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The Summary
of Key Findings



Two-thirds of Americans believe 
they are currently active. 

Indication that fitness is defined as 
broader than just physical exercise, 
and inclusive of mental health and 

acuity



Outdoor activities, digital/online 
workouts are here to stay. Deliver 

fitness where they are.

Despite growing fitness awareness, 
regular exercise may be a privilege 

of the well-off, highlighting the 
need of the fitness industry to 
overcome barriers of inequity. 



The fitness club and studios will 
remain the go-to hub of active 

consumers. 

Among those who previously 
canceled their membership at big-

box gyms, half say they plan on 
returning in the next 6-12 months.



The pandemic has affected the 
“Next Female Fitness Consumer” 
differently than the “Next Male 
Fitness Consumer.” Males are 

more likely to have returned to 
brick-and-mortar clubs, while 
females may be more likely to 
engage in digital and at-home 

fitness.



The new active Gen Z consumer 
values fun and the sense of 

accomplishment from regular 
exercise, along with the expertise 

and accountability of fitness 
coaching. 

Post-COVID, the active Millennial 
consumer has pent-up demand for 
in-club fitness. The health benefits 

and confidence boost associated 
with working out rank high as 

motivators.



The exercise regimen of 
Generation X remained relatively 
stable throughout the pandemic, 
but they were more likely to trade 

down than their younger 
counterparts. 

The most price-sensitive of all age 
groups, the active Boomer+ values 

fitness more now than ever. 



The Active 
Consumer 

Profile



The Active Consumer Profile

66% of consumers are currently 
exercising, working out or 
staying active in some regard

25% are not active, but have an 
interest in doing so 

53% of active 
consumers are 
25 to 55 years 
old

51% female, 
49% male 
gender split

80% of those 
ages 66+ are 
active

Among men, 
71% are active 
compared to 
63% of women

66% of active 
consumers have 
incomes of less 
than $100k; 32% 
with less than 
$50k

51% of active 
consumers are 
employed full time; 
19% are retirees

51% of active 
consumers are 
married; 25% 
are single

66% of actives 
consumers do 
not have children 
at home



The Active 
Consumer 

“Fitness Mix”



The Active Consumer Fitness Mix

Summer goals – 46%just  
want  to be active

37% of consumers use at 
home fitness equipment 

49% have purchased at-
home equipment (10% 
have spent more than 
$1000)

#1 exercise regimen 
remains outside fitness 
43%, +7 ppts

Post-pandemic 
growth of free online 
fitness 29%, +15 ppt

Usage of health clubs/big-
box gyms 17%, -8 ppt

Usage of studios 14%, -5 ppt Workout frequency has 
grown post-pandemic

Among those not meeting 
goals, 65% state motivation is 
reason

78% on track to meet goals

58% spend less than $25 a 
month on exercise 
expenditures, +5 ppt



Having a beach body is not the Summer 
priority for most.

32

14

46

35

17

1

T O  L O S E  W E I G H T T O  B E  I N  
V A C A T I ON / B E A CH  

S H A P E

T O  B E  A C T I V E T O  
M A I N T A I N / I M P R OV E  

M E N T A L  
H E A L T H / S T R E S S  

R E L I E F

T O  
M A I N T A I N / I M P R OV E  

S H A P E  F O R  
A T H L E T I C  S P O R T

N O N E  O F  T H E  
A B O V E

F ITNESS GOALS FOR THE SUMMER
( %  O F M ULT I - CH O ICE  A M ON G T H O SE  W H O A R E  A CT IVE)



Regardless of workout 
modality, most active 
consumers feel they are on 
track to meet their fitness 
goals.
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Changes in monthly exercise expenditures (pre-pandemic versus current) has seen polarizing affects.
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Consumer Usage of the Big-Box Gym

34% of active users are 
current members

40% of current 
members have 
joined in past year

60% are core users 
(between 4x and 
12x a month)

65% workout on 
own in the gym

55% of non-members 
have never been 
members

52% of those never 
being a member, 
are just not 
interested in ever 
joining

Among past members, 
40% canceled within 
last year

Among past members, 
effectiveness of 
workouts has slipped 
slightly (36% less 
effective)

44% state not 
confident the 
pandemic is under 
control as reason for 
not rejoining yet

49% state they plan 
to rejoin within next 
six to twelve 
months; 54% -
affordability is key to 
rejoining



The range of equipment, amenities and variety of workouts were the top functional elements that 
triggered past members to join.

Of note, and on a more psychological level, past members also used the gym experience as a means for getting out of the 
house, a routine (discipline) for exercising and stronger motivation. 

Of those who canceled and have not returned since gyms/health clubs have started re-opening, the majority still have 
lingering concern of the pandemic not being under control.
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T O  G E T  G U I D A N CE  F R O M F I T NE S S …
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Good news, among those who previously canceled their membership at big-box gyms, half say they plan on 
returning.

Again, affordability and convenience are key drivers for their decisions to join. Additionally, these individuals are looking for 
a more welcoming and less intimidating atmosphere at the gym.
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Personal Exercise 
Regimens:

Programs, Services 
and Training



Active consumers were asked to rate the 
relevance of over 30 exercise programs, 
services and training devices as it related to 
their personal exercise routine. In general, 
cardio training, flexibility/stretching and free 
weight training ranked the most important. 
Nuances appear however when looking at the 
data by gender and age.  

By far, women place much higher emphasis on 
flexibility/stretching and cardio regimens than 
men. Men, however, have a stronger preference 
for outdoor sports. Interestingly, both genders 
place equal weight on free weight training, 
whereas women place slightly higher emphasis 
on equipment-based exercise classes.

*Mean score among active consumers; 7 = very important

Active Consumers Active Females Active Males

Cardio Equipment Training (4.82) Flexibil ity/Stretching (4.98) Cardio Equipment Training (4.66)

Flexibil ity/Stretching (4.71) Cardio Equipment Training (4.97) Free weight training (4.46)

Free weight training (4.46) Free weight training (4.47) Flexibil ity/Stretching (4.44)

Equipment-based exercise classes 
(4.20)

Equipment-based exercise classes 
(4.33)

Equipment-based exercise classes 
(4.08)

Health/Nutritional wellness 
coaching (3.93)

Health/Nutritional wellness coaching 
(4.22)

Outdoor Sports (3.93)

Top 5 Most Relevant 
Exercise Modalities



Top 5 Most Relevant Exercise Modalities by Age

There are standard practices that cut across all age ranges (with varying degrees of importance) such as cardio, 
flexibility/stretching and free weight training. Participating in outdoor sports is more important to the 18 to 24 age segment, 
whereas swimming is more important to those who are 56 to 65 years and senior fitness/active aging programs are more 
relevant to those who are 66+ years old. Interestingly, health/nutritional wellness coaching is much more relevant to those 
between the ages of 18 to 39; this practice does not make the top 5 ranking for those who are 40+. 

*Mean score among active consumers; 7 = very important

18 to 24 25 to 39 40 to 55 56 to 65 66+
Cardio Equipment Training (5.02) Flexibility/Stretching (5.38) Cardio Equipment Training (5.10) Cardio Equipment Training (4.47) Flexibility/Stretching (3.62)

Flexibility/Stretching (4.98) Cardio Equipment Training (5.02) Free weight training (4.79) Flexibility/Stretching (4.32) Cardio Equipment Training (3.57)

Free weight training (4.87) Free weight training (4.87) Flexibility/Stretching (4.77) Free weight training (3.77) Free weight training (2.99)

Health/Nutritional wellness 
coaching (4.84)

Equipment-based exercise classes 
(4.20)

Equipment-based exercise classes 
(4.42)

Equipment-based exercise classes 
(3.52)

Equipment-based exercise classes 
(2.95)

Outdoor Sports (4.70) Health/Nutritional wellness coaching 
(4.84)

Functional Resistance Training 
(4.10)

Swimming (3.22) Senior Fitness/Active Aging 
Programs (2.71)



Programs, Services and 
Training Rankings –
All Active Consumers
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S U S P E N S I O N  T R A I N I N G  C L A S S E S  ( E . G . ,  T R X ,  J U N G L E  G Y M ,  
E T C . )

G R O U P  C Y C L I N G  C L A S S E S  ( E . G . ,  R P M ,  S P I N N I N G )

P R E - C H O R E O G R A P H E D  G R O U P  E X E R C I S E  C L A S S E S  ( E . G . ,  
J A Z Z E R C I S E ,  L E S  M I L L S ,  M O S S A ,  Z U M B A ,  C L U B  J O Y )

H I I T  G R O U P  E X E R C I S E  C L A S S E S

V I R T U A L  G R O U P  E X E R C I S E  C L A S S E S

C O N N E C T E D / S M A R T  H O M E  E Q U I P M E N T  ( E . G . ,  P E L O T O N ,  
M I R R O R ,  T O N A L ,  T E M P O ,  E C H E L O N ,  E T C . )

E N D U R A N C E  A N D  A D V E N T U R E  T R A I N I N G  P R O G R A M S  ( E . G . ,  
M A R A T H O N S ,  T R I A T H L O N S ,  T O U G H  M U D D E R ,  E T C . )

P I L A T E S

S M A L L  G R O U P  P E R S O N A L  T R A I N I N G  ( S I X  O R  F E W E R  
I N D I V I D U A L S )

V I R T U A L  S E L F - D I R E C T E D  F I T N E S S  P R O G R A M S  ( E . G . ,  
C O A C H I N G ,  P E R S O N A L  T R A I N I N G ,  E T C . )

S E N I O R  F I T N E S S / A C T I V E  A G I N G  P R O G R A M S  ( E . G . ,  C L A S S E S ,  
P E R S O N A L  T R A I N I N G ,  E T C . )

S P O R T S  S P E C I F I C  P E R F O R M A N C E  T R A I N I N G  ( E . G . ,  P O W E R ,  
A G I L I T Y ,  S P E E D  A N D  S P O R T  S P E C I F I C )

A Q U A T I C  E X E R C I S E  C L A S S E S

T R A D I T I O N A L  Y O G A  ( E . G . ,  A S H T A N G A ,  H A T H A ,  
I V E N G A R ) / H O T  Y O G A

P E R S O N A L  T R A I N I N G  ( I N D I V I D U A L  P R I V A T E  T R A I N I N G )

F I T N E S S  W E A R A B L E S  T O  M O N I T O R  P R O G R E S S  ( E . G . ,  F I T B I T ,  
J A W B O N E ,  W H O O P ,  A P P L E  W A T C H ,  M Y Z O N E ,  P O L A R )

L O W  I N T E N S I T Y  I N T E R V A L  T R A I N I N G  ( L I I T )

P H Y S I C A L  T H E R A P Y  A N D  M E D I C A L - F I T N E S S  B A S E D  
P R O G R A M S

O U T D O O R  S P O R T S  ( E . G . ,  T E N N I S ,  S O C C E R ,  B A S E B A L L ,  E T C . )

F U N C T I O N A L  R E S I S T A N C E  T R A I N I N G  ( E . G . ,  T R A I N I N G  W I T H  
K E T T L E B E L L S ,  M E D I C I N E  B A L L S ,  S T A B I L I T Y  B A L L S )

S W I M M I N G  ( E . G . ,  L A P  S W I M M I N G ,  R E C R E A T I O N A L  U S E )

H E A L T H  A N D / O R  N U T R I T I O N A L  W E L L N E S S  C O A C H I N G

E Q U I P M E N T - B A S E D  E X E R C I S E  C L A S S E S  ( E . G . ,  R O W I N G ,  
T R E A D M I L L ,  S T A I R C L I M B E R ,  O T H E R )

F R E E  W E I G H T  T R A I N I N G  ( I N D I V I D U A L  O R  S M A L L  G R O U P )

F L E X I B I L I T Y / S T R E T C H I N G  ( I N D I V I D U A L L Y  O R  I N  C L A S S )

C A R D I O  E Q U I P M E N T  T R A I N I N G  ( E . G . ,  T R E A D M I L L S ,  
C L I M B E R S  E L L I P T I C A L S ,  E T C . ) ,

IMPORTANCE OF FITNESS/WELLNESS PROGRAMS, 

SERVICES AND TRAINING OPTIONS
( M E A N  S C O R E S  A M O N G  A C T I V E  U S E R S ;  7 = V E R Y  I M P O R T A N T )



Motivating Factors 
Influencing Active 

Lifestyles



Measuring the Influence of 
Motivational Factors on Active Lifestyles









Intrinsic Motivation:

The act of doing something without any 
obvious external rewards. You do it 

because it's enjoyable and interesting, 
rather than because of an outside 

incentive or pressure to do it, such as a 
reward or deadline.

Extrinsic Motivation:

An external incentive to engage in specific 
activity, especially motivation arising from 
the expectation of punishment or reward.

What is Intrinsic and Extrinsic Motivation?



Intrinsic Motivators
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B E C A U S E  I F  I  D O N’ T O T HE R P E O P L E  W IL L  N O T  B E  P L E A SE D 
W I T H  M E .

I  H A V E  S T A R T E D  T O  Q U E S T IO N W H Y I  C O N T IN UE .

B E C A U S E  I  F E E L  P RE SS UR E  F RO M  O T H ER  P E OP L E T O  
W O R K O UT .

B E C A U S E  P E O P L E  P US H M E  T O  W O R K O UT .

B E C A U S E  M Y  F R I E NDS  D O .

I N  O R D E R  T O  S A T I S FY  P E OP L E W H O W A N T  M E  T O  B E  F I T .

B E C A U S E  I  W O U L D F E E L  A S H AM E D I F  I  Q U I T.

B E C A U S E  I  W O U L D F E E L  L IK E A  F A I L UR E I F  I  Q U I T .

B E C A U S E  I  F E E L  O B L IGA T E D T O  C O N T INU E .

B E C A U S E  I  W O U L D F E E L  G U IL T Y  I F  I  Q U IT .

B E C A U S E  O F  A  M E D I CA L  C O N DIT IO N T H A T  E X E RCI SE  H E L P S  
M A N A G E  O R  T R E A T .

B E C A U S E  I T  I S  A N  E X P R ES SI ON  O F  W HO  I  A M .

B E C A U S E  I T  I S  A  G O O D  W AY  T O  L E A R N T H I NGS  W HI CH 
C O U L D  B E  U S E FU L  T O  M E  I N  M Y  L I F E .

B E C A U S E  I T S  A N  O P P OR T UN IT Y T O  J U S T  B E  W HO  I  A M .

B E C A U S E  I T ’S  A  P A R T  O F  W HO  I  A M .

B E C A U S E  I T ’S  F U N.

B E C A U S E  I T  A L L O WS M E  T O  L I V E  I N  A  W A Y  T H A T  I S  T R U E 
T O  M Y  V A L U E S .

B E C A U S E  I  E N J OY  I T  A N D  F IN D I T  P L E A SU RA BL E.

B E C A U S E  I T  T E A C HE S M E  S E L F - DIS CIP L I NE .

B E C A U S E  I  H A V E  S P E C IFI C  F I TN E SS  G O A L S.

B E C A U S E  I  V A L UE  T H E  B E N EF IT S  O F  W OR KIN G O U T .

B E C A U S E  T H E  B E N EF IT S O F  W O R KIN G O U T  A R E  I M P O RT A NT  
T O  M E .

B E C A U S E  O F  T H E  L O NG -T E RM  H E A L T H B E N E FIT S .

I NTRI NSI C F I TNESS BELI EFS
R E A SO N S FO R  IN TE RE ST  IN  O R  P R ESE NTLY PA RT ICIPATING IN  

H E A LT H /FITN ESS R O UTINE
( M E A N  S C O R E S  A M O N G  A C T I V E  U S E R S ;  7 = V E R Y  T R U E )
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3.03

3.12

3.21

3.24

3.25

3.26

3.30

3.38

3.56

3.59

3.71

3.93

4.03

4.03

4.12

4.12

4.16

4.17

4.22

4.30

4.31

4.37

4.37

4.41

4.44

4.63

4.66

4.68

4.77

4.84

4.93

I  D O N ’T  K N O W  I F  I  W A N T  T O  C O N T I N U E  T O  I N V E S T  M Y  T I M E  
A N D  E F F O R T  I N  M Y  H E A L T H / F I T N E S S  R O U T I N E  A N Y M O R E .

I  D O N ’ T  K N O W  A N Y M O R E ;  I  H A V E  T H E  I M P R E S S I O N  O F  B E I N G  
I N C A P A B L E  O F  S U C C E E D I N G  M Y  H E A L T H / F I T N E S S  G O A L S .

I T  I S  N O T  C L E A R  T O  M E  A N Y M O R E ;  I  D O N ’T  R E A L L Y  T H I N K  M Y  
P L A C E  I S  I N  A  H E A L T H / F I T N E S S  C L U B  O R  G Y M .

B E C A U S E  I T  I S  O N E  O F  T H E  B E S T  W A Y S  T O  M A I N T A I N  G O O D  
R E L A T I O N S H I P S  W I T H  M Y  F R I E N D S .

M A T E R I A L / S O C I A L  B E N E F I T S  O F  B E L O N G I N G  T O  A  G Y M

B E C A U S E  I  E N J O Y  M E E T I N G  N E W  P E O P L E  A T  A  G Y M .

I  D O N ’T  S E E M  T O  V A L U E  W O R K I N G  O U T  A S  M U C H  A S  I  
P R E V I O U S L Y  D I D .

B E C A U S E  I T  A L L O W S  M E  T O  B E  W E L L  R E G A R D E D  B Y  P E O P L E  T H A T  
I  K N O W .

B E C A U S E  I T  G I V E S  M E  A  S T R O N G  S E N S E  O F  B E L O N G I N G  W I T H  
L I K E  M I N D E D  I N D I V I D U A L S .

B E C A U S E  I  E N J O Y  E X E R C I S I N G  W I T H  O T H E R  P E O P L E .

B E C A U S E  I  W O R K O U T  H A R D E R  A T  T H E  G Y M .

B E C A U S E  I  W O U L D  F E E L  B A D  I F  I  W A S  N O T  T A K I N G  T I M E  T O  D O  
I T .

B E C A U S E  I T  I S  A N  E X T E N S I O N  O F  M E .

B E C A U S E  I T  I S  A  G O O D  W A Y  T O  L E A R N  L O T S  O F  T H I N G S  W H I C H  
C O U L D  B E  U S E F U L  T O  M E  I N  O T H E R  A R E A S  O F  M Y  L I F E .

B E C A U S E  I  M U S T  W O R K O U T  T O  F E E L  G O O D  A B O U T  M Y S E L F .

B E C A U S E  P A R T I C I P A T I O N  I N  M Y  H E A L T H / F I T N E S S  R O U T I N E  I S  
C O N S I S T E N T  W I T H  M Y  D E E P E S T  P R I N C I P L E S .

F O R  T H E  E X C I T E M E N T  I  F E E L  W H E N  I  A M  R E A L L Y  I N V O L V E D  I N  
T H E  A C T I V I T Y .

I T  G E T S  M E  O U T  O F  T H E  H O U S E .

B E C A U S E  W O R K I N G  O U T  I S  A N  I N T E G R A L  P A R T  O F  M Y  L I F E .

B E C A U S E  I T  H E L P S  M E  P U R S U E  O T H E R  P E R S O N A L  G O A L S .

F O R  T H E  P L E A S U R E  O F  D I S C O V E R I N G  N E W  L E V E L S  O F  P E R S O N A L  
G R O W T H  T H A T  I  C A N  A C H I E V E .

F O R  T H E  S A T I S F A C T I O N  I  E X P E R I E N C E  W H I L E  I  A M  P E R F E C T I N G  
M Y  A B I L I T I E S .

B E C A U S E  T R A I N I N G  H A R D  W I L L  I M P R O V E  P E R F O R M A N C E  I N  
O T H E R  A R E A S  O F  M Y  L I F E .

B E C A U S E  I T ’ S  P A R T  O F  T H E  W A Y  I N  W H I C H  I ’V E  C H O S E N  T O  L I V E  
M Y  L I F E .

B E C A U S E  E X E R C I S E  H E L P S  M E  C O P E  W I T H  D A I L Y  P R E S S U R E S .

B E C A U S E  I T  B U I L D S  M Y  S E L F  C O N F I D E N C E .

B E C A U S E  I T  I S  A B S O L U T E L Y  N E C E S S A R Y  T O  W O R K O U T  I F  O N E  
W A N T S  T O  B E  I N  S H A P E .

B E C A U S E  I T  I M P R O V E S  M Y  M E N T A L  A C U I T Y .

B E C A U S E  I  S E E  I M P R O V E M E N T  W I T H  M Y  P H Y S I C A L  A P P E A R A N C E .

B E C A U S E  I  F E E L  A  S E N S E  O F  A C C O M P L I S H M E N T .

B E C A U S E  I T  M A K E S  M E  F E E L  G O O D .

EXTRINSIC FITNESS MOTIVATIONS
WHAT CONSUMERS VALUE MOST ABOUT PURSUING HEALTH/FITNESS 

ROUTINE
( M E A N  S C O R E S  A M O N G  A C T I V E  U S E R S ;  7 = C O R R E S P O N D S  E X A C T L Y )
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