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Methodology and Disclaimer



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 
ñNext Female Fitness Consumerò 
differently than the ñNext Male 
Fitness Consumer.ò 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.




