 split between gym and 
home workouts. Far from being simple 
stop-gaps to tide the industry over during 
the pandemic, livestream and on-demand 
have become vital additions to clubs’ 

members planning to continue using them.

RESEARCH
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Social connections are 
a key driver to bringing 
people back to gyms
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Seamlessly linking live and digital will 
be key to club success. High-class digital 

5. HIIT is still hot

to deciding which classes they attend.

“
Class occupancy

has reached 120% of
pre-pandemic levels

in markets where 
capacity restrictions 

have been lifted

6. Beginners are 
embracing fitness

Live classes are twice as 
appealing as livestream 
workouts at home

PH
O

TO
: LES M

ILLS

http://www.HCMhandbook.com


www.HCMhandbook.comHandbook 2022  88

RESEARCH

1 HIIT 

2 Indoor cycling

3 Dance

4 Stretching / mobility

5 Core conditioning

6 Step aerobics

7 Strength training

8 Other cardio / aerobics

9 Pilates

10 Martial arts

11 Yoga

12 Boxing

13 Functional circuit training

7. Total fitness transcendence
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Thirty per cent of 
respondents favour 
indoor cycling workouts

Most popular fitness class

32%

30%

29%

28%

27%

27%

23%

22%

19%

19%

16%

16%

11%

1

2

3

4

5

6

7

8

9

10

11

12

13
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GIRLS ALLOWED
Disengagement from sport and exercise is much higher among 

girls than boys. The key dropout points are starting and then 

leaving secondary school. What more can the industry do to keep 

females active or encourage them to start participating?
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it, compared with 44 per cent of boys. 
There are numerous complex barriers 

43 per cent who used to consider 
themselves sporty could potentially 

PARTICIPATION BARRIERS
Common reasons for drop out include 

or are too busy with schoolwork.

32% lacked motivation

27% too busy with schoolwork

25% no longer found it important

24% found it got too competitive

23% lacked opportunities to 
 take part

WHY DO GIRLS DISENGAGE 
WITH EXERCISE? 

“

93 per cent of girls
understand the benefi ts of
exercise, they experience
a disconnect between
desire and enjoyment

To engage girls in sport, 
operators need to dial 
up the fun element

A mental health issues and report 

part in team sport than boys and are more 

exercise in droves.
Reframing Sport for Teenage Girls 

participation dip post-primary and 

compared with 54 per cent of boys, 
while 16 per cent avoid exercise, 
compared with 9 per cent of boys. 

disconnect between desire and enjoyment. 
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48% would take part if their friends did

47%  would take part if it was more 
 fun/exciting/adventurous

36% if it was less serious/competitive

27% if they saw more who look like them

23% if they could fi t it more easily 
 into their lives

21% if it was easier to fi nd options nearby

19%  if there were more opportunities 
 outside of school

daughters active. Evidence shows boys 
get more support from their dads: 50 per 
cent, compared with 31 per cent for girls. 

The report says options to take 
part at the right level are important: 
“Girls lack the opportunities to play 
sport unless they are really good and 
therefore feel a sense of failure in a 
competitive environment where they will 
never thrive. It loses the fun factor.” 

Girls will engage in competition in 
the right context, but mostly they 
want a wider variety of fun, exciting 
and accessible opportunities.

HOW TO SUPPORT THEM
Telling girls to be active is not going to 
change behaviour – they already know 

exercise is good for them – they need 

to get active with friends and family.
There needs to be a wider range of 

positive experiences, in and out of school, 
which are free from judgment, which 
focus on fun, enjoyment and building 

It is also important to identify and target 
girls with interventions before they reach 
their teens and around the key dropout 
times of starting and leaving secondary 

dads, should be leveraged from an early 
age, to encourage and support them.

Some girls reported that sport and 
exercise became too rigid and less 
enjoyable, so the opportunities need 

to grow with them and there should 
be opportunities to participate, even if 
they’re not good enough to make a team.

There also needs to be more practical 
and emotional support to help them stay 
active during puberty and to reinforce 

interest through progression and new skills.
Women in Sport has developed 

eight principles to minimise barriers to 

performance and put the onus on playing. 
Make activity exciting by creating a sense 
of adventure. Reframe achievements to 
be about moments of pride, rather than 
winning, so each session gives an emotional 

school sport. Tap into existing behaviours 
in other spheres. Give the girls a voice and 
choice. Champion what’s in it for them and 
create relatable and inspiring role models.

THE 51 PER CENT
UK Active has worked in partnership with 
Sport England’s This Girl Can to create 

WHAT WOULD MAKE GIRLS TAKE PART? 

Schoolwork is one of 
the common reasons 
why girls stop sport
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a guide to give health clubs, gyms and 
leisure centres in the UK insights into how 
to attract more women and girls and to 
encourage them to get physically active.

How to improve your services for 
women and girls, as told by the 51% 
has been designed to provide tangible 
solutions to bring down the barriers 
experienced by many females.

It highlights the importance of 
increasing awareness of the overall health 

policies to tackle personal safety fears.
The guide includes case studies from 

both public and private operators outlining 
successful strategies to improve services 

introduction of specialist equipment.

COST AND SAFETY
The guide also highlights the biggest 
concerns which prevent women and 
girls from visiting health clubs and leisure 
centres. These include fear of judgement, 
the cost, worries about personal safety, 
knowledge about using equipment and 

images of women used in marketing 
materials which are unrelatable and make 
women feel negative about themselves.

how to perform exercises/activities 
and use equipment would encourage 
them to participate in more activity 

barrier to participation: 32 per cent 
of respondents who have attended a 

three years say it is too expensive.
Thirteen per cent of women say 

they worry about the risk or threat 
of sexual harassment, intimidation or 
embarrassment at health clubs.

Huw Edwards, CEO of UK Active, says 
there’s a huge opportunity for the sector 
to engage many more females: “Reducing 
the barriers to female participation is a 
fundamental challenge for our sector, with 

our research showing clear demand from 
more women and girls to be able to enjoy 
these facilities,” he says. “We believe this 
practical guide will be a crucial tool to help 
improve services for women and girls.”

Rebecca Passmore, MD of Pure Gym, 
says it’s really important for women to feel 
safe, empowered and a sense of belonging 
at gyms: “Through the work done by UK 
Active and Sport England we now have a 
clearer picture of women’s concerns about 
exercising at the gym, which is vital in our 
ability to start breaking down the barriers.

“At Pure Gym we are already working 
hard to address these challenges, but 
seeing as these are industry-wide 
issues, we need an industry-wide 

“The launch of this guide will aid our 

inclusive and welcoming environments, 
and to empower women to start their 

“

Puberty has a major impact
on girls, with even the sporty
ones needing more support. It
can affect self-belief, capability
and body image concerns

Achievements should be 
reframed as moments 
of pride, not winning
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Mental health was declining even before
COVID, but the pandemic has left a tsunami

of mental health issues in its wake. 
While health care systems struggle to 
cope, the fitness industry could help… 

ALL IN
THE MIND

RESEARCH

Many studies prove how 
important moving is for 
good mental health

http://www.HCMhandbook.com


www.HCMhandbook.com 95Handbook 2022  

mental wellness, but COVID imposed 
isolation, which sometimes led to 

the activities and amenities which people 
use to maintain their mental health.

W Brick Mental Health Foundation’s Move 
Your Mental Health Report

our bodies helps us to build mental and 

A NEW APPROACH 

with little or no mental illness at one 
end, mild mental illness in the middle, 

treatment in this model are medication, 

However, in the new Dual Continuum 

Institute, (as shown in Fig 1) there are 

mental health issues as being pathogenic 

and involves conventional clinical care.
The second, vertical continuum is 

salutogenic in nature – an approach 

the disease and involves more holistic 

Fig 1 Dual continuum model of mental
 wellness and mental illness

High 
mental 
illness

Low/no 
mental 
illness

Flourishing

Languishing

Mental wellness spectrum
Salutogenic

Mental 
illness 

spectrum
Pathogenic

“
Routinely moving our bodies helps

us to build mental and emotional
wellbeing and is indisputably associated

with mental health benefi ts

A person can struggle with mental 

A mix of cardio and 
strength is optimum for 
mental health support
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“
Those suffering from mild

depression should be offered exercise,
mindfulness, talking therapy or

meditation before medication

We can expect to see 
more mental health 
gyms, such as Mind Labs
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has echoed the need for exercise to be 
considered for mild mental health issues. 
In draft guidance released last year, the 
organisation recommended that a “menu 
of treatment options” – including physical 

before medication is considered. Ideally, 

therapy or meditation before medication.
Dr Paul Chrisp, director of the centre 

for guidelines at NICE, said: “People 
with depression deserve and expect the 
best treatment from the NHS which is 
why this guideline is urgently required.

“The COVID-19 pandemic has shown 
us the impact depression has had on 
the nation’s mental health. People 
with depression need these evidence-
based guideline recommendations 
available to the NHS, without delay.”

MINDFUL START-UP
Mind Labs is one start-up which has 
already stepped into this place, with a 
£7.99 per month app. This new mental 
health platform hopes to make looking 
after mental health “as normal as going to 
the gym” and empower everyone with the 
tools to take better care of their minds. 

A mental wellness platform backed 
by neuroscience, Mind Labs uses live 
and on-demand content to help people 
manage stress, anxiety and low mood 
and to help improve their sleep patterns, 
by helping users to rewire their brains.

It utilises expert knowledge from 
mindfulness practitioners and experts 
who have skills ranging from breathwork, 
neuroscience and clinical psychology.

Co-founder and CEO of Mind Labs, 
Adnan Ebrahim, said: “For far too long, 
we’ve neglected taking care of our minds 
in the same way we take care of our 
physical selves. We’ve been ashamed to 
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speak openly about this, mislabelling mental 
vulnerability as weakness and approaching 
practices such as mindfulness with caution, 

Ebrahim says Mind Labs is excited to 
be the new face of change: “Our team of 
neuroscience and mindfulness experts 
lead classes based on research, making 
techniques which previously felt out of 
reach, practicable and understandable. 
It’s time for us to reclaim mental wellness 
and bring tools such as meditation 

and breathwork into the mainstream 

Mind Labs’s head of mindfulness, 
Anne-Sophie Fluri, says: “Video content 
gives us the opportunity to truly connect 
with users, even when we’re not in 
the same physical environment.

“Mind Labs is a daily tool to 
strengthen neural pathways which lead 
to better concentration, improved 
presence and self-awareness and 
more positive thinking patterns.”

“
A person can struggle with mental health

issues due to external factors, even though
they don’t have a clinical mental illness

Enforced isolation 
during COVID 
interrupted usual 
coping strategies 
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EXPLAIN THE MODEL TO THE TEAM
 Hold a team meeting to educate 

your team aon the growing mental 
health crisis and the role health 
clubs can play in mitigating it.

 Discuss the dual continuum model 
and the essential role exercise and 
movement plays in the salutogenic/wellness 
continuum. Emphasise the importance 
of positive stress in improving physical 
and mental wellbeing – understanding 

each individual. Too little stress is as 
undermining as too much stress.

CONNECT WITH YOUR MEMBERS
 Promote individual and group 

personal training as a mental health 

– 30 to 45 minutes – to encourage 

more frequent visits and workouts. 
Lack of time is usually given as the 
main reason for not exercising.

 Combine cardio with strength training by 
utilising interval training in shorter cardio 

moderate to strenuous strength workouts.
It’s possible to get a very good 
workout in 12-15 minutes on a piece 

training techniques based on heart 

way to combine cardio and strength 

PROMOTE RECOVERY DAYS
 A proper schedule of workout days 

as the gains are made in recovery. 

 Be keenly aware of the role of rest 
and recovery in maintaining good mental 

What are the implications of the Move Your Mental Health Report and 
how can you implement change to support your members and teams?

IMPLEMENTING CHANGE

health. Encourage members and 
your team to include yin activities 

strength training and swimming.
 No matter where people are on 

can move themselves toward greater 
mental wellness by creating an 
ecosystem of mental wellness that 
includes the interlocking ‘building 
blocks’ they need to build their 
mental and emotional resilience.

support network and a well 
balanced diet. The more building 

toward greater mental resilience 
and emotional wellbeing. 

RESEARCH

Yoga can reduce symptoms 
of anxiety and depression
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  Exercise is strongly associated with general 
mental and emotional wellbeing, including reduced 
stress and improved mood and quality of life.

 Evidence strongly supports cardiovascular/
aerobic exercise for reducing depression.

 Yoga and other mindful exercises such as 
Tai Chi and Qigong show strong evidence for 
reducing symptoms of anxiety and depression.

 Frequency is more important than duration. 

to vigorous exercise sessions per week 
appear to deliver optimal results. The key 
words are ‘moderate to vigorous’, as this 
supports the concept of positive stress.

  Too much exercise can increase anxiety. People 

better mental health than those who exercise less 

 High intensity exercise is generally more 

of mind and enhancing mental health.

 Vigorous exercise has been shown to 

an antidepressant such as sertraline.

 Cardio is the best individual form of exercise 
for depression and anxiety, but a combination 

for improving mental health but over time group 

increased connectivity of being part of a group.

yoga and Tai Chi deliver more mental 

exercise are the top three forms of exercise 

‘poor mental health’ days per month.

KEY TAKEAWAYS FROM JOHN W BRICK REPORT

“
Vigorous exercise has been
shown to be the equivalent
of an entry-level dose of an
antidepressant such as sertraline

Movement and nature 
are both powerful 
stress relievers
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I
n a UK study funded by the Guy’s and 
St Thomas’ NHS Foundation Trust, 

chemotherapy enhances tumour 

in the British Journal of Sports Medicine, 

to chemotherapy treatment in cancer 

EXERCISE 
is medicine

Research has shown exercise is able to
shrink tumours and lead to an improved

quality of life during treatment…
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A new study 
from London 
hospitals shows 
exciting results
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POWER OF PREHAB
The team compared two groups of 
oesophageal cancer patients undergoing 
chemotherapy prior to surgery. 
Twenty-one patients were assigned to 
a structured prehabilitation exercise 
intervention for 16 weeks, while a second 
group of 19 patients followed standard 
care without structured exercise.

The exercise intervention programme 
was moderate intensity, in line with World 
Health Organization and UK Chief Medical 

It included 150 minutes of moderate-
intensity aerobic exercise (ie, walking) 
and two strength sessions per week.

Biochemical and body composition 

“
This is the first time a
relationship between
exercise and chemotherapy
response has been shown in
a human trial and opens up
the possibility of benefitting
patients with other types of
cancer and those in palliative
as well as curative settings

analyses were performed at multiple 
times prior to starting, during and 
following chemotherapy, as well as 
prior to and following surgery, to 
measure radiological and pathological 
markers of disease regression.

The results showed the exercise 
group demonstrated higher rates of 
tumour regression and downstaging, 
as well as improved immune function, 

in chemotherapy-related reductions in 
muscle mass and physical deconditioning.

PROTECT THE NHS
Prehabilitation is increasingly seen as a 
key part of supporting cancer patients 

during treatment. Andrew Davies, 
consultant surgeon at Guy’s and St 
Thomas, and lead author of the study, 
says the results are exciting: “This is 

exercise and chemotherapy response has 
been shown in a human trial. It opens 

with other types of cancer and those in 
palliative as well as curative settings.”

looks to move closer to the healthcare 
sector, prehabilitation is one service 

gyms and leisure centres, such as GM 
Active’s Prehab4Cancer programme 
– see NHS feature in this issue. 

The research boosts the 
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INDUSTRY INSIGHTS

A team of researchers at the 
UK’s University of Nottingham 
has found exercise increases 
the levels of cannabis-like 

substances produced by the human 
body, called endocannabinoids, which 

The study involved 78 people with 
arthritis; 38 of them carried out 15 minutes 
of muscle-strengthening exercises every 

Those who exercised experienced 
reduced pain and had more microbes 

EXERCISE HIGH

Exercise increases the
natural secretion of the

body’s own cannabis-type
substances, which can

have a positive impact on
many health conditions

“
RESEARCH

A study has shown that exercise
reduces inflammation and could
potentially help treat conditions like
arthritis, cancer and heart disease…
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in their guts which produce anti-

found at least one-third of the anti-

Cannabis-type substances 

titled 

While the secretion of 

Simple lifestyle 
changes can modulate 
endocannabinoids
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WHO’S WHO

Company profi le
1Life believe it’s time to revisit the playbook when it comes 
to local authority provision. We want to partner with local 
authorities that want to challenge the status quo and push 
and innovate their provision.
Number of sites
23 sites.
Plans for 2022/3
We have successfully navigated through the pandemic and 
are in a stronger position than ever before. We have the 

and encourage more people into local leisure facilities than 
ever before and impact their health and wellbeing.

1Life�

 LDH House, St Ives Business Park, Parsons Green, 
St Ives, Cambridgeshire, PE27 4AA 

Tel +44 (0)1480 484 250 
Email businessdevelopmentgroup@1Life.co.uk
Web www.1life.co.uk
Twitter @1LifeUK
Facebook 1LifeUK

MD: Mark Braithwaite

Professional background

Lifestyle before joining 1Life in 2014. 

Best piece of advice?
It’s all about having the right people on board. Without the 
right team you will never achieve your goals.
Fun fact...

 

WHO’S WHO 
UK operators

 
Who are the key players in your 

market? We take a look at some of 
the UK’s leading health club chains

 

HANDBOOK 

mailto:businessdevelopmentgroup@1Life.co.uk
http://www.1life.co.uk
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3d Leisure

Peel House, Upper South View, Farnham, Surrey, GU9 7JN

Tel +44 (0)1252 732 220
Email info@3dleisure.com
Web www.3dleisure.com

Managing director: Paul Ramsay

Professional background

The best piece of advice you’ve ever been given?
Employ people who are better than 

Fun fact...

Company profile

Number of sites

Plans for 2022/3

Active Nation

Unit 1B, Hatton Rock Business Centre,  
Stratford-upon-Avon, Warwickshire, CV37 0NQ

Tel +44 (0)845 658 8360 
Email stuart.martin@activenation.org.uk
Web www.activenation.org.uk

MD: Stuart Martin

Professional background

 
 

 
the world.
The best piece of advice you’ve ever been given?

Fun fact...

Company profile

Number of sites

Plans for 2022/3

mailto:info@3dleisure.com
http://www.3dleisure.com
mailto:stuart.martin@activenation.org.uk
http://www.activenation.org.uk
http://www.HCMhandbook.com
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WHO’S WHO

Company profile

has a holistic approach to exercise and wellbeing. The brand 
is designed for people with a passion for living a healthy 
lifestyle at all levels of ability. The health clubs have Les Mills 

Number of sites

Plans for 2022/3

and better engagement with our audience across the estate.

The Bannatyne Group

Power House, Haughton Road, Darlington, DL1 1ST

Tel +44 (0)1325 356 677 
Email kimcrowther@bannatyne.co.uk 
Web www.bannatyne.co.uk

Executive chair: Duncan Bannatyne

Professional background

bought for £450; expanded by buying more 
vans and eventually sold the business for 

Best piece of advice you’ve ever been given

borrow. Invest the bank’s money and get a better return.
Fun fact...
I practise yoga daily to aid my wellbeing.

CEO: Neil Randall

Professional background

across three main private health and 

Best piece of advice?

much as possible in your strategy. Strong teams will do 
likewise for your customers and build a great business.
Fun fact...

Company profile

Number of sites

Plans for 2022/3

enhancing the training and support our franchisees receive 

Anytime Fitness UK�

 Unit 14, Building 6, Croxley Business Park, 
Hatters Lane, Watford, WD18 8YF

Tel +44 (0)330 3322 361
Web www.anytimefitness.co.uk
Facebook AnytimeFitnessUK
Twitter  @AnytimeFitUK
Instagram AnytimeFitnessUK

mailto:kimcrowther@bannatyne.co.uk
http://www.bannatyne.co.uk
http://www.anytimefitness.co.uk
http://www.HCMhandbook.com
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CEO: Mark Crutchley

Professional background

previously worked in local government 

development director. I’ve also managed community leisure 

Best piece of advice you’ve ever been given

can do.
Fun fact...
I played the lead role in Oliver! at primary school.

Company profi le
Circadian Trust operates sport and leisure centres in South 

its facility stock and services. Our mission is 

Number of sites

Plans for 2022/3
Continuing our successful recovery from the lockdowns 

Circadian Trust��

 Bradley Stoke Leisure Centre, 
Fiddlers Wood Lane, Bradley Stoke, BS32 9BS

Web www.activecentres.org

CEO: Chris Symons

Professional background
More than 30 years’ experience in leisure 
– primarily growth and strategy in the 

Best piece of advice you’ve ever been given
Learn something new every day.
Fun fact...

bucket list challenge.

Company profi le

London delivering engaging experiences to promote better 
community health and wellbeing. Specialists in physical 

Number of sites

Plans for 2022/3

and wellbeing product and venue development.

BH Live

 Bournemouth International Centre, Exeter Road,
Bournemouth, BH2 5BH

Tel +44 (0)1202 055555
Email enquiries@bhlive.org.uk
Web www.bhlive.org.uk
Facebook SocialEnterpriseBHLive
Twitter @BHLIVE_UK

http://www.activecentres.org
mailto:enquiries@bhlive.org.uk
http://www.bhlive.org.uk
http://www.HCMhandbook.com
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WHO’S WHO

Company profi le

.

Number of sites

Plans for 2021

David Lloyd Leisure�

The Hangar, Mosquito Way, Hatfield Business 
Park, Hatfield, Hertfordshire, AL10 9AX

Tel +44 (0)300 303 9531
Web www.davidlloyd.co.uk

Chair: Russell Barnes

Professional background
My career has always been with the 
leisure sector. I previously worked at 

always been on creating value-driven people cultures which 
deliver strong results through empowered and talented 

business to manage its income streams proactively. Work 

Edinburgh Leisure�

Craiglockhart Leisure & Tennis Centre, 
177 Colinton Rd, Edinburgh EH14 1BZ

Email askus@edinburghleisure.co.uk
Web www.edinburghleisure.co.uk

Company profi le

believe in the positive impact physical activity and sport can 
have on health and wellbeing. 
Number of sites

Council’s high schools.
Plans for 2022/3
Continue to transform lives and communities through 

CEO: June Peebles

Professional background

propelled me into the sport and leisure 

and latterly in the trust environment.
Best piece of advice you’ve ever been given
Stay true to yourself.
Fun fact...

http://www.davidlloyd.co.uk
mailto:askus@edinburghleisure.co.uk
http://www.edinburghleisure.co.uk
http://www.HCMhandbook.com
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Company profile

Number of sites
101 clubs
Plans for 2022/3

and expect a strong presence within a year. 

Empowered Brands

Tel 03330 151 865
Email info@energiecentral.com
Web www.energiefitness.com

MD: Peter Croney

Professional background
I am an entrepreneur with a track record 
of building successful businesses in the 

have more than a decade of franchising expertise.

Best piece of advice you’ve ever been given

Fun fact...

occasions.

CEO: Thomas Barton

Professional background
I was part of the senior management 

in 2014 and have been responsible for 
delivering on large town partnership investment projects 
including the development of Holmes Chapel Community 

Best piece of advice you’ve ever been given
Never mistake politeness for weakness.
Fun fact...
I’m the world’s biggest Only Fools and Horses
that our wedding car was a yellow three-wheel van.

Company profile

charitable trust operating predominantly in Cheshire.  

Number of sites

Plans for 2022/3
We will continue to work alongside partners such as 

teams with targeted health and wellbeing initiatives.

Everybody Sport and Recreation�

Brooklands, Holmes Chapel Community Centre, 
Station Road, Holmes Chapel, CW4 8AA

Email support@everybody.freshdesk.com
Web www.everybody.org.uk

mailto:info@energiecentral.com
http://www.energiefitness.com
mailto:support@everybody.freshdesk.com
http://www.everybody.org.uk
http://www.HCMhandbook.com
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WHO’S WHO

Company profile

facilities and services to local communities across the 
country on behalf of our trust and local authority partners.
Number of sites

Plans for 2022/3
We will continue to work closely with our local authority 

and through our digital operations.

Everyone Active

2 Watling Drive, Sketchley Meadows, Hinckley, LE10 3EY

Tel +44 (0)1455 890508
Web www.everyoneactive.com 

MD: David Bibby

Professional background
I’m a chartered accountant and joined 

It has been highly rewarding to see the brand develop.

Best piece of advice you’ve ever been given
See the bigger picture.

Fun fact...

Company profile

workouts.

Number of sites
45 sites.

Plans for 2022/3

programmes both in clubs and digitally. We’re looking for 

Fitness First

Whelco Place, Enfield Street Industrial Estate, Pemberton, 
Wigan, Greater Manchester, WN5 8DB

Tel +44 (0)30 056 4210
Email info@fitnessfirst.co.uk
Web www. fitnessfirst.co.uk

MD: Lee Matthews

Professional background

ago and after some time with local and 

and worked my way up the ranks. 

Best piece of advice you’ve ever been given

waiting for a turn to speak.
Fun fact...

short in my dream to become a professional footballer.

http://www.everyoneactive.com
mailto:info@fitnessfirst.co.uk
http://www.fitnessfirst.co.uk
http://www.HCMhandbook.com
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CEO: Anthony Cawley

Professional background

various roles from property management to engineering.

Best piece of advice you’ve ever been given

Fun fact...
I once completed a 10k race but came 

Company profi le

encourage participation in sport and physical activity. We 
work in partnership with local authorities and public sector 
organisations to deliver choice and value to customers.
Number of sites

Plans for 2022/3
This will be a period of consolidation after lockdown. We 
have a number of exciting redevelopment plans in the 

the best possible facilities for all of our customers.

Fusion Lifestyle�

Minerva House, 5 Montague Close, London SE19BB

Tel +44 (0)20 7740 7500 
Email info@fusion-lifestyle.com 
Web www.fusion-lifestyle.com

Company profi le

Number of sites

Plans for 2022/3
Our priority is to widen our membership base to support 
the recovery of the wider community in the wake of 

GLL�

 Middlegate House, The Royal Arsenal, London, SE18 6SX

Tel +44 (0)20 8317 5000 
Web www.gll.org / www.better.org.uk

CEO/MD: Mark Sesnan

Professional background
With a career spanning some 40 years 
in public sector leisure and culture 

level from poolside to managing director. 

Best piece of advice you’ve ever been given
Never assume someone is taking 

Fun fact...

mailto:info@fusion-lifestyle.com
http://www.fusion-lifestyle.com
http://www.gll.org
http://www.better.org.uk
http://www.HCMhandbook.com
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WHO’S WHO

Company profi le
Halo Leisure is a social enterprise with charitable 

social enterprises in the West Midlands to be awarded 

Number of sites
22 leisure centres.
Plans for 2022/3

while remaining focused on social enterprise principles.

Halo Leisure�

 Lion Yard, Broad Street, Leominster, Herefordshire, HR6 8BT 

Tel +44 (0)845 241 0340 
Web www.haloleisure.org.uk
Twitter @haloleisure

CEO and director of operations: 
Scott Rolfe

Professional background

25 years’ experience working across local 
authority and charitable and social enterprise sectors.

Best piece of advice you’ve ever been given

Fun fact...

sector leading supplier of asset management software.

Company profi le

communities. We encourage people to be physically 

communities with sports accessibility for all.
Number of sites

Plans for 2022/3
Provide outstanding service while growing our business.

Impulse Leisure

 Head office – Blackshots Leisure Centre, 
Blackshots Lane, Grays, Essex, RM16 2JU

Tel +44 (0)7786 733328 
Email khayes@impulseleisure.co.uk 
Web www.impulseleisure.co.uk 

Managing director: Karl Hayes

Professional background
I have 34 years’ experience in the leisure 

broadening my career experience across 

Best piece of advice you’ve ever been given

http://www.haloleisure.org.uk
mailto:khayes@impulseleisure.co.uk
http://www.impulseleisure.co.uk
http://www.HCMhandbook.com
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JD Gyms

Anjou Boulevard, Robin Park, Wigan WN5 OUJ

Tel +44 (0)1942 914914
Web www.jdgyms.co.uk
Facebook JDGyms
Twitter @jdgyms

MD: Alun Peacock

Professional Background
My career in the industry has spanned 

Best piece of advice you’ve ever been given

enough time to do the most important thing.
Fun fact...

Company profile

further 10 to follow this year. We also have seven gyms 

impeccable standards and cutting edge interior design. 
Number of sites

Plans for 2022/3
Continue to grow the estate through further 
acquisitions and our organic pipeline.

Company profile

wellbeing of individuals within them. We’ve remained 
true to our original aim and have expanded our outreach 
programmes to activate the most disadvantaged groups.
Number of sites
4 sites.
Plans for 2022/3
To rebuild our cash reserves; re-engage our 
community through outreach and digital pathways 

and further build on our unique partnerships.

Jubilee  Hall Trust

30 The Piazza, Covent Garden, London WC2E 8BE

Tel +44 (0)20 7395 4094
Web www. jubileehalltrust.org

CEO: Jonathan Giles

Professional background

lifeguard and then gym instructor in 

Best piece of advice you’ve ever been given

People might be surprised to know that...
I studied at college to be a vet.

http://www.jdgyms.co.uk
http://www.jubileehalltrust.org
http://www.HCMhandbook.com
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WHO’S WHO

MD: James Lawrence

Professional background
Over 10 years’ experience in the health 

I founded two start-up businesses within the leisure 

Best piece of advice you’ve ever been given
Customers will never love a company 

Fun fact...
I nearly moved to Spain to become a chef.

Company profile

has become a leading operator of sports and 

commercial revenue-sharing partnerships.
Number of sites

Plans for 2022/3
Implementing new sites and further developing 
our pipeline of opportunities.

Lifestyle Fitness

 Competition Line (UK) Ltd, 91 East Mount Road,  
Darlington, Co. Durham, DL1 1LA

Tel +44 (0)1325 529800
Web www.lifestylefitness.co.uk
Facebook lifestylefitness.co.uk

Company profile

division operates health clubs and day spas for hotels under 

Number of sites
19 sites.
Plans for 2022/3

we will be looking to invest and develop our three freehold 
clubs to improve the range and quality of facilities. We are 
creating a community tennis centre at one of our clubs.

Mosaic Spa & Health Clubs

 Fitness Express, Park Farm, Hethersett, Norwich, NR9 3DL

Tel +44 (0)1603 812 727 
Web  www.mosaicgroup.co.uk   

MD: Dave Courteen

Professional background
I set up Mosaic with co-founder Steve 
Taylor straight from university and have 
been involved with various industry 
bodies and spoken at numerous conferences in the spa and 

Best piece of advice you’ve ever been given
Measure twice and cut once.
Fun fact...
I published a book in 2019 called More to Gain Than Just 
the Game 

http://www.lifestylefitness.co.uk
http://www.mosaicgroup.co.uk
http://www.HCMhandbook.com
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Company profi le

Health invests all its income back into its vision to build 
a healthier nation through outstanding day-to-day 

programmes to support communities by widening access. 
Number of sites

centres and one diagnostic suite.
Plans for 2022/3
To rebuild a healthier nation.

Nuffi  eld Health

 Nuffield Health, Epsom Gateway Building, 
Ashley Avenue, Epsom, Surrey, KT18 5AL

Tel +44 (0)20 8329 6200 
Web www.nuffieldhealth.com

CEO: Steve Gray

Professional background
I have over 25 years’ experience working 
primarily in the healthcare sector and 
spearheaded the acquisition of an 

comprehensive list of health and wellbeing services.
Best piece of advice you’ve ever been given
Surround yourself with the best people and seek their 

Fun fact...
I used to play professional football in Spain.

Company profi le
Parkwood Leisure is a family owned leisure management 
company working with local authority partners across 

Number of sites

Plans for 2022/3

partners to improve mental and physical wellbeing in the 
communities we serve.

Parkwood Leisure

 3 De Salis Court, Hampton Lovett, Droitwich 
Spa, Worcestershire, WR9 0QE

Tel +44 (0)1905 388500
Web www.leisurecentre.com
 www.parkwoodleisure.co.uk

MD: Glen Hall

Professional background
I have dedicated my entire working career 
to leisure management and for the last 
25 years helping grow Parkwood Leisure 

team of like-minded leisure professionals.
Best piece of advice you’ve ever been given

Fun fact...

http://www.nuffieldhealth.com
http://www.leisurecentre.com
http://www.parkwoodleisure.co.uk
http://www.HCMhandbook.com
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WHO’S WHO

CEO: Paul McPartlan

Professional background

hospitality and wellness. Most recently I was national 

Best piece of advice you’ve ever been given

treat all who work with you with the utmost respect.
Fun fact...

Company profile
Places Leisure is a social enterprise owned by the Places for 

wellbeing related. We work in partnership to re-imagine 
community leisure provision and drive social value.
Number of sites
More than 100 leisure centres and gyms.
Plans for 2022/3

opportunities and are well structured to emerge stronger. 

Places Leisure

Waters Edge, Riverside Way, Watchmoor Park, 
Camberley, Surrey, GU15 3YL

Tel +44 (0)1276 418 200 
Email enquiries@pfpleisure.org
Web www.placesleisure.org

CEO: Humphrey Cobbold

Professional background

Wiggle's international business in 

business experience via management consultancy 

director of strategic development at Trinity Mirror.
Best piece of advice you’ve ever been given

complacency is nearly always a prelude to 

Company profile

Number of sites

Plans for 2022/3

Pure Gym�

 Town Centre House, The Merrion Centre, Leeds, LS2 8LY

Tel  +44 (0)113 831 3333 
Email  info@puregym.com 
Web  www.puregym.com

mailto:enquiries@pfpleisure.org
http://www.placesleisure.org
mailto:info@puregym.com
http://www.puregym.com
http://www.HCMhandbook.com
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Company profi le
Sodexo provides a diverse range of services to business and 

alongside health and wellbeing services.
Number of sites

Plans for 2022/3
Improve the health and wellbeing of all those we serve by 
providing innovative solutions and improving quality of life.

Sodexo (Healthworks)

1 Southampton Row, London, WC1B 5HA

Tel +44 (0)207 4040110
Email healthworks.group@sodexo.com 
Web www.sodexo.com

Head of Health & Wellbeing UK&I: 
Alan West

Professional background

operations manager. Helped launch and operate two 
award-winning destination spas for private hotel chains 
before joining Sodexo in 2002 as an account manager.
Best piece of advice you’ve ever been given
Surround yourself with dynamic inspirational individuals 
and make sure you listen to their ideas.
People might be surprised to know that...

Company profi le
Serco provides leisure services on behalf of community 

Lilleshall and the National Water Sports Centre.
Number of sites

Plans for 2022/3

develop the suite of employee engagement initiatives we 
introduced in 2021 to make our workforce feel more 
listened to and valued than ever before.

Serco

Lancer House, 38 Scudamore Road, Leicester, Leicestershire, LE3 1UB

Tel +44 (0)116 240 7500 
Email leisuregenenquiries@serco.com
Web www. serco.com/uk/sector-expertise/citizens-services/
 leisure-services

MD: Simon Lane

Professional background
I have worked in the sport and leisure 

Best piece of advice you’ve ever been given
Listen to the people on the frontline of your business 

People might be surprised to know that...

mailto:healthworks.group@sodexo.com
http://www.sodexo.com
mailto:leisuregenenquiries@serco.com
http://www.serco.com/uk/sector-expertise/citizens-services/
http://www.HCMhandbook.com
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WHO’S WHO

CEO/MD: Leon Jones

Professional background

business and marketing before gaining 20 
years’ leisure experience in commercial 
and marketing roles. I’ve developed a career in private health 

Best piece of advice you’ve ever been given

apply yourself 100 per cent to everything you do.
Fun fact...

Company profi le

community engagement and intervention services. 

Number of sites
Six major facilities.
Plans for 2022/3

opportunities to increase participation and improve 
the health and wellbeing of local communities.

Tees Active

 Redheugh House, Thornaby Place, 
Thornaby, Stockton on Tees, TS17 6SG

Tel +44 (0)1642 527 322
Email leon.jones@teesactive.co.uk
Web www.teesactive.co.uk

Company profi le

shareholders. The company opened 19 new gyms in 2021.
Number of sites
203 gyms.
Plans for 2022/3
We have a strong pipeline of new sites and will be 
accelerating the growth of our gym network to 
give more people the opportunity to be active.

The Gym Group�

 5th Floor, One Croydon, 12-16 Addiscombe Road,
Croydon, CR0 0XT6

Tel  +44 (0)20 3319 4823
Web  www.thegymgroup.com
Facebook  thegymgroup
Twitter  @thegymgroup

CEO: Richard Darwin

Professional background

Best piece of advice you’ve ever been given

Fun fact...

mailto:leon.jones@teesactive.co.uk
http://www.teesactive.co.uk
http://www.thegymgroup.com
http://www.HCMhandbook.com
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CEO: Colin Waggett

Professional background
I have more than 20 years’ experience 

having been the global CEO of Fitness 

Best piece of advice you’ve ever been given

Fun fact...

Company profi le

We combine world-class facilities and expertise with a 

Number of sites
Seven.
Plans for 2022/3

eighth and ninth sites.

Third Space

16–19 Canada Square, Canary Wharf, London, E14 5ER

Tel +44 (0)20 7970 0900 
Web www.thirdspace.london

Company profi le

health and wellbeing referral programme and other NHS 

Number of sites
19 sites.
Plans for 2022/3

West Lothian 

Head Office, Xcite, Bathgate Leisure Centre, Balbardie Park, 
Torphichen Road, Bathgate, West Lothian, EH48 4LA

Tel +44 (0)1506 237870
Email tdent@westlothian.com
Web www.westlothianleisure.com

CEO: Tim Dent

Professional background
I have more than 30 years’ experience in 

strategic and project management. 

Best piece of advice you’ve ever been given

Fun fact...

beaten in 10 moves by a blindfolded member of my team!

http://www.thirdspace.london
mailto:tdent@westlothian.com
http://www.westlothianleisure.com
http://www.HCMhandbook.com
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WHO’S WHO

Company profile

health and wellbeing of residents in the region.
Number of sites
7 sites.
Plans for 2022/3

in energy saving initiatives and to address 
recruitment and retention challenges.

Your Leisure Kent Ltd�

 Discovery Park, Innovation House, Innovation 
Way, Sandwich, Kent, CT13 9ND

Tel +44 (0)3333 660 661 
Email info@yourleisure.uk.com 
Web www.yourleisure.uk.com

MD: Kevin Fordham

Professional background
I have more than 30 years’ experience in  

 
management and marketing.

Best piece of advice you’ve ever been given

have to take the stairs.
Fun fact...
I support two Premier League football teams.

CEO: Andy King

Professional background

Best piece of advice you’ve ever been given

Fun fact...

Company profile

Number of sites
9 sites.
Plans for 2022/23
Launch of our new strategy linked to a new 10 

Your Trust

 Floor 3, Number One Riverside, Smith Street

Rochdale, OL16 1XU

Tel +44 (0)1706 926 232
Web www.link4life.org
Facebook yourLink4Life

mailto:info@yourleisure.uk.com
http://www.yourleisure.uk.com
http://www.link4life.org
http://www.HCMhandbook.com
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WHO’S WHO

CEO: Peter Angelov

Professional background

Best piece of advice you’ve ever been given

Fun fact...

Company profi le

Number of sites

Plans for 2022/3

Athletic Fitness

 78 Yanko Sakuzov Blvd, 1504 Sofia, Bulgaria

Tel +359 (0)889 140 264
Email svetoslav.chankov@athletic.bg
Web www.athletic.bg
Facebook /athletic.fitnes

 

WHO’S WHO 
European 
operators

 
Who are the key players in your 

market? We take a look at some of 
Europe’s leading health club chains
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Company profi le
With more than two million members and in excess of 
6,000 employees, Basic-Fit is the European market leader 

of Europe’s most attractive markets: the Netherlands, 
Belgium, Luxembourg, France and Spain. We operate a 
straightforward membership model and uncomplicated and 

at our Basic-Fit clubs or through our app.
Number of sites
More than 1,000 clubs and 2.2 million members.
Plans for 2022/3

Basic-Fit

 Wegalaan 60, 2131 JC Hoofddorp, the Netherlands

Tel +31 23 8901750 
Web  www.basic-fit.com / www.corporate.basic-fit.com

CEO: Rene Moos

Professional background
As a former professional tennis player I 

operator HealthCity in the same year and becoming CEO. 
In 2010, HealthCity acquired 32 Basic-Fit clubs. I decided to 
separate the two in 2013 and expanded the Basic-Fit club 

Best piece of advice you’ve ever been given
Be focused and keep improving your product.
People might be surprised to know that...
I was a tennis teacher for many years.

BA
SIC

-FIT

Company profi le

The use of technology is extensive to enhance operational 

experience. The company’s leading vision is to become a 

Number of sites
More than 50 clubs in Norway, in addition to clubs in 
Switzerland, Germany, Austria and Finland.

Plans for 2022/3
Our ambition is to open 10 clubs in Norway in 2022.

CEO: Morten Hellevang

Professional background
CEO of Fitness Group Nordic since 
December 2013, I started in Fitness 

experience from the telecommunications, IT and FMCG 
sectors, mainly as CFO. I have a degree in business 
administration and psychology.

Best piece of advice you’ve ever been given?

continue which counts.

EVO (operated by Fitness Group 
Nordic AS)

Karenslyst Alle 2, 0278 Oslo, Norway

Email morten.hellevang@fitnessgroup.no
Web www.evo.no

EVO

http://www.basic-fit.com
http://www.corporate.basic-fit.com
mailto:morten.hellevang@fitnessgroup.no
http://www.evo.no
http://www.HCMhandbook.com
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WHO’S WHO

Company profile
Founded in 1997 by Rainer Schaller, RSG Group is still 
owner operated. It has 41,000 employees, including 
franchisees, and 6.4 million customers. With an emphasis 
on health and sustainability, RSG Group’s portfolio 
comprises 20 innovative brands, including Gold’s Gym, 

brands, such as Pearl Model Management and Ron Miller. 
Additionally, RSG Group has investments with dynamic 

Workout and Marcell Von Berlin.  
Number of sites

RSG Group�

Saarbrücker Strasse 38, 10405 Berlin, Germany

Phone +49 30 2100 350 
Web www.rsggroup.com

CEO: Rainer Schaller

Professional background
Rainer Schaller is the founder, owner and 
CEO of the RSG Group, who has turned 
one open to all gym into a massive global 
business. He began his career as a retail salesman and took 

Würzburg, Germany in 1997. In contrast to wellness trends 
which dominated at the time he pioneered the discount 
principle with great success. A true entrepreneur he has 
continually evolved the business through innovation and 
acquisition, and pushed boundaries to consistently amplify 
the customer experience.

CEO: Niclas Bönström

Professional background
Niclas worked at Coca-Cola Sweden, 
SATS Europe and 24 Hour Fitness, before 
becoming the CEO & co-founder of 
Mrs.Sporty. In Germany and Austria, Mrs.Sporty is the 
market leader in its segment. The company strives towards 
extending that market leadership in Germany and Austria 
while extending its presence to become the market leader 
in all markets where it is present.

Best piece of advice you’ve ever been given
Good things don’t grow by themselves.

Mrs.Sporty�

Helmholtzstr. 2-9, 10587 Berlin, Germany

Web www.mrssporty.com
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Company profile
Mrs.Sporty is a franchise operating smaller community 
located health and fitness clubs for women of all ages 
and fitness levels. This unique and women-centered 
solution for health, fitness, nutrition and regeneration has 
revolutionised fitness and nutritional coaching. Its club 
business is assisted by technologies such as Pixformance.
Number of sites
330 clubs in 5 countries.
Plans for 2022/3
Opening new franchise-owned and operated clubs. 
Combining hyper-personalised workouts with group 
training at our clubs. Further development of our hybrid 
model with online training and live classes.

http://www.mrssporty.com
http://www.HCMhandbook.com
http://www.rsggroup.com
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Company profi le
Co-founders Pedro and Constance Ruiz operate and run 

Number of sites

Plans for 2022/3

Vivafit & Personal20

Rua Elias Garcia 324 Loja D, E&F, 2720-335 Amadora, Portugal

Tel +35 1 210 970 651
Web www.vivafit.eu, personal20.com, p20method.com
Facebook VivafitInternational / Personal20
Linkedin  Vivafit / Personal20
Twitter Vivafit / Personal20
Instagram Vivafit

CEO: Pedro Ruiz
President: Constance Ruiz

Professional background

and entrepreneurship.
Best piece of advice you’ve ever been given

People might be surprised to know that...

CEO: Kevin Yates

Professional background

Best piece of advice you’ve ever been given

Fun fact...

Company profi le

Number of sites

Plans for 2022/3

TRIB3 International�

Unit 3A North Pavilion, Symphony Park, Manchester, M1 7FS

Email franchise@trib3.co.uk
Web trib3.co.uk/franchise

http://www.vivafit.eu
mailto:franchise@trib3.co.uk
http://www.HCMhandbook.com
http://www.personal20.com
http://www.p20method.com
http://www.trib3.co.uk/franchise
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FITNESS FRANCHISES

Indoors, outdoors and online there is a lot
going on in the franchise sector. Kath Hudson

rounds up the latest deals and trends…

ROLLING OUT

Former England football 
captain, David Beckham, 

has invested in F45
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landmark in the UK and Ireland.
“We’re excited to be part of a sector 

which can play a key role in reinvigorating 
high streets and retail and business 
parks,” says Randall. “Business parks have 

want to support their wellbeing. Having 

that 21st century business community.”
Anytime Fitness is also planning to 

provide wider health support for members 
beyond exercise. “Physical activity is just 
one part of leading a healthy lifestyle, we 

want our members to be able to access 
expert guidance, coaching and content 
across nutrition, rest/sleep, mental 
wellbeing and their work-life balance,” 
says Randall. “This will be brought to 
life by enhancing the education available 
to our club teams, as well as working 

DYNAMIC GROWTH
Millennial brand Trib3 is growing 
aggressively. Now with studios in UK, 
Spain, The Netherlands, Ireland and 

We’re excited to be part of a 
sector which can play a key role 
in reinvigorating high streets
Neil Randall, CEO, Anytime Fitness

     ANYTIM
E FIT

N
ESS

“

O
ne of the many impacts of 
COVID has been a change in 
circumstances and a reassessment 
of priorities which has led to a 
great many people exploring their 
entrepreneurial streak. 

opportunity to buy a good-to-go 
business and health club franchises 

Neil Randall, CEO of Anytime Fitness, 
says this has resulted in the company 
seeing enquiries from a wide range of 
potential franchisees. Even former England 
football captain David Beckham is getting 
in on the action with his investment 
in Australia-born brand, F45 last year 
and more recently his partnership in 
a new 3,500sq ft franchised studio in 
Kensington High Street, west London. 

During the build back, the big franchise 
chains are getting busy. Anytime Fitness 
opened 16 new clubs during the nine-
and-a-half months of 2021 trading and 
have a target of 25 clubs in 2022, to 
take the company past its 200-club 

Anytime Fitness 
is seeing enquiries 
from a wide range 

of franchisees
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FITNESS FRANCHISES

Finland, the company has secured franchise 
deals for more than 60 sites and is making 
a play for the US market. It also plans to 
open 10 studios in Greece and Cyprus 

earlier this year, which will be followed 

well as around the UK in Nottingham, 

said: “I saw straight away the commercial 

opportunity yielded by the uniqueness 

I am looking forward to this next phase 
of the partnership and having my team 
be really hands-on in driving the further 
international expansion of the concept.”

a presence in the metaverse, making 
its workouts available in The Sandbox, 

tokens which can then be spent in the 
metaverse. Also, when you go for a run, 

for example, you’ll be able to have your 
friend running with you as an avatar.”

their photo goes on the wall, and 
they’re able to train and work their 
way up the ranks. After 50 workouts a 

is synonymous with the metaverse.”

STRONG INTEREST

Énergie, owned by Empowered Brands, 

Trib3 has signed a 
partnership with UGG 
for Benelux expansion

http://www.HCMhandbook.com
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has opened 17 clubs in the UK and Ireland 
and one in Spain. Énergie Barcelona St 
Cugat is operated by industry veterans, 
Rod Hill and George Houtenbos, who 
signed a master franchise agreement with 
Empowered Brands in 2020, to develop 
75 clubs in Spain over the next 10 years.

The Spanish clubs will have a slightly 

footprint, with three group exercise 
studios, as well as mindfulness classes 
in a specially designed space.

“When we signed the master franchise 
deal, our goal was to design a concept 
that would be attractive in a post-
lockdown world in which members will 
look for more experiences,” says Hill. 
“Consumer expectations have changed 
and the pandemic has accelerated 
the need for traditional gyms and 
even low-cost gyms, to re-invent 

Empowered Brands also plans to 

brands by the end of 2023 and has 

master franchise for the UK and Ireland 
of Australian boxing brand, UBX. 

John Jempson, managing director of 

People will be able to 
swap points earned in 
the gym for tokens to be 
spent in the metaverse
Kevin Yates, CEO, Trib3

TRIB3

“

Empowered Brands 
will roll UBX out 
across UK and Ireland

Inspired by the trend 
for outdoor workouts, 
Rise launched in 2021 

http://www.HCMhandbook.com
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UBX UK, said the objective is to open 
250 clubs across the UK and Ireland: 
“The UBX product and experience 

period in a range of environments and 

franchisees and members.”
Chair of Empowered Brands, Pietro 

ambition to have a powerful brand 
stable and be the curator of leading 
and emerging brands in Europe.

“We have hundreds of franchise 

do not have the capital or appetite to 

smaller venue requirements and lower 

ideal proven brand to take to a market 

Boutique boxing brand Rumble, 
which originated in New York, has 
signed a master franchise agreement 
in Australia, which could see at least 

Boutique Fitness Studios, which is the 
existing master franchise partner in 
Australia for Xponential Fitness.

Matt Gordin, CEO of Boutique 

oriented workout and immersive 
customer experience at Rumble studios.”

Australians will embrace 
the immersive customer 
experience at Rumble studios
Matt Gordin, CEO, Boutique Fitness Studios

BOUTIQUE FITN
ESS ST

U
D
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S

“

Australia is set to see 
some 100 Rumble boxing 

PH
O

TO
: RU

M
BLE:X

PO
N

EN
TIA

L FITN
ESS

FITNESS FRANCHISES

http://www.HCMhandbook.com


www.HCMhandbook.com 135Handbook 2022  

OUTDOOR CONCEPTS

Randy Hetrick’s latest 

taking Florida by storm

http://www.HCMhandbook.com
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About us

How much does it cost?

Which consumer group/
demographic is the 
franchise targeted at?

What sort of franchisees 
are you looking for?

Plans for the next 12 months

Key personnel

Empowered Brands 
Aurora House, Deltic Avenue, Rooksley, Milton Keynes, MK13 8LW, UK

www.empoweredbrands.co.uk

http://www.HCMhandbook.com
http://www.empoweredbrands.co.uk


B O U T I Q U E  

W O R K O U T  

E X P E R I E N C E

B O U T I Q U E  

W O R K O U T  

E X P E R I E N C E

B e c o m e  t h e  n e x t  T R I B 3  o w n e r  w i t h  t h e  s u p p o r t  o f  

o u r  e x p e r t  t e a m  a n d  a  p r o v e n  g l o b a l  b u s i n e s s  m o d e l .

R E A D Y  T O  L E A D
T H E  W A Y  I N  T H E

F I T N E S S  I N D U S T R Y ?

UNITED KINGDOM                CHINA               FINLAND             SPAIN               NETHERLANDS               REPUBLIC OF IRELAND

T R I B 3 . C O . U K / F R A N C H I S E

C o m e  a n d  b e  p a r t  o f  i t .  S t a r t  y o u r  T R I B 3  t o d a y .  

Fast breakeven and rapid payback Results-focused group workoutUnique brand and store design

http://www.trib3.co.uk/franchise
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About us

What’s the main USP 
of your franchise?

What does the franchise 
package include?

How much does it cost?

How many sites do you have?

What are your expansion plans?

Which consumer group/demographic 
is the franchise targeted at?

What are the characteristics 
of the franchisee you’re 
looking to work with?

Key personnel

TRIB3

www.trib3.co.uk/franchise

http://www.HCMhandbook.com
http://www.trib3.co.uk/franchise
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1Life works in partnership with a range of hotel and leisure brands and manage private health club facilities 
such as Wyboston Lakes in Bedfordshire and BP’s health and wellbeing centre in Sunbury. 

 
1Life can fuse the practical with the aspirational and the team are successful in creating an inclusive and 

deliver quality service which enhance the user experience, increasing your membership base and improving 
customer engagement and feedback.

Some of our current 
partners include 

For more information, please 
contact enquiry@1life.co.uk

mailto:enquiry@1life.co.uk
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About us

Product range and services

1Life
LDH House, St Ives Business Park, Parsons Grn, St. Ives PE27 4AA, UK

https://www.1life.co.uk/

Future plans

 

Key personnel

https://www.1life.co.uk/
http://www.HCMhandbook.com


ARE YOU LOOKING TO BECOME 

A FITNESS PROFESSIONAL OR 

TAKE YOUR FITNESS PATH TO 

THE NEXT LEVEL?

We have over 100 qualifications in the 

fitness industry to start you on 

your journey.

ARE YOU A TRAINING PROVIDER 

LOOKING TO BECOME APPROVED 

TO DELIVER QUALIFICATIONS?

By becoming approved with Active IQ you 

will join over 500 centres who are already 

benefitting from delivering the highest 

quality qualifications.

Find out more at:

Contact us today and 
quote ‘HCM-22’

T 01480 467 950
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About us

 

Product range and services Key customers

Future plans

Key personnel

 

Active IQ
Dryden House, St Johns Street, Huntingdon, PE29 3NU, UK

www.activeiq.co.uk

http://www.activeiq.co.uk
http://www.HCMhandbook.com
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About us

Product range and services

Alliance Leisure
2340/2440 The Quadrant, Aztec West, Bristol, BS324AQ, UK

www.allianceleisure.co.uk

Key customers

Future plans

Key personnel

http://www.allianceleisure.co.uk
http://www.HCMhandbook.com
https://www.linkedin.com/company/alliance-leisure/
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About us

Product range and services

USPs

Key customers

Future plans

Key personnel

Art of Cryo 
A division of L&R Kältetechnik GmbH & Co.KG

Hachener Straße 90a-c, Sundern - Hachen, 59846, Germany 

 contact@artofcryo.com 

www.artofcryo.com

mailto:contact@artofcryo.com
http://www.artofcryo.com
http://www.HCMhandbook.com


YOUR FITNESS SOLUTIONS PARTNER!

C O R E H E A L T H A N D F I T N E S S . C O M
REQUEST A CONSULTATION AT

Whether you’re looking to refresh your facility or open a brand new one, 

our team of industry experts take a consultative approach to understand 

your unique goals. This approach allows us to take you from concept to 

installation to industry leading support that keeps you in the know about 

your equipment, empowering you and your staff to focus on what’s most 

important.

Core Health & Fitness is your complete solutions partner and we’ll be here 

every step of the way.

©2022 Core Health & Fitness LLC. All rights reserved. Nautilus is registered trademarks of Nautilus Inc. used under license to Core Health & Fitness LLC. 

http://www.corehealthandfitness.com
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About us

Product range and services

®

Schwinn’s®

®

®

®

Key customers

Steve Jones

Core Health & Fitness
Unit 4, The Gateway Centre, Coronation Road, Cressex Business Park, 
High Wycombe, Buckinghamshire, HP12 3SU, UK

www.corehandf.com

http://www.corehandf.com
http://www.HCMhandbook.com


learn. empower. grow.
learner by Excelsior, is a health, wellness and fitness specific learning 
management system either preloaded with professional development 
content or customisable with your own brand and education.

learner also features several business management tools that  
enable easy payment, marketing, scheduling and sharing for an all  
in one solution that empowers business owners and users alike.

For more information on how to up-skill  
your team and create a unique learner  
management system in just a few simple  
steps contact chris@edt.education

mailto:chris@edt.education
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About us

Product range and services

Excelsior Development Technology
4-5 King Square, Bridgwater, TAF 3YF, UK

 +44 (0)7450 721382

https://www.edt.education

USPs

Key customers

Key personnel

https://www.edt.education
http://www.HCMhandbook.com


WWW.FISIKAL.COM

REALTIME BOOKINGS & PAYMENTS
LIVE-STREAMING & ON-DEMAND
ASSESSMENTS & PROGRAMMING
STAFF MANAGEMENT & EDUCATION
REPORTING & BUSINESS ANALYSIS
INTEGRATIONS & CUSTOM DEVELOPMENT

ASK FOR
YOUR FREE
DEMO TODAY!

LET’S GET
DIGITAL

http://www.fisikal.com
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About us

Product range and services

Key customers

Future plans

Key personnel

Fisikal Ltd
71-75 Shelton Street, London WC2H 9JQ UK

www.fisikal.com

http://www.fisikal.com
http://www.HCMhandbook.com


How Strong is 
Your Member 
Connection?

3 Ways to Increase Retention

Actionable Customer 
Feedback

Create tailored feedback, analyse 
responses, and make smarter business 
decisions to increase customer 
satisfaction and drive referrals via TRP’s 
sophisticated NPS software, ‘Insight’.

#1

Targeted Face-to-Face 
Interactions

Improve your level of service by creating 
an interactive and welcoming gym 
environment. Get to know all members 
with TRP’s ‘Interact’ tool and identify 
those who are at risk of dropping out to 
create valuable interactions on the gym 
floor to motivate members to stay. 

#3

Effective Communication

Introducing TRP’s ‘Digital’ software to 
keep the conversation going when your 
members are away from your club. 
Deliver tailored messages to specific 
member groups automatically with email 
and SMS customer journeys.

#2

If we can increase usage, we will increase results. Insight 

allows us to see why people love us or why they leave us – 

I care what people think about us and if someone’s not 

having a great experience, it helps us create improvements. 

Interact helps us to recognise those that are in high risk of 

leaving the gym or have changed their pattern. Our average 

stay before TRP was around the 6-month mark and in just 
under 12 months, we’ve doubled – it’s exceptional.

Josh Fairbairn Area Health & Fitness Manager

mailto:hello@fitronics.com
http://www.fitronics.com


www.HCMhandbook.com

COMPANY PROFILE

157Handbook 2022  

About us

Product range and services

Key customers

Fitronics (TRP)
House of Fitronics, 4 & 5 Palace Yard Mews, 
Bath, Somerset, BA1 2NH, UK

www.fitronics.com

http://www.HCMhandbook.com
http://www.fitronics.com
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About us

Product range and services

Key customers

Future plans

Key personnel

Tom Post

Funxtion International BV
Funxtion International BV, Sloterweg 796, Amsterdam, 
North Holland, 1066 CN, Netherlands.

www.funxtion.com

http://www.HCMhandbook.com
http://www.funxtion.com


Mandatory & Essential Training Suite

Our Solutions

e-Cademy Suites

Training Courses

Bespoke Training Solutions

Flex LMS (Learner Management System)

Empower your workforce with
scalable training and
development solutions.

Whatever your budget, we offer a range of ready to go and
bespoke solutions for launching leading education and learning
development programmes into your organisation.

We work with you as your Learning & Development partner to
identify the best training programmes to meet your business
needs and strategic objectives.

Leaders in education &
workforce development.

Follow Us:

@futurefitforbusiness @FFforbusiness/futurefitforbusiness

#WeAreFutureFitfuturefitforbusiness.co.uk 01329 756196

Scan to findoutmore:

http://www.futurefitforbusiness.co.uk
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About us

Product range and services

Future Fit
Leroux House, Carnac Court, Cams Hall Estate, 
Portchester, Fareham, Hampshire, PO16 8UL, UK

 

https://futurefitforbusiness.co.uk/

Key customers

Future plans

Key personnel

https://futurefitforbusiness.co.uk/
http://www.HCMhandbook.com


GANTNER optimizes and simplifies the organization of fitness clubs. Using touchless RFID/NFC credentials (member 
cards, wristbands, smart phones) GANTNER creates a unique member experience throughout the entire facility. From 
check-in and access control to electronic locker systems and cashless payment – GANTNER provides an integrated 
solution, compatible with all common club management software providers. We support you in the automation of daily 
processes. This allows your members to check in to club services independently without staff.

MORE COMFORT & EFFICIENCY
DIGITAL CLUB TRANSFORMATION

Market leader
8 of the 10 leading 
fitness chains in Europe 
trust in GANTNER.

Integrated system
One credential for  
all applications.

More profit
Automation leads to 
more sales and lower 
costs. 

www.gantner.com

http://www.gantner.com
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About us

Product range and services

GANTNER
Bundesstrasse 12, Nueziders, Austria, 6714, Austria

www.gantner.com
 

Key customers
Shows attending

 

http://www.gantner.com
http://www.HCMhandbook.com
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About us

Gympass
WeWork Hoxton, Senna Building, Gorsuch Place, London, E2 8JF UK

https://site.gympass.com/uk/partners/

Key customers

https://site.gympass.com/uk/partners/
http://www.HCMhandbook.com
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About us

Product range and services

Key customers

Future plans

Shows attending

Key personnel

InBody UK
11 Phoenix Park, Telford Way, Stephenson Industrial Estate, Coalville, Leicestershire, UK

https://uk.inbody.com/
 

UK Director

http://www.HCMhandbook.com
https://uk.inbody.com/


The UK's Leading Gym Fit-Out Specialists
We specialise in creating intelligent training spaces for health and fitness facilities,

and the design and manufacture of bespoke training equipment.

CREATING A TRAINING SPACE?
GET IN TOUCH FOR A FREE GYM DESIGN CONSULTATION!

WWW.INDIGOFITNESS.COM | 01455 890 100  |  INFO@INDIGOFITNESS.COM    

mailto:INFO@INDIGOFITNESS.COM
http://www.indigofitness.com
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About us
 We 

We 

Whitacre Road, Nuneaton, Warwickshire, CV11 6BW, UK

http://www.HCMhandbook.com
http://www.indigofitness.com


THE HOME 
OF PREMIUM 
PERFORMANCE.

As the home of premium performance, our new 
made in Britain range minimises storage space and 
maximises your gym floor.
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Jordan Fitness
56 Oldmedow Road, Hardwick Estate, King’s Lynn, PE30 4JJ, UK

Tel: +44 (0)1553 763285
Email: sales@jordanfitness.com
Twitter: @jordanfitnessuk
Instagram: @jordanfitnessuk
LinkedIn: https://www.linkedin.com/company/jordan-fitness 
Facebook: @jordanfitnessuk
www.jordanfitness.com

mailto:sales@jordanfitness.com
https://www.linkedin.com/company/jordan-fitness
http://www.jordanfitness.com
http://www.HCMhandbook.com


www.healthclubhandbook.comHealth Club Handbook 2018172

Performance 
for every body.

Follow us:  
@keiserfitnessuk  
keiseruk.com

http://www.keiseruk.com
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About us

Product range and services

Key customers

Future plans

Shows attending 

Key personnel

Keiser UK Ltd
Unit 3, Hampton Industrial Estate, Hampton Street, 
Tetbury, Gloucestershire, GL8 8LD, UK

 +44 (0)1666 504710 

www.keiseruk.com

http://www.HCMhandbook.com
http://www.keiseruk.com


THE ULTIMATE GROUP 
FITNESS SOLUTION

+18 more world-class workouts, available now in club or at home

lesmills.com/uk/ultimateDiscover the Ultimate Group Fitness Solution

Live. Virtual. At Home

http://www.lesmills.com/uk/ultimate
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About us

Product range and services

Future plans Key personnel

Les Mills UK
1, Alie Street , London, E1 8DE, UK

www.lesmills.com/uk

http://www.HCMhandbook.com
http://www.lesmills.com/uk


THIS  
IS LIFE
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About us

Product range

Future plans

Key customers

Key personnel

Life Fitness
Bijdorpplein 25-31, Barendrecht, 2992 LB, The Netherlands

180 646 666
 

 
www.lifefitnessemea.com/en-eu

http://www.lifefitnessemea.com/en-eu
http://www.HCMhandbook.com


http://www.matrixfitness.co.uk
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About us

Product range and services
Key customers

Future plans

Key personnel

Matrix Fitness
Trent House, 234 Victoria Road, Fenton, 

http://uk.matrixfitness.com

http://uk.matrixfitness.com
http://www.HCMhandbook.com


Mindful movement is about more than Zen. It’s about strength, sweat, agility and building 
healthier people, from the outside in and the inside out. With 30+ years experience developing 
innovative programs like STOTT PILATES® and over 65,000 instructors trained. Merrithew is The 
Professional’s Choice™. Adding mindful movement to your club can increase revenue, strengthen 
member retention, attract new clients and provide new training opportunities for staff.  

We can help you design the perfect program — training and equipment — that meets your 
needs. Is your club ready? Visit merrithew.com

Your business.
Our passion.

merrithew.comA-
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About us
Merrithew®

®

®

Product range and services

® 

Additional services

Key customers

Shows attending

Key personnel

Merrithew® – TM

2200 Yonge St, Suite 500, Toronto, Ontario, M4S 2C6, Canada

  
 

 w
www.merrithew.com

http://www.HCMhandbook.com
http://www.merrithew.com


There’s only 
one studio 
like yours.

There’s only one software like ours.
Everything you need to run—and grow—your business.

To book a demo or learn more, visit uk.mindbodyonline.com

http://www.uk.mindbodyonline.com
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About us

Product range and services

Key customers

Future plans

Key personnel

Phil Coxon

Mindbody
30 Crown Place, London EC2A 4EB, UK

www.mindbodyonline.com/business

http://www.mindbodyonline.com/business
http://www.HCMhandbook.com


The ultimate
club experience.
The numbers don't lie - Myzone boosts club visits by 
33% and keeps members around 24% longer.
Talk to us today about growing your business.

Visit myzone.org to find out more. 

http://www.myzone.org
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About us

Product range and services
MZ-Switch:

MZ-3:

MZ-1: 

MZ-Fitness Test:

MZ-Instruct: 

MZ- Remote:

Key customers 

Future plans

Shows attending

Key Personnel

Myzone

www.myzone.org

http://www.myzone.org
http://www.HCMhandbook.com


mailto:info@orbit4.org
http://www.orbit4.org
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About us

Product range and services

Orbit4
7 School Lane, Hartford, Cheshire, CW8 1NP, UK

http://www.HCMhandbook.com
http://www.orbit4.org


mailto:infouk@panattasport.it
http://www.panattasport.com
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About us Product news

Future plans

Panatta Srl
Via Madonna della Fonte 3/c, Apiro (MC), Italy

http://www.HCMhandbook.com
http://www.panattasport.com


CREATING LASTING PARTNERSHIPS TO BUILD 
HAPPIER AND HEALTHIER COMMUNITIES
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About us

Product range and services

Key customers

Future plans

Parkwood Leisure

www.parkwoodleisure.co.uk
 

http://www.HCMhandbook.com
http://www.parkwoodleisure.co.uk


http://www.perfectgym.com
mailto:sales@perfectgym.com
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About us

Product range and services

Key customers

Future plans

Key personnel

Perfect Gym Solutions S.A.

www.perfectgym.com Peter Croft

http://www.perfectgym.com
http://www.HCMhandbook.com
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Peloton Commercial 
and Precor Products
1 Langley Street, London, WC2H 9JA, UK

Tel: +44 203 1023 9973
LinkedIn: linkedin.com/showcase/peloton-commercial/
commercial.onepeloton.co.uk/

About us

Product range

Key customers

Future plans

Key personnel

http://www.HCMhandbook.com
http://www.commercial.onepeloton.co.uk


www.physicalcompany.co.ukP H Y S I C A L C O M P A N Y . C O . U K

Physical Company, The Works, Wycombe Road, Stokenchurch, Buckinghamshire HP14 3RR

01494 769 222 - sales@physicalcompany.co.uk

PHYSICAL SPECIALISES IN EVERYTHING TODAY’S FITNESS SPACES SHOULD BE 

BUILT AROUND, FROM FLOORING TO FUNCTIONAL EQUIPMENT, RIGS TO COMBAT, 

 WATCH OUR BRAND VIDEO

mailto:sales@physicalcompany.co.uk
http://www.physicalcompany.co.uk
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Physical Company Ltd
The Works, Wycombe Road, Stokenchurch, Buckinghamshire, HP14 3RR, UK

Tel: +44 (0)1494 769 222
Email: sales@physicalcompany.co.uk
LinkedIn: www.linkedin.com/company/physical-company/
Facebook: www.facebook.com/Physical.Company
Instagram: @physicalcompany/
Twitter: @physicalcompany
www.physicalcompany.co.uk

mailto:sales@physicalcompany.co.uk
http://www.linkedin.com/company/physical-company/
http://www.facebook.com/Physical.Company
http://www.physicalcompany.co.uk
http://www.HCMhandbook.com


mailto:info@powerplate.com
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About us

Product range and services

USPs

Key customers
Future plans

Key personnel
 
 

Power Plate

Tel: +44 (0)20 7317 5000

Facebook:
www.powerplate.com

Enhance wellbeing with mindful movement

http://www.HCMhandbook.com
http://www.powerplate.com


http://www.pulsefitness.com/trakk
https://www.youtube.com/pulsefitnessuk
https://www.instagram.com/pulsefitness_official/?hl=en
https://www.linkedin.com/company/pulse-fitness/
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About us

Product range and services

Future plans

Key personnel
Chris Johnson

Pulse Fitness

www.pulsefitness.com Chris Johnson

http://www.pulsefitness.com
http://www.HCMhandbook.com


Bespoke software for 
member engagement 
and retention

Responsive Web Interfaces :: Software API Integrations :: iOS/Android App Development :: Front-Stage 
Interfaces :: Customer Engagement & Retention :: User Journey Mapping :: Dashboard Analytics :: 

Clients include: Sheffield City Trust (SCT), BH Live, Sport Sheffield, University of Birmingham Sport

Striking a balance between new customer 
acquisition and existing member retention is 
critical to success in the leisure sector. 
Rocca creates user engagement software for 
your unique needs while making the most of 
your existing software through integration.

Call Marc on 0114 221 7711
or email Marc@RoccaCreative.co.uk

RoccaCreative.co.uk

Active technology

mailto:Marc@RoccaCreative.co.uk
http://www.roccacreative.co.uk
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About us

Product range and services

Key customers

Future plans

Key personnel

Rocca Creative Thinking Limited

www.roccacreative.co.uk

http://www.roccacreative.co.uk
http://www.HCMhandbook.com


SUPPLIERS OF 

HIGH QUALITY 

CHANGING ROOM 

SOLUTIONS FOR 

THE FITNESS AND 

LEISURE INDUSTRY

Contact us today 

for more information

T: 0203 651 1500

E: info@safespacelockers.co.uk

» Lockers, benches, padlocks 

and cubicles

» Changing room design

» Consultation services

» Locker servicing and maintenance

» Financial solutions

Offi  cial distributor of 

SUITMATE® Swimsuit 

Water Extractor in 

England, Scotland

and Wales

www.safespacelockers.co.uk

mailto:info@safespacelockers.co.uk
http://www.safespacelockers.co.uk
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About us Product range and services

Key customers

Safe Space Lockers
Unit 6, Chancerygate Business Centre, 214 Red Lion Road,  
Surbiton, Surrey, KT6 7RA, UK

https://safespacelockers.co.uk
Dominic Hyett,  

 

Future plans

Shows attending 

Key personnel

https://safespacelockers.co.uk
http://www.HCMhandbook.com


http://www.servicesport.co.uk
mailto:info@servicesport.co.uk
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About us

Product range and services

Key customers

Future plans

Key personnel

ServiceSport (UK) Ltd
ServiceSport House, Unit 1 & 2 Drumhead Road, 
Chorley North Business Park, Chorley, Lancs, PR6 7BX, UK

www.servicesport.co.uk

http://www.servicesport.co.uk
http://www.HCMhandbook.com


The new Excite line provides all users with an engaging and tailored exercise 
experience  thanks to the Technogym Live platform.

• Training variety: tailored on-demand workouts, and countless entertainment options

• Mobile connectivity: personalise your experience by connecting your phone; charge it wirelessly

•  Space-savvy: the redesigned Excite Run offers -30% footprint and +13% running space

•  Energy-savvy: the new excite line represents the next generation of sustainable equipment

Discover more on technogym.com/HCM

Precision
Training
Experience

TECHNOGYM LIVE

Discover the 
new Excite line

http://www.technogym.com/HCM
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About us

Product range and services

Key customers Key personnel

Technogym
Two The Boulevard, Cain Road, Bracknell, Berkshire RG12 1WP UK

www.technogym.com

http://www.technogym.com
http://www.HCMhandbook.com


The UK’s exclusive 
distributor of 
SPORTEC® products

 Heavy duty rubber tiles  
for free weight areas.

 Sheet rubber and shock 
pads for functional training 
zones and studios.

 Fully customisable sled tracks.

 Solutions to control structure-
borne noise and vibrations.

 Performance surfaces for indoor 
and outdoor sports.

T: +44 (0) 1706 260 220   
E: Sales@TVS-Group.co.uk

www.TVS-Group.co.uk

C O N TAC T  U S  N O W

mailto:Sales@TVS-Group.co.uk
http://www.TVS-Group.co.uk
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SPORTEC®

®

Total Vibration Solutions Ltd 
Low Bay, Commerce Street, Carrs Industrial Estate, Haslingden, Lancashire BB4 5JT UK

 01706 260 220

http://www.HCMhandbook.com
http://www.tvs-group.co.uk
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About us

Product range and services

Trainerize
#305 1250 Homer St, Vancouver, British Columbia V6B 1C6, Canada

www.trainerize.com

Key customers

Future plans

Key personnel

http://www.trainerize.com
http://www.HCMhandbook.com


MONITOR. ENGAGE. RETAIN.
A

heart rate zones,
calories, Uptivo points

hit count,
punch speed & power

heart-rate based
led lights 

http://www.uptivo.fit
mailto:info@uptivo.fit
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About us

Product range and services

UPTIVO S.r.l.
Via della Valle, 46/B Carate Brianza MB, Italy

http://www.HCMhandbook.com
http://www.uptivo.fit


http://www.business.virtuagym.com
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About us

Product range and services
Key customers

Future plans

Shows attending

Key personnel

Virtuagym
Keizersgracht 424, 1016 GC Amsterdam, North Holland, Netherlands

https://virtuagym.com

http://www.HCMhandbook.com
https://virtuagym.com


& MOST TRUSTED
PT MANAGEMENT
COMPANY
YOUR Personal Training offers a zero-cost, added value 

service across the leisure industry, supporting both PT’s 

and health clubs and leisure centres to deliver world-class 

personal training using a proven success strategy. 

www.yourpersonaltraininguk.co.uk

SCAN TO 
LEARN MORE

THE UK’s NO.1

http://www.yourpersonaltraininguk.co.uk


www.HCMhandbook.com

COMPANY PROFILE

219Handbook 2022  
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Key customers

Shows attending

 
 

YOUR Personal Training

http://www.HCMhandbook.com
http://www.yourpersonaltraining.co.uk
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C ore Health and Fitness 
has announced the 
arrival of its next 

generation of indoor cycling 
bikes – Schwinn X and Z. They 
are the result of consultation 
with some of the best indoor 
cycling coaches in the world 
to create the ultimate bike 
for instructors and riders. 
The resulting bikes have been 
designed to simplify the user 
experience while expanding 

instructor possibilities. 
The Schwinn Z Bike uses 

colour and light and is the 

enabled with Gym Kit software 
to pair with Apple Watch, 
which can sync data with 
compatible cardio equipment 
to provide users with more 
accurate workout information. 

The Z Bike makes the science 
of intensity-based personal Zone 
training more accessible for 
broad-based appeal, allowing all 

personalising their training zones. 
An additional feature is the 

‘colourising’ pedal speed. 
The Schwinn X Bike, has 

no console and relies on gym 

virtual content for their ride. 
“The X and Z Bikes are 

visionary in terms of their 
connectivity, versatility and 
inclusivity,” says Ashley 
Thorne, director of group 
cycles and sustainability. 

Emma Canning rounds up the latest product launches in health and fitness

PRODUCT INNOVATION
Schwinn’s X & Z Bikes will strengthen the cycling community, says Ashley Thorne

The Z Bike pairs with Apple Watch, enabling data syncing

fitness-kit.net Core Health & Fitness
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POWERED BY FITNESS-KIT.NETTo find out more on product innovations – go to 

fitness-kit.net and use the keyword search
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The X and Z Bikes are 
visionary in terms of 

connectivity, versatility 
and inclusivity.

Ashley Thorne

http://www.HCMhandbook.com
http://www.fitness-kit.net
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The FXD Bench by 
Throwdown is aimed at 
boutique style studios. 

The brand noticed a growing 
demand for members to do 
quick HIIT style workouts in a 
group setting. The FXD Bench 
can be paired with cardio, 
HIIT, strength or indoor cycling 

high intensity classes. 
This multi-functional bench 

on-screen instructors, with 

body, including kettlebells, 
dumbbells, and a slam ball.  

The integrated accessory 
storage creates a single 
workout station with a wide 

The compact, self-contained 
size helps to keep facilities 
clean and organised. 

The FXD Bench features 
dual-articulation, which allows 
easy transition from horizontal 
to seated incline to full incline, 

“The patent-pending, dual-

The FXD Bench by Throwdown is perfect for 

articulating feature of the 
back pad ensures members 
will always face the instructor 

they are doing, whether it 
be push or pull related,” says 

of Throwdown & HIIT for 
Core Health & Fitness. 

“Another great feature is the 
drop-down caser wheel at the 

fitness-kit.net 
FXD Bench
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The FXD bench 
features dual-
reticulation and 
integrated storage
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Members will 
always be facing the 
instructor, regardless 

of the exercise
David Parkinson

http://www.HCMhandbook.com
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M atrix Fitness is 
launching a three-tiered 

the company’s consoles, enabling 
the creation of combinations of 
performance and technology 
which can accommodate 

space and members.
“With our new cardio series 

end user at the centre of their 
decision,” says Matt Pengelly, 
MD of Matrix Fitness UK. 

use. Ergonomic touchpoints 
are positioned to make long, 
hard workouts confortable and 

includes a treadmill, climbmill, 
ascent trainers, suspension 
elliptical, hybrid cycle, upright 
cycle and recumbent cycle.

where space is at a premium and 
budgets need to stretch further.

the exercise experience, 

Matrix Fitness introduces a three tiered cardio range 

fitness-kit.net Matrix

performance which can 
challendge cardio enthusiasts.

tested to stand up to tough 

regards to features, functions 
and pricing. It includes a 
treadmill, climbmill, stepper, 
suspension elliptical, upright 
cycle and recumbent cycle.

for light commercial use and 

design, reliable performance 

which makes the exercise 
experience less intimidating.

The combination of 
consoles and cardio 
lines gives a huge 
range of options 

FITNESS-KIT.NET

    

   
   

   
   

   
   

   
   

   
   

   
   

   
   

   
   

    
    

     
              PHO O  M

I

We believe choice 
makes the difference 

Matt Pengelly

users who are unfamiliar with 

includes a treadmill, climbmill, 
suspension elliptical, upright 
cycle and recumbent cycle.

http://www.HCMhandbook.com
http://www.fitness-kit.net
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T he latest product launch 
from BOX12 is the 
BOX12 Pod. The free-

standing boxing and functional 

setting. It features an optional 
touch screen which takes 
users through a journey of 
pre-set training programmes. 

The Pod allows those 

expands to suit users’ needs, 
BOX12 is committed to 
ensuring we’re the go-to 
company for the industry.” 

BOX12 was born in 2019 
and is the brainchild of 
Jamie Cartwright and Jon 
Eade of Hatton Boxing.

who cannot attend a class, 
or prefer to train solo, 
to receive guidance and 
expert instruction. It’s fully 
loaded with functional kit.

A consumer Pod is due to 
be launched in May 2022. 

BOX12 co-founder Jamie 
Cartwright says: “The BOX12 

rapidly. As demand for 

BOX12
new Pod, says Jamie Cartwright
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fitness-kit.net BOX12
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BOX12 is committed 
to ensuring we’re the 

go-to company for 
boxing products

Jamie Cartwright

The BOX 12 
Pod provides 
guidance through 
its touchscreen

http://www.HCMhandbook.com
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T echnogym has launched 
Technogym Ride, a 
bike featuring a 22-inch 

screen which provides users 
with an immersive indoor 
experience. Technogym 

direct access to the most 
popular cycling apps, including 
Zwift, Strava, ROUVY and 
TrainingPeaks; along with 
entertainment apps such as 

of training programmes and 
experiences is designed to 
improve users’ performance 
outdoors on the road. 

The bike is designed to 
simulate an outdoor cycling 
experience and replicate real-
world routes and inclines. The 
training sessions challenge users 
to reach the proper power 
zones on dozens of virtual 
routes, including some of the 
world’s most legendary climbs. 

choose the TNT (Technogym 
Neuromuscular Training) 
programmes, developed by the 
Technogym Research Center 
to improve both metabolic 

Technogym Ride 
will attract new 
members from the 
cycling community, 

and neuromuscular qualities, 
or can set a customised 
training plan based on their 
goals. Technogym Ride is 
equipped with a real gearbox 
and gives a realistic cycling 
feeling with a fast reaction 
time of 0 to 1000 watts in 
half a second. The bike is also 
designed to be very quiet. 

to attract new members 
from the ever-growing 

Technogym Ride is 
connected to some 
of the most popular 
cycling apps

FITNESS-KIT.NET
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Technogym has a 
passion for cycling 

Nerio Alessandri
fitness-kit.net 
Technogym

http://www.HCMhandbook.com
http://www.fitness-kit.net
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D igital workout specialist 

instructors across 
the UK to deliver ‘rock star’ 
performances on screen. 

The one day ‘Presenter 
Bootcamps’, which take 
place at the 1FitLife studios 
in Bournemouth, teach the 

in order to convey personality 
online, through tone, pace, 
pitch and emphasis. This helps 
instructors to deliver on-brand, 
impactful classes on demand.

The bootcamps are available 

wanting to expand their 
knowledge in this area, and 
the training can be adjusted 

brand direction, content 
and styling requirements. 

Anna Langridge, director 
of production and host of 
the bootcamps says: “Being 
a successful group-ex trainer 
in a club doesn’t necessarily 
make you a good trainer on 
camera. It’s more important 
than ever that an operator’s 

from its competitors, and 
should always go above and 

beyond what someone could 
access for free online. 

unfamiliar territory for many 

practical workshop is designed 

to work successfully with a 

Langridge has been in the 

for 20 years, and has been 
directing ondemand workouts 
for the last seven years. 

The new bootcamps combine 
a mixture of skill learning 
and practical sessions. fitness-kit.net 1FitLife

The bootcamps teach 
instructors how to convey 
personality and impact

1FitLife’s new Presenter Bootcamps teach 
instructors on-camera skills, says Anna Langridge

PH
O

TO
: 1FITLIFE

    

   
   

   
   

   
   

   
   

   
   

   
   

   
   

   
   

    
    

     
              PHOTO: ANDREW

 RA
PK

IN
S/1FITLIFE

Our workshop 
gives people the 

confi dence to work 
with a fi lm crew 

Anna Langridge

http://www.HCMhandbook.com
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LISTINGS

Industry organisations
Activity Alliance
Email Sarah@activityalliance.org.uk
Web www.activityalliance.org.uk
Description A national charity leading the 
way to provide accessible physical activity and 
increase participation amongst disabled people.

American College of 
Sports Medicine (ACSM)
Email publicinfo@acsm.org
Web www.acsm.org
Description The American College of Sports 
Medicine (ACSM) is the largest sports medicine 
and exercise science organisation in the world.

British Association of Sport 
and Exercise Sciences (BASES)
Email enquiries@bases.org.uk
Web www.bases.org.uk
Description BASES is the professional 
body for all those with an interest in 
the science of sport and exercise.

British Universities & 
Colleges Sport (BUCS)
Email info@bucs.org.uk
Web www.bucs.org.uk
Description BUCS is the national governing body 
for higher education sport in the UK. It works 
with its member institutions to get more students 
active more often, through competitive sport 
and by providing physical activity opportunities.

Chartered Institute for the 
Management of Sport and 
Physical Activity (CIMSPA)
Email info@cimspa.co.uk
Web www.cimspa.co.uk
Description CIMSPA is the professional 
development body for the UK’s sport and 
physical activity sector. It is committed 
to supporting, developing and enabling 
professionals and organisations to succeed.

Chief Culture & Leisure 
Officers Association (CLOA)
Email info@cloa.org.uk 
Web https://cloa.org.uk
Description CLOA advises on, 
advocates and champions culture and 
leisure on behalf of sector professionals, 
locally, regionally and nationally.

Club Managers Association 
of Europe (CMAE)
Email debbie.goddard@cmaeurope.eu
Web www.cmaeurope.org
Description 
professional association with members 
involved in the management of sports clubs 
(golf, tennis, sailing and other sports), health 

Community Leisure UK
Web https://communityleisureuk.org
Description Community Leisure UK is 
a members’ association that specialises in 
charitable trusts, delivering public leisure 
and culture services across the UK.

EuropeActive
Web www.europeactive.eu
Description EuropeActive is the leading 

It aims to raise awareness of the role 

a more active and healthier Europe.

European Register of Exercise 
Professionals (EREPS)
Web www.ereps.eu
Description Launched in 2007, the European 
Register of Exercise Professionals is an 
independent process for the registration of 
all instructors, trainers and teachers working 

and skills of exercise professionals and is 
an important assurance for the public and 
employers that their instructor or employee 

mailto:Sarah@activityalliance.org.uk
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This year has seen the 
health and fi tness sector 
fi ght back after COVID-19
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Sport and Recreation Alliance
Email info@sportandrecreation.org.uk
Web www.sportandrecreation.org.uk
Description An umbrella body for sport 
and recreation in the UK, representing 320 
organisations such as the FA, RFU, British 
Athletics, British Rowing and the Exercise 
Movement and Dance Partnership.

Sport England
Email funding@sportengland.org
Web www.sportengland.org
Description Sport England works to increase 
the number of people who take part in sport 
regularly, and with the new government 
sport strategy will broaden its focus to 
encompass other forms of physical activity.

ukactive
Email info@ukactive.org.uk
Web www.ukactive.com
Description A body existing to serve any 
organisation in the UK with a role to play in, or 

more active, more often. It serves more than 
4,000 members and partners from across the 
public, private and third sectors, from multinational 
giants to local voluntary community groups.

International Health, 
Racquet and Sportsclub 
Association (IHRSA)
Email info@ihrsa.org
Web www.ihrsa.org 
Description The International Health, Racquet 
and Sportsclub Association is a trade association 

worldwide. IHRSA aims to grow, protect and 

provide its members with a wide range of 

International SPA 
Association (ISPA)
Email ispa@ispastaff.com
Web https://experienceispa.com
Description Since 1991, the International SPA 
Association has been recognised worldwide as 
the professional organisation and voice of the 
spa industry, representing health and wellness 
facilities and providers in more than 70 countries.

Register of Exercise 
Professionals (REPs)
Email info@exerciseregister.org
Web www.exerciseregister.org
Description REPs – launched in 2002 and under 
the ownership of UK Coaching since 2016 – is an 
independent, public register which recognises the 

exercise instructors in the UK, providing a 
system of regulation for instructors and trainers.

UK Spa Association  
Web 
Description The UK Spa Association is a 

members and partners from across the UK 
spa, salon and wellness sector. It aims to 
provide a platform for members and partners.

Youth Sport Trust 
Email info@youthsporttrust.org
Web www.youthsporttrust.org
Description A passion for the power of 
sport and improving children’s lives has 
been at the heart of the Youth Sport Trust, 
building partnerships to forge a lasting legacy 
for improving young people’s lives. It reaches 
around 20,000 schools across the UK.
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1Life
Tel: +44 (0)1480 484250

Email: enquiry@1life.co.uk

https://www.1life.co.uk/

Active IQ
Tel: +44 (0)1480 467950

Email: businessdevelopment@activeiq.co.uk

www.activeiq.co.uk

Alliance Leisure
Tel: +44 (0)1458 877558

Email: info@allianceleisure.co.uk

www.allianceleisure.co.uk

Art of Cryo
Tel: +49 2935 9652 0

Email: contact@artofcryo.com

www.artofcryo.com

Core Health & Fitness
Tel: +44 (0)1494 688260

Email: uksales@corehandf.com

www.corehandf.com

Empowered Brands
Tel: 03330 151 865

Email: info@empoweredbrands.co.uk

www.empoweredbrands.co.uk

Excelsior Development 
Technology
Tel: +44 (0)7450 721382

Email: enquiries@edt.education

https://www.edt.education

FIBO Global Fitness
Tel: +49 211 901910

Email: info@fibo.com

www.fibo.com

Fisikal Limited
Tel: +44 (0)7720285860

Email: info@fisikal.co.uk

www.fisikal.com

Fitronics (TRP)
Tel: 03301280971

Email: hello@fitronics.com

www.fitronics.com/

Fit Summit
Tel: +65 8268 9834

Email: day@thefitsummit.com

https://thefitsummit.com/

Funxtion International BV
Tel: +31 (0)20 2135000

Email: info@funxtion.com

www.funxtion.com

Future Fit
Tel: +44 (0)1329756196

Email: forbusiness@futurefit.co.uk

https://futurefitforbusiness.co.uk/

Gantner
Tel: +43 5552 33944

Email: contact@gantner.com

www.gantner.com

Gympass
https://site.gympass.com/uk/partners/

Global Wellness Summit
www.globalwellnesssummit.com 

InBody UK
Tel: +44 (0)1530 569620

Email: uk@inbody.com

https://uk.inbody.com/

Indigofitness Ltd
Tel: 01455 890 100

Email: info@indigofitness.com

www.indigofitness.com

Jordan Fitness
Tel: +44 (0)1553 763285

Email: sales@jordanfitness.co.uk

www.jordanfitness.com

Keiser UK LTD
Tel: +44 (0) 1666 504710

Email: sales@keiseruk.com

www.keiseruk.com

Leisure-Net
Email: info@leisure-net.org 

www.leisure-net.org

Les Mills UK
Tel: +44 (0) 207 264 0200

Email: lmuk.clubs@lesmills.com

https://www.lesmills.com/uk/

Life Fitness
Tel: +31 (0)180 646 666

Email: info.emea@lifefitness.com

www.lifefitnessemea.com/en-eu

Matrix Fitness
Tel: +44 (0) 1782 644900

Email: info@matrixfitness.co.uk

https://uk.matrixfitness.com/

Merrithew™ - Leaders 
in Mindful Movement™
Tel: 0800 328 5676

Email: equipment@merrithew.com

www.merrithew.com

Mindbody
Tel: +44 20 3514 1894

Email: sales@mindbodyonline.com

www.mindbodyonline.com

Myzone
Tel: +44 (0)115 777 3333

Email: jonathan.monks@myzone.org

www.myzone.org

National Fitness Games
Email: info@natuonalfitnessgames.com

www.nationalfitnessgames.com

Orbit4
Tel: +44 (0)7557 365 669

Email: daniel@orbit4.org

https://orbit4.org/

Panatta Srl
Tel: +39 (0)733611824

Email: infouk@panattasport.it

www.panattasport.com

Supplier contacts
Contacts for key industry suppliers and service providers

LISTINGS
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Technogym
Tel: +44 (0)1344 300236

Email: UK_info@technogym.com

www.technogym.com

TRIB3 International Ltd
Email: franchise@trib3.co.uk

www.trib3.co.uk/franchise

Trainerize
Tel: +1-844-625-1155

Email: help@trainerize.com

www.trainerize.com

TVS Group
Tel: +44 (0)1706 260 220

Email: Sales@TVS-Group.co.uk

www.TVS-Group.co.uk

UPTIVO Srl
Email: info@uptivo.fit

https://uptivo.fit/

Virtuagym
Tel: +44 (0)20 3885 3926

Email: support@virtuagym.com

https://virtuagym.com

We Work Well
Email: info@weworkwellevents.com

http://www.weworkwellevents.com/

YOUR Personal Training
Tel: +44 (0)161 971 7099

Email: admin@yourpersonaltraininguk.co.uk

www.yourpersonaltraininguk.co.uk

Parkwood Leisure
Tel: +44 (0)1905 388500

www.parkwoodleisure.co.uk

Perfect Gym 
Solutions S.A.
Tel: +44 20 3885 9312 

Email: sales@perfectgym.com

www.perfectgym.com

Physical Company
Tel: +44 (0)1494 769 222

Email: sales@physicalcompany.co.uk

www.physicalcompany.co.uk

Powerplate
Tel: +44 (0)20 7317 5000

Email: info@powerplate.com

www.powerplate.com

Peloton Commercial 
and Precor Products
Tel: +44 203 1023 9973

https://commercial.onepeloton.co.uk/

Pulse Fitness
Tel: 01260 294600

www.pulsefitness.com

Rocca Creative 
Thinking Limited
Tel: +44 (0)1142 217711

Email: marc@roccacreative.co.uk

www.roccacreative.co.uk

Safe Space Lockers
Tel: +44(0)20 3651 1500

Email: info@safespacelockers.co.uk

https://safespacelockers.co.uk/

ServiceSport (UK) Ltd
Tel: 01257 264 738

Email: info@servicesport.co.uk

www.servicesport.co.uk

HCM
 UNITING THE W

ORLD OF FITNESS

www.HCMmag.com

www.HCMhandbook.com
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