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| continue to be amazed by the partnership and comingtogether of the entire fitness community.
We have seen tremendousinnovationfrom clubs asthey rethink their strategyinresponseto a
shiftin members’ expectations. This, paired with the positive new member jointrendswe are
seeing in the ABC Fitness Solutions portfolio has us incredibly optimisticabout whatisto come for
our industry.

While there are positive indicators for us and the fitnessindustry atlarge, there remain
unanswered questions regardingthe shiftin consumer motivation for fitness:

* How have consumers’fitness routines changed since the pandemic?

» Are consumers meeting their health and fitness goals?

» What motivates consumersto workout?

» What will motivate them to returnto a normal fitness routinethat will involve returning to a
club?

» Where are they working out and where arethey spending moneyon health and fitness?

These unanswered questions were the motivation behind whatwe are deliveringto youtoday. In
partnership with Clubintel and the IHRSA Foundation, we worked together to curate questions that
would provide the answersto our industry’s most pressing questions and re-enforcement of our
collective needtoinnovate for whatis next.

We are pleasedto bring you “The Next Fitness Consumer Report”where inside you will find the
trends and data pointsthatwe hope will help ignite creativityand redefine innovation for the
future of fitness.

All the best,

Bill Davis
President & CEO
ABC Fitness Solutions



Welcome

[HRSA Foundation

Alongside ABC Fitness Solutions and Clublntel, the IHRSA Foundationis pleased to present“The
Next Fitness Consumer.” This report examines the exercise motivations and preferences of fitness
consumers post-pandemic and beyond.

As you will soon read, fitnessistop of mind among Americans as nearly two-thirds report
exercisingregularly. The benefits of regular exercise is the number one motivator for physical
activity, while maintainingand improving mental wellness ranks second asthe most popular
fitness goal. Consumers getactive using a variety of outlets. Exercising outdoors,inthe gym, at
home, and on the go with mobile appsall comprise the ecosystem of the active consumer.

While this surge in demand for fitnessis encouraging, opportunities remain for the industry to
meet the physical activity needs of some consumers. Consistent exerciseis a challenge for parents
as adults with at least one child athome accountforonly 34% of active consumers. Also,only 44%
of disabled personsindicate being active, buta separate 40% reportinterestinregular exercise.

We hope the following insights will help industry professionals and business operators better
understand the next fitness consumer as well as potential consumers. May the report facilitate
discussion and strategy around notonly re-engaging members, butalso serving new prospects
seeking the health benefits of regular exercise.

The IHRSA Foundation



Background and Objectives

Background

With the COVID-19 pandemic creating significant disruption within the health and fitness club industry throughout most of 2020 and into 2021,
government mandated health club/gym closures, restricted access,and consumer health safetyfears have all combined to engender significant
lossesin member usage and membership resignations. As health clubs begin to reopen, a concerted effortto re-engage consumer usage will be
paramountto the future success of the industry. IHRSA Foundation,and its sponsor ABC Fitness Solutions, wish to understand the underlying
motivations of human behavior that will be barriersto and opportunities for building marketingand communications,and programmingthat will

appealtoconsumer’s mindsetto motivate trial, usage and membership matriculation.

Study Objectives
To profile pre-pandemicand current exercise behaviorto include workoutregimen, monthly expenditures, and effectiveness of workout.
Measure marketshare of big-box gym members andtheir consumer’sinteractions.
Prioritize elements within the fitness club experience that will encourage membersto return post-pandemic.

Define changesin active consumer’s fitness regimen mix pre-pandemic and currently; measure importance of each as it'srelated to the
consumer’s overall workout routine.

Measure both behavioral and cognitive (mental)influencesthat may impact/encourage exercise motivation inthe gym/with a club.

* Behavioralwillinclude factorsthat may be obstacles inthe physical and/orsocial environments.

« Cognitive(mental) will include factors thatare influenced by beliefs and attitudes (goals, outcome expectations, outcome value, and/or self-

efficacy (confidence)).

Profile consumersto determine unique differencesthat may exist between consumer segments (geographic, gender, generational).



Methodology and Disclaimer

Methodology

In June 2021, survey participants were recruited for this study using a series of screening questions to qualify a highly targeted profile of “active”
consumers. This study reflectsthose who are ages 18 and older, and who are currently exercising, working out or staying active. The study also
capturedresponses from consumers who stated they were not active but had aninterestin doing so. If a consumer was not currently active and
had no interest, they were disqualified from the study. The study captured 2,113 qualified consumer responsesvia anonline survey within major

U.S. marketsandacrossall U.S.regions. The study was administered in collaboration with Dynata,aninternational research panel firm.

Disclaimer

The statistical information contained in this reportisrepresentative of the individualsresponding to this survey. All reasonable efforts were taken
by Clublntel to assure data comparability within the scope and limitations of the reporting process. However, the data contained in this reportis
not necessarilybased onthird-party audited data. The statistical validity of any given number varies depending upon sample sizesand the amount
of consistency amongresponsesforany data point. The data in this survey is representative of the sentiments reported by the targeted

respondents.

Clublntel, The IHRSA Foundation and ABC Fitness Solutions therefore, make no representations or warranties with respectto the results of this
study and shall not be liable to clients oranyone else forany information inaccuracies, or errors or omissions in content, regardless of the cause of
such inaccuracy, error or omission.In no eventshall Clublntel, The IHRSA Foundation or ABC Fitness Solutions be liable for any consequential

damages.



“You can't yuse an Ol maR
explore a newworld”

Albert Einstein

The Summary
of Key Findings

The conceptof changeisinevitable,asseen with this pastyear’s
disruption of the COVID pandemic. The impact has been farreaching,
necessitating proverbial changes everyindustryand every consumer will
have to contemplate.We are anindustry that has witnessed first-hand the
magnitude of interruption a health crisis caninflict with unexpected
closures, the cancellations of clientsand members, re-imaging, re-
branding, re-opening, and significantchangesin consumer behavior and
attitudes.

Albert Einstein eloquently stated, “You can'tuse an old map to explore a
new world.” Asour new world emerges, understanding these shifts with
the consumeris paramountto the rebirth and growth of anindustry we
have all poured our heartsand soulsin to. This study reveals the latest
and dynamic behaviors, beliefs,and motivators of The Next Fitness
Consumer beyond traditional demographics. The insights presented in
this reportwill inform how we as operatorswithinthe health and fitness
industry must deliver a personalized and curated member experience

with our offerings, programming, and communications.

How canwe continueto innovate and anticipate the evolving wants and
needs of those who haveinterestin living an active, healthylifestyle? This
reportshows us that by delivering the Total Fitness Experience wherever

fitnessis consumed, is the only way forward.



Two-thirds of Americans believe
theyare currently active.
Indication that fitness is defined as
broader than just physical exercise,
and inclusive of mental health and
acuity

The pandemic has accelerated a pre-covid trend of increasing interest in health
and fitness. The majority of Americans believe they are currently living an active
lifestyle (66%); indicating that consumers have broaden their definition of health

and wellness. This is also evident when examining overall motivation.

While being active isthe number one goal for consumers (46%), mental wellbeing
ranks second (35%), and weight loss ranks third (32%). Improving mental acuity
ranks fourth as an extrinsic fitness motivator, closely behind the top three
perceived exercise rewards of feeling good, the sense of accomplishment, and

improved physical appearance.

It’s no secret, the next fitness consumer is aware of the mental and cognitive
benefits of regular exercise. Club operators should educate the staff, particularly
fitness professionals, on how exercise benefits mental health and cognition. Also,
consider implementing initiatives promoting the mental wellness benefits of

physical activity as a supplement to your regular programming.

There is still a significant segment who are interested in exercising but are not
currently active (25%). There are only 9% of Americans who indicate they do not

work outand are notinterested in being active.

The inactive segment who has an interest in working out represents an opportunity
for fitness businesses and professionals. Understanding and addressing their
attitudes, motivations, and barriers towards working outis critical to successfully

shifting their current behaviors in favor of becoming active.



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.

As consumers gradually return to their gyms and studios, home and online fitness
engagement continues. Relative to pre-COVID, active consumers increased usage
of free online workouts (+15%), at-home fitness equipment (+13%), and other
digital exercise programs (+8%); use of at-home workoutoptions now exceed that
of health clubs and fitness studios. Outdoor exercise participation continues to

lead the category, up further 7% since the pandemic started.

In-person gym and studio usage is down by single-digit percentage points (-8%
and -5%, respectively). Club operators that have employed a hybrid approach to
fitness delivery via live or on-demand workouts can benefit from the staying power
of home and online fitness. Digital fitness content can be an effective pre-sales

tool as a trial offer and/or a standalone membership option.

The use of at-home digital has been an effective source for improving the active
consumers level of fitness and is integral toward achieving their fitness goals.
Delivering the Total Fitness Experience is not aboutthe “or” but rather the “and”:
convincing the at-home user to returnto and/oruse brick-and-mortar gyms will
require clear messaging on the benefits and value proposition of what gyms have

to offer thatis complementary or adds value to their at-home regimen.

Americans from household incomes of at least $150,000 a year are more likely to
be active than those from households with an income of less than $50,000(78% vs
59%). Nearly one-third (31%) of Americans from the lowestincome group
observed do not work out but are interested in regular activity. Full-time
employees and retirees have higher rates of physical activity at 71% and 76 %,

respectively.

Unemployed and disabled workers have the lowest rate of working out at 53% and
44%. Among the disabled, 40% that do not exercise are interested in getting
active. This interest ranks highest among all demographic groups observed in the
report, providing fitness businesses with an opportunity to build programs and

offerings inclusive to individuals with disabilities.



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.

Four of the five most relevant exercise modalities among active consumers are
featured in the vast majority of big box gyms and fitness studios. Cardio
equipmenttraining, flexibility/stretching, free-weight training, equipment-based

exercise classes, and health/wellness coaching round outthe top 5.

The exercise preferences of active consumers attest to the gyms and studios as the
go-to hubs of fitness and wellness. As you re-engage members and attract new
prospects, keep the attractions of your clubsupgraded regularly, in working order,
and in compliance with safety guidelines. The next fitness consumer values what
fitness what fitness clubs have to offer and is poised to engage with gyms and

studios now and in the future.

Although the pandemic negatively impacted membership numbers with
unprecedented cancellations, 49% of those who cancelled are eager to rejoin their
health/fitness clubs. With the previously mentioned reduction in monthly
expenditures, affordability and convenience are key drivers for their decisions to
join. Additionally, these individuals are looking for a more welcoming and less

intimidating atmosphere atthe gym.



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.

b

Relative to active men, active women are less likely to have resumed in-person
fitness activities since the pandemic started. Women are more likely to utilize free
online workouts (63% of all active consumers), premium digital fitness content
(59%), and at-home fitness equipment (55%) in comparison with studios (53%) and
health clubs/gyms (47 %). Active men are more likely to use a health club/gym
(53%) or studio (47%)than premium digital fitness content(41%)or free online
workouts (37%).

Leverage the fitness universe of the active woman. Pre-pandemic, IHRSA’s Health
Club Consumer Report showed that women utilized a variety of in-club attractions,
including exercise classesand training equipment, while men favored fitness
equipment and sports amenities. According to a separate study by the Physical
Activity Council, three of the five fitness activities that were the largest gainers
over the pandemic, yoga (+7.8%), Pilates (+7.2%), and dance/choreographed
exercise (+5%) skew towards women.

Use online delivery to showcase your star yoga instructors, standout dance
classes, or topnotch Pilates equipment. If this approach doesn’t reel in active
females to your club in-person, it may help your business attract new digital-only
members.



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 majority of Gen Z consumers (18-24 years old) reportbeing active (59%),
while a separate 31% indicate interestin regularexercise. Active Gen Z'ers are
slowly returning to brick and mortaras their share of gym and studio usage is
down relative to pre-pandemic at-1% and -7%, respectively. But their exercise

motivators and regimen preferences bode well for fitness clubs.

The 18-24 age group inherently enjoys exercise as the element of “fun”ranks high
as an intrinsic motivator. The sense of accomplishment ranks first as an extrinsic
motivator for exercising. Generation Z has also increased in-person personal
training usage pre-pandemic (+3%). The youngest adult active consumer also
values premium coaching, is committed to regular exercise, and actually takes
delight in staying active. Make sure your fitness coaches can match this

enthusiasm with high-level expertise and accountability techniques.

Nearly two-thirds of Millennialsindicate being active (64%), the second highestof
observed age groups. More than one out of four Millennials do not work out but
are interested in getting started (27%). Consistent with older age groups, the
health benefits of regular exercise rank high as an intrinsic motivator, while

building self confidence is the number one extrinsic motivator.

Morethan one-third of active consumers that use a gym/health club are
Millennials, up four percentage points priorto the pandemic (36% vs 32%). Nearly
half of active consumers that use a studio are Millennials (48% vs 40% pre-
pandemic). A notable segment of Millennials continue to use free and premium

digital fitness content, accounting for 44 % of all active consumers.

Millennials are the bread and butter of the fitness club industry and more likely

than any other generational group to belong to a health club, gym, or studio. They
also likely expecttheir fitness club to offer digital fitness content. Meet their needs
with live and on-demand exercise classes and programs that mirrorthe experience

and feel of your club or studio.



Approximately 63% of Generation X consumersindicated being active. Only
engagement with studios (-4%) and sports activities (-2%) declined significantly

among this age group.
The exercise l‘egimen Of Relative to younger cohorts, Generation X (48%)was more likely to spend less
Generation X remained relatively

than $25 per month on their exercise regimen. A little over a decade removed

fromthe Great Recession, Generation X is no stranger to the financial uncertainty

Stable throughout the pandemic, associated with economic downturns, a by-product of the pandemic. Balancing
. potential layoffs and pay reductions against home responsibilities of childcare and
but theY were more llkelY to trade eldercare, Gen X may have had to cut back on fitness spending.
down than thelr younger The good news is that for the generation that grew up with the rise of brick-and-

Countel‘parts. mortar fitness, exercise is an essential and enjoyable outlet. The long-term
benefits of regular exercise and feel-good endorphinsrank high as motivators
among Gen X. At-home fitness saw a boost of 2% and gym usage dipped by only
2%, providing traditional health clubs an opportunity to use remote exercise plans

and equipment sales to re-engage the active Gen X'er.

Morethan 71% of active consumers between the ages of 56 and 65 and 80% over
the age of 65 reported being active. Participation in sports(+4%)and free online
fitness content (+3%) were the greatest gainersamong active Boomers. Their

share of studio usage also grew slightly by 1%.
The most price-sensitive of all age | | |
Pre and post-pandemic, Boomers were more likely than any other generation to

groups’ the active Boomer+ Values invest less than $25 per month in exercise expenditures (66% pre vs 75% post).

o Understandably, the health benefits of staying active rank the highest as a
fitness more now than ever.

motivator in comparison with other age groups.

A high-touch group, the Boomer’s uptick in sports participation and studio usage
highlights the importance of in-person social interactions. Fitness club operators
can meet this need by emphasizing the social aspects of the club and providing

small group exercise workshops focused on a sports activity or discipline.

Also, Boomers’increased market share of free online fitness over the pandemic
indicates a market for digital content. Consider offering freemium flexibility, yoga,
and strength training classes targeting the needs of the older consumer, along

with educational seniorfitness/active aging workshops.
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The Active Consumer Profile

00 53% of active
| Y ) consumers are

51%female,

49% male 25to 55 years
: old

gendersplit

\ ' 66% of consumers are currently

exercising, working out or
staying active in some regard cee

80% of those
ages 66+ are
0000000 active

' 51% of active

consumers are
married; 25%
are single

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

™~

o Among men,
66% of actives 71% are active
consumers do compared to
not have children 63% of women

athome

66% of active
consumers have
incomes of less
O o than $100k; 32%

with less than
$50k
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employed full time;
19% are retirees
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- consumers are
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The Active Consumer Fitness Mix

Post-pandemic " Summergoals'-46%just
growth of free online want to be active

fitness 29%, +15 ppt

AN

*
0 K
37A>of.consumer.s use at PS 78% on track to meet goals
home fitness equipment
#1 exercise regimen _
remains outside fitness Among those not Ineeting =
49% have purchased at- 43%, +7 ppts goals, 65% state motivationis

home equipment (10%
have spent more than
$1000)

reason

\ 58% spend lessthan $25 a
Usage of health clubs/big- month on exercise
"l |" box gyms 17%, -8 ppt expenditures, +5 ppt

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




FITNESS GOALS FOR THE SUMMER
(% OF MULTI-CHOICE AMONG THOSE WHO ARE ACTIVE)

46
Having a beach body is not the Summer

priority for most.

35
As the Summer months approach, 32
most just want to continue living an
active lifestyle; nearly half of active
consumers have set goalsto remain
17
ro l

active throughoutthe Summer season.

14
In addition, maintaining/improving

mental health, relieving stress and

losing weight round out the top
1

TO LOSE WEIGHT TO BE IN TO BE ACTIVE NONE OF THE
VACATION/BEACH MAINTAIN/IMPROVEMAINTAIN/IMPROVE ABOVE
SHAPE MENTAL SHAPE FOR
HEALTH/STRESS ATHLETIC SPORT
RELIEF

priorities.



Regardless of workout
modality, most active
consumers feel they are on
track to meet their fitness
goals.

Goals have been met slightly
stronger for those who
exercise at:

Health Clubs/Big-Box Gyms
Digital-only programs
Studios

Sports Activities/Leagues

In-person Personal Training

ON TRACK TO MEET FITNESS GOALS BY

WORKOUT MODALITY

(% YES AMONG ACTIVE CONSUMERS)

HEALTH CLUB/BIG-BOX GYM

AT-HOME FITNESS EQUIPMENT

DIGITAL-ONLY PROGRAM

FREE ONLINE FITNESS

STUDIOS

SPORTS ACTIVITIES/LEAGUES

OUTSIDE FITNESS

IN-PERSON PERSONAL TRAINING

__________________________________________jn7

I 79

—— 82

I 77

= 83

7l

= 80

.}kl



Changes in monthly exercise expenditures (pre-pandemic versus current) has seen polarizing affects.

Monthly expenses have shifted up in the lessthan $25 segment and shifted downin the $25-$74 category,

while slight shifts upward are seenin the $150+ expenditure categories. Although, half of the active

consumers have not purchased at-home equipment, the others have done so. About40% of the active

consumers spent lessthe $1000 and about 10% have spentmore than a $1000.

MONTHLY EXERCISE EXPENDITURES
INCLUDES THE COSTS OF MONTHLY DUES, PERSONAL
TRAINING FEES, DIGITAL FITNESS SUBSCRIPTIONS,
CLASS FEES, ETC.

(% AMONG THOSE WHO ARE ACTIVE)

58
53

16
14 12

10 -
I I 65 2 3 3 4
I I [ [ |

LESS THAN $25-S549 $50-574 $75T0$99$100-51495150-5199 $200 OR
$25 MORE

m Pre-Covid Pandemic Currently

EXPENDITURES FOR AT-HOME

EQUIPMENT IN PAST 12 MONTHS
(% AMONG THOSE WHO ARE ACTIVE)

51
19
10 10
II II 5 :
[ o
NONE, LESS THAN $251 - $500 $501 - $1001 - $1501 -
HAVE NOT $250 $1000 $1500 $2000
PURCHASED
EQUIPMENT
IN THE
PAST 12

MONTHS

3
|

MORE THAN
$2000



Consumer
Usage of the
Big-Box Gym




Consumer Usage of the Big-Box Gym

34% of active users are
current members

40% of current
members have
joined in pastyear

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

65% workout on
own in the gym

T~

55% of non-members
have neverbeen
members

52% of those never
beingamember,
are just not
interested inever
joining

i

T~

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
pandemicis under
control as reason for
not rejoining yet

49% state they plan
to rejoin within next
sixto 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 membersalso 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 notreturned since gyms/health clubs have started re-opening, the majority still have
lingering concern of the pandemic not being under control.

REASONS FOR JOINING GYM/HEALTH
CLUB

(% MULTI-CHOICE AMONG THOSE WHO ARE ACTIVE AND
CANCELED MEMBERSHIP)

FOR THE RANGE OF EQUIPMENT

THE AMENITIES AVAILABLE AT AGYM

—— /] 5

TO GET OUT OF THE HOUSE 43
THE VARIETY OF WORKOUTS | CAN G ET... me——————————————— /] ()
THE ROUTINE OF GOINGTO THE GYM 38
IT'S MORE MOTIVATING TO WORKOUT... ———— 3 G
| WORKOUTHARDER AT AGYM 31
TO WORKOUT WITH OTHER PEOPLE 27
TO WORKOUT WITH A PERSONAL... 26
| SEE MORE RESULTS WITH A GYM.. m—————— ) /]
CONVENIENCE/LOCATION OF THE FACILITY m———— )3
FOR SOCIAL INTERACTION = )2
THE ABILITY TO CHALLENGE MYSELF... n— | 7

FOR ACCOUNTABILITY

FOR THE SENSE OF COMMUNITY

=
(=)]

TO GET GUIDANCE FROM FITNESS...

REASONS FOR NOT JOINING
GYM/HEALTH CLUB SINCE RE-OPENING

(% MULTI-CHOICE AMONG THOSE WHO ARE ACTIVE AND
CANCELED MEMBERSHIP)

53 NOT CONFIDENTTHE COVID-19 PANDEMIC

ISSUFFICIENTLY UNDER CONTROL IN MY
MARKET/REGION TO WARRANT
RETURNING

MY WORK/LIFE BALANCE HAS CHANGED
AND ITISNO LONGERCONVENIENT FOR
ME TO DO SO

I'VE ADOPTED AN ALTERNATIVE OPTION
AND CURRENTLY NO LONGER NEED A
HEALTH CLUB FACILITY

MY CURRENT FINANCIAL SITUATION HAS
CHANGED AND CANNOT AFFORD A GYM
MEMBERSHIP

MY PREFERRED CLUB/GYM HAS
PERMANENTLY CLOSED

THE AMENITIES FORMERLY AVAILABLE
HAVE CHANGED OR ARE NO LONGER
AVAILABLE

I 44

I 28

I 25

I 24

I 14

N 3



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 driversfor their decisionsto join. Additionally, these individuals are looking for
a more welcoming and less intimidating atmosphere atthe gym.

PLANNING TO REJOIN YOUR GYM OR A

NEW BIG-BOX GYM IN NEXT SIX TO MOST IMPORTANT FACTORS TO
TWELVE MONTHS ENCOURAGEJOINING A GYM
(% YES AMONG THOSE WHO ARE ACTIVE AND (% AMONG THOSE WHO ARE ACTIVE AND CANCELED

CANCELED MEMBERSHIP) MEMBERSHIP)

MAKE MEMBERSHIP MORE AFFORDABLE NN 54

CONVENIENCE/LOCATION OF THE FACILITY I 38
TO MY ROUTINE AND LIFESTYLE

MAKE IT MORE WELCOMING (OR LESS

I
INTIMIDATING) FORPEOPLE LIKE ME 25

WHEN/IFMY CURRENT ROUTINE IS NOT

]
HELPING ME MEET MY FITNESS GOALS 19

PROVIDE ADIGITAL FITNESS MEMBERSHIP
SO | CAN TRY OUT CLASSES AND TRAINERS NN 16
ON MY OWN AS A TRIAL TO SEE IF | LIKE...

HAVE EQUIPMENT AND EXERCISE OPTIONS
MORE ACCESSIBLETO PEOPLE WITH I 12
DISABILITIES




Personal Exercise
Regimens:
Programs, Services
and Training




Top 5 Most Relevant
Exercise Modalities

Active consumers were asked to rate the
relevance of over 30 exercise programs,
servicesand training devicesas it related to
their personal exercise routine.In general,
cardio training, flexibility/stretching and free
weighttraining ranked the mostimportant.
Nuancesappear however when looking atthe
data by genderand age.

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

Cardio Equipment Training (4.82) Flexibility/Stretching (4.98)

Flexibility/Stretching (4.71) Cardio Equipment Training (4.97)

Free weight training (4.46) Free weight training(4.47)

Equipment-based exercise classes Equipment-based exercise classes
(4.20) (4.33)

Health/Nutritional wellness Health/Nutritional wellness coaching
coaching(3.93) (4.22)

*Mean score among active consumers; 7 = very important

Cardio Equipment Training (4.66)

Free weight training (4.46)

Flexibility/Stretching (4.44)

Equipment-based exercise classes
(4.08)

Outdoor Sports (3.93)



Top 5 Most Relevant Exercise Modalities by Age

There are standard practicesthat cut across all age ranges (with varying degrees of importance) such as cardio,
flexibility/stretching and free weight training. Participatingin outdoor sportsis more importantto the 18 to 24 age segment,
whereas swimmingis more importantto those who are 56 to 65 years and senior fitness/active aging programsare more
relevantto those who are 66+ years old. Interestingly, health/nutritional wellness coachingis much more relevant to those
betweenthe ages of 18 to 39; this practice does not make the top 5 ranking for those who are 40+.

Cardio EquipmentTraining (5.02)  Flexibility/Stretching (5.38)

Flexibility/Stretching (4.98) Cardio Equipment Training (5.02)

Free weighttraining (4.87) Free weighttraining (4.87)

Health/Nutritional wellness Equipment-based exercise classes

coaching (4.84) (4.20)

OutdoorSports (4.70) Health/Nutritional wellness coaching
(4.84)

*Mean score among active consumers; 7 = very important

Cardio Equipment Training (5.10) Cardio Equipment Training (4.47) Flexibility/Stretching (3.62)

Free weighttraining (4.79) Flexibility/Stretching (4.32) Cardio Equipment Training (3.57)

Flexibility/Stretching (4.77) Free weighttraining(3.77) Free weighttraining(2.99)

Equipment-based exercise classes Equipment-based exercise classes Equipment-based exercise classes

(4.42) (3.52) (2.95)
Functional Resistance Training  Swimming(3.22) Senior Fitness/Active Aging
(4.10) Programs (2.71)



Programs, Services and
Training Rankings -
All Active Consumers

IMPORTANCE OF FITNESS/WELLNESS PROGRAMS,
SERVICES AND TRAINING OPTIONS

(MEAN SCORES AMONG ACTIVE USERS; 7=VERY IMPORTANT)

CARDIO EQUIPMENT TRAINING (E.G., TREADMILLS,
CLIMBERS ELLIPTICALS, ETC.),

FLEXIBILITY/STRETCHING (INDIVIDUALLY OR IN CLASS)

FREE WEIGHT TRAINING (INDIVIDUAL OR SMALL GROUP)

EQUIPMENT-BASED EXERCISE CLASSES (E.G., ROWING,
TREADMILL, STAIRCLIMBER, OTHER)

HEALTH AND/OR NUTRITIONAL WELLNESS COACHING

SWIMMING (E.G., LAP SWIMMING, RECREATIONAL USE)

FUNCTIONAL RESISTANCE TRAINING (E.G., TRAINING WITH
KETTLEBELLS, MEDICINE BALLS, STABILITY BALLS)

OUTDOOR SPORTS (E.G., TENNIS, SOCCER, BASEBALL, ETC.)

PHYSICAL THERAPY AND MEDICAL-FITNESS BASED
PROGRAMS

LOW INTENSITY INTERVAL TRAINING (LIIT)

FITNESS WEARABLES TO MONITOR PROGRESS (E.G., FITBIT,
JAWBONE, WHOOP, APPLE WATCH, MYZONE, POLAR)

PERSONAL TRAINING (INDIVIDUAL PRIVATE TRAINING)

TRADITIONAL YOGA (E.G., ASHTANGA, HATHA,
IVENGAR)/HOT YOGA

AQUATIC EXERCISE CLASSES

SPORTS SPECIFIC PERFORMANCE TRAINING (E.G., POWER,
AGILITY, SPEED AND SPORT SPECIFIC)

SENIOR FITNESS/ACTIVE AGING PROGRAMS (E.G., CLASSES,
PERSONAL TRAINING, ETC.)

VIRTUAL SELF-DIRECTED FITNESS PROGRAMS (E.G.,
COACHING, PERSONAL TRAINING, ETC.)

SMALL GROUP PERSONAL TRAINING (SIX OR FEWER
INDIVIDUALS)

PILATES

ENDURANCE AND ADVENTURE TRAINING PROGRAMS (E.G.,
MARATHONS, TRIATHLONS, TOUGH MUDDER, ETC.)

CONNECTED/SMART HOME EQUIPMENT (E.G., PELOTON,
MIRROR, TONAL, TEMPO, ECHELON, ETC.)

VIRTUAL GROUP EXERCISE CLASSES

HIIT GROUP EXERCISE CLASSES

PRE-CHOREOGRAPHED GROUP EXERCISE CLASSES (E.G.,
JAZZERCISE, LES MILLS, MOSSA, ZUMBA, CLUB JOY)

GROUP CYCLING CLASSES (E.G., RPM, SPINNING)

SUSPENSION TRAINING CLASSES (E.G., TRX, JUNGLE GYM,
ETC.)

BOOT CAMP-STYLE CONDITIONING CLASSES
MMA / KICKBOXING

BARRE CLASSES

TANNING

PICKLEBALL
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Motivating Factors
Influencing Active

Lifestyles




Measuring the Influence of
Motivational Factors on Active Lifestyles

In this section we explore factors that drive motivation for active consumers.
Batteries of attributes for two types of psychological motivational behaviors were
presented for active consumersto consider and rate; a list of 23 intrinsic behaviors

and a list of 31 extrinsic behaviors.

For the intrinsic behaviors, active consumerswere asked to rate attributes based on
the extent to which each plays a role with why they have interestin or participate in

a health/fitness routine.

For the extrinsic behaviors, a similar line of questioning was offered, but framed as

to whatthe active consumer values most about pursuing a heath/fitnessroutine.



What is Intrinsic and Extrinsic Motivation!

Intrinsic Motivation: Extrinsic Motivation:
The act of doing something without any An externalincentive to engage in specific
obvious external rewards. You do it activity, especially motivation arising from
because it's enjoyable and interesting, the expectation of punishment or reward.

ratherthan because of an outside
incentive or pressure to do it, such as a
reward or deadline.



Intrinsic Motivators

Without question, the driving force
behind leading an active lifestyleis
the benefitsithason one’slong-term
health. The health benefits coupled
with specific fitness goals, an
opportunity to learn self-discipline
and the joy/pleasure thatis received
from a health/fitness routine all play a
significant role with active consumer’s

motivation.

INTRINSICFITNESS BELIEFS
REASONS FOR INTEREST IN OR PRESENTLY PARTICIPATING IN

HEALTH/FITNESS ROUTINE
(MEAN SCORES AMONG ACTIVE USERS; 7=VERY TRUE)

BECAUSE OF THE LONG-TERM HEALTH BENEFITS.

BECAUSE THE BENEFITS OF WORKING OUT ARE IMPORTANT
TO ME.

BECAUSE | VALUE THE BENEFITS OF WORKING OUT.

BECAUSE | HAVE SPECIFIC FITNESS GOALS.

BECAUSE IT TEACHES ME SELF-DISCIPLINE.

BECAUSE | ENJOY IT AND FIND IT PLEASURABLE.

BECAUSE IT ALLOWS ME TO LIVEIN A WAY THAT IS TRUE
TO MY VALUES.

BECAUSE IT’S FUN.

BECAUSE IT'S APART OF WHO | AM.

BECAUSE ITS AN OPPORTUNITYTO JUST BE WHO | AM.

BECAUSEITIS AGOOD WAY TO LEARNTHINGS WHICH
COULD BEUSEFULTO MEIN MY LIFE.

BECAUSE IT IS AN EXPRESSION OF WHO | AM.

BECAUSE OF A MEDICAL CONDITION THAT EXERCISE HELPS
MANAGE OR TREAT.

BECAUSE | WOULD FEEL GUILTY IF I QUIT.

BECAUSE | FEEL OBLIGATED TO CONTINUE.

BECAUSE | WOULD FEEL LIKEA FAILUREIF 1 QUIT.

BECAUSE | WOULD FEEL ASHAMED IF 1 QUIT.

IN ORDER TO SATISFY PEOPLEWHO WANT ME TO BE FIT.

BECAUSE MY FRIENDS DO.

BECAUSE PEOPLE PUSH ME TO WORKOUT.

BECAUSE | FEEL PRESSURE FROM OTHER PEOPLETO
WORKOUT.

| HAVE STARTED TO QUESTION WHY | CONTINUE.

BECAUSE IF | DON'T OTHER PEOPLE WILL NOT BE PLEASED
WITH ME.
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Intrinsic Motivators:
Key Points of
Differentiation Among
Active Consumer
Segments

The underlying motivational factors are
basically the same by gender. Both rankings

and ratings show very few differences.

The long-term health benefits of working out
are primary to all age segments. Forthe 18 to
24 age segment, the element of working out

being fun is unique to this group.

The importance of the “health benefits”
associated with an active lifestyle begin to
become increasingly more prevalent as one

ages.



Extrinsic Motivators

A universal motivator, or truth,
regardlessof genderor age is a healthy
lifestyle simply makes people feel good.
Rounding out the top three "rewards”
that active consumers value from
pursuing a health/fitness routine are

feeling good, sense of accomplishment

and improving their physical appearance.

These three motivators are closely
followed by improving mental acuity, a
necessityto be in shape and building

self-confidence.

EXTRINSIC FITNESS MOTIVATIONS

WHAT CONSUMERS VALUE MOST ABOUT PURSUING HEALTH/FITNESS

ROUTINE

(MEAN SCORES AMONG ACTIVE USERS; 7=CORRESPONDS EXACTLY)

BECAUSE IT MAKES ME FEEL GOOD.
BECAUSE | FEEL A SENSE OF ACCOMPLISHMENT.
BECAUSE | SEE IMPROVEMENT WITH MY PHYSICAL APPEARANCE.

BECAUSE IT IMPROVES MY MENTAL ACUITY.

BECAUSE IT IS ABSOLUTELY NECESSARY TO WORKOUT IF ONE
WANTS TO BE IN SHAPE.

BECAUSE IT BUILDS MY SELF CONFIDENCE.

BECAUSE EXERCISE HELPS ME COPE WITH DAILY PRESSURES.
BECAUSE IT’S PART OF THE WAY IN WHICH I’VE CHOSEN TO LIVE
MY LIFE.

BECAUSE TRAINING HARD WILL IMPROVE PERFORMANCE IN
OTHER AREAS OF MY LIFE.

FOR THE SATISFACTION | EXPERIENCE WHILE | AM PERFECTING
MY ABILITIES.

FOR THE PLEASURE OF DISCOVERING NEW LEVELS OF PERSONAL
GROWTH THAT | CAN ACHIEVE.

BECAUSE IT HELPS ME PURSUE OTHER PERSONAL GOALS.

BECAUSE WORKING OUT IS AN INTEGRAL PART OF MY LIFE.

IT GETS ME OUT OF THE HOUSE.
FOR THE EXCITEMENT | FEEL WHEN | AM REALLY INVOLVED IN
THE ACTIVITY.
BECAUSE PARTICIPATION IN MY HEALTH/FITNESS ROUTINE IS
CONSISTENT WITH MY DEEPEST PRINCIPLES.
BECAUSE | MUST WORKOUT TO FEEL GOOD ABOUT MYSELF.

BECAUSE IT IS A GOOD WAY TO LEARN LOTS OF THINGS WHICH
COULD BE USEFUL TO ME IN OTHER AREAS OF MY LIFE.

BECAUSE IT IS AN EXTENSION OF ME.

BECAUSE | WOULD FEEL BAD IF | WAS NOT TAKING TIME TO DO
IT.

BECAUSE | WORKOUT HARDER AT THE GYM.

BECAUSE | ENJOY EXERCISING WITH OTHER PEOPLE.

BECAUSE IT GIVES ME A STRONG SENSE OF BELONGING WITH
LIKE MINDED INDIVIDUALS.

BECAUSE IT ALLOWS ME TO BE WELL REGARDED BY PEOPLE THAT
I KNOW.

| DON’T SEEM TO VALUE WORKING OUT AS MUCH AS |
PREVIOUSLY DID.

BECAUSE | ENJOY MEETING NEW PEOPLE AT A GYM.

MATERIAL/SOCIAL BENEFITS OF BELONGING TO A GYM

BECAUSE IT IS ONE OF THE BEST WAYS TO MAINTAIN GOOD
RELATIONSHIPS WITH MY FRIENDS.
IT IS NOT CLEAR TO ME ANYMORE; | DON’T REALLY THINK MY
PLACE IS IN A HEALTH/FITNESS CLUB OR GYM.

| DON'T KNOW ANYMORE; | HAVE THE IMPRESSION OF BEING
INCAPABLE OF SUCCEEDING MY HEALTH/FITNESS GOALS.

I DON'T KNOW IF | WANT TO CONTINUE TO INVEST MY TIME
AND EFFORT IN MY HEALTH/FITNESS ROUTINE ANYMORE.
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Extrinsic Motivators:
Key Points of
Differentiation Among
Active Consumer
Segments

Beyond the universal motivators mentioned
previously, there are a couple of nuances
between the two genders. Slightly higher on
the list for women are two factors: exercise
helps to cope with daily pressures and there’s
a sense of pleasure given with discovering
new levels of personal growth through

exercise.

With men, however, the idea of working out is

a chosen way of life ranks higher.

Forthose between ages 18-39, building self
confidence is a key point unique to this active

consumer.



Appendix



ABC Fitness Solutions (abcfitness.com)is the premier provider of
About

software and relatedservices forthe health and fitness industry. Building

ABC Fltness SOlutlonS on areputation for excellencein support for clubs and their
members, ABC isthe trusted providerto boost performanceand create
a Total Fitness Experience for members of clubs of all sizes, whether
a national franchise, regional chain,or a local gym.Foundedin 1981, ABC
helps nearly 16,000 clubs and facilities globally perform betterand more

™ profitably, offeringa comprehensive SaaS club managementsolution that

Y

enables club operatorsto achieve optimal performance.

SOLUTIONS

FITNESS

Email: info@abcfitness.com

Website: https://abcfitness.com

Phone:866-364-4596


https://abcfitness.com/
mailto:info@abcfitness.com
https://abcfitness.com/

About The IHRSA

Foundation

The IHRSA Foundation was establishedin 2012 asa 501(c)(3) charitable
organization with a goal to promote health through exercise.Its purpose
isto supportthe charitable and educationalfunctions of IHRSA, The
Global Health & Fitness Association.

The IHRSA Foundation focuses onfour key areas:
* Programs: Promote programsthat support health through exercise.

* Research: Afocus on outcomes-basedresearchto support physical

activityand engaging programming.

* Education: Provide education and resourcesto support health

promotionand wellness.

* Engagement: Encourage involvement with the IHRSA Foundation and

our mission.



About Clublntel

club i} intel

Insight Inspiration Impact

At Clublintel, we deploy traditional marketing research methods to
uncover notonly whatyour clientsand members want, but also to
understand why they wantit. In unlocking your clients' motivations, we
can provide the uncommon insights thatdrive differentiated marketing
communications, sales processes, and operational programming. The
most successful, most profitable clubs understand their customer and
turn that knowledge into a personal connection. Our data makesthat

happen.

For additional details, visit us at www.club-intel.com



