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“Though membership and revenues at health and fitness
clubs have appeared to recover from the recession,
locations are still under pressure to perform. The market
of health and fitness clubs is up against several
challenges, including increased free alternatives and high
price points. Clubs that can meet a variety of needs for
members will be most successful.”
– Emily Krol, Health and Wellness Analyst

In this report we answer the key questions:
•
•
•

How can clubs compete against cheaper alternatives and retain members?
How will the Affordable Care Act (ACA) affect the market of gyms and health clubs?
How does the prevalence of smaller specialized studios affect the demand for larger, allpurpose gyms?

The recession impacted on many areas of discretionary spending, and health and fitness clubs were
one of those areas. However, with the economy in recovery, membership at health and fitness clubs is
swinging back up: membership levels steadily increased from 2007-11. Additionally, the number of
consumers who report working out at a gym, has increased from 2010-12, especially among teens.
Furthermore, health club revenues have also climbed steadily from 2007-11. Due to the consumer
desire to stay fit and healthy, membership levels and revenues at health and fitness clubs are expected
to continue upward.
The market for health and fitness clubs is poised for growth, as Americans are taking a greater stance
in being proactive about their health and wellness. The Bureau of Labor Statistics recently reported that
by 2020, employment of fitness trainers and instructors is expected to grow 24%. Additionally, the
prevalence of obesity in the U.S. continues to spark a movement toward physical fitness and being
healthier.
This report will review trends in health and fitness club membership levels and revenues. It will also
illustrate attributes that consumers seek from health and fitness clubs. Readers will gain a sense of
what motivates people to join a gym, and also what barriers prevent them from becoming a member.
Trends and innovations in the health and fitness club industry will also be explored. Finally, the report
will review current marketing strategies of selected fitness clubs, and offer recommendations to players
in this space.
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Figure 65: Attitudes toward current gym, by gender and age, March 2013

Barriers to Joining a Health Club
Key points
Free alternatives prevent people from joining
Appealing to women with weights
Appealing to men
Figure 66: Barriers to joining a health club, by gender, March 2013
Younger generations looking to save money, while older generations need motivation
Motivating older exercisers
Figure 67: Barriers to joining a health club, by age, March 2013
Those from lower income households unable to exercise
Figure 68: Barriers to joining a health club, by household income, March 2013
Consumers looking for flexible memberships
Figure 69: Barriers to joining a health club, by attitudes toward health clubs, March 2013 (Part 1)
Figure 70: Barriers to joining a health club, by attitudes toward health clubs, March 2013 (Part 2)

Interest in Health and Fitness Club Attributes
Key points
Customizable options more affordable than traditional memberships
Unique offerings can expand membership, especially among younger adults
Figure 71: Attributes interested in at a health club, by age, March 2013
Customizable solutions to appeal to the masses
Figure 72: Attributes interested in at a health club, by attitudes toward health clubs, March 2013

Health Club Membership Influence
Key points
Convenient locations most important
Figure 73: Influence in joining a health club, March 2013
Classes vs. weights
Figure 74: Any influence in joining a health club, by gender, March 2013
Younger respondents want it all
Figure 75: Any influence in joining a health club, by age, March 2013

Custom Consumer Group: Teens
Key point
Exercise habits of teens
Figure 76: Teen exercise participation and location, January 2006-November 2012
Teen boys exercise more than teen girls
Figure 77: Teen exercise location and frequency of exercise, by gender, October 2011-November 2012
Figure 78: Teen opinions about leisure time, by gender, October 2011-November 2012
Older teens exercise more than younger teens

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Health and Fitness Clubs - US - June 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Figure 79: Teen exercise location and frequency of exercise, by age, October 2011-November 2012
Figure 80: Teen opinions about sports and video games, by gender, October 2011-November 2012
Teens who exercise at fitness clubs more likely to love sports
Figure 81: Teen opinions about leisure time, exercised at a fitness club or program, October 2011-November 2012

Spotlight on Body Mass Index (BMI)
Key points
Increase gym membership with overweight and obese adults
Figure 82: Type of health club currently a member of, by body mass index, March 2013
Overweight and obese struggle with motivation
Figure 83: Attitudes toward health clubs, by body mass index, March 2013
Make health clubs more attainable for overweight and obese
Figure 84: Barriers to joining a health club, by body mass index, March 2013
Offer diet and nutrition advice to help those who struggle with diet
Figure 85: Attributes interested in at a health club, by body mass index, March 2013
Influencing those who are overweight to join
Figure 86: Any influence in joining a health club, by body mass index, March 2013

Appendix – Other Useful Consumer Tables
Health and fitness club membership
Figure 87: Type of health club currently a member of, by gender, March 2013
Figure 88: Type of health club currently a member of, by age, March 2013
Figure 89: Type of health club currently a member of, by presence of children in household, March 2013
Figure 90: Type of health club currently a member of, by brand of club visited, March 2013
Figure 91: Type of health club currently a member of, by gender, March 2013
Figure 92: Type of health club currently a member of, by age, March 2013
Figure 93: Type of health club currently a member of, by body mass index, March 2013
Attitudes toward health and fitness clubs
Figure 94: Attitudes toward health clubs, by race/Hispanic origin, March 2013
Source: Mintel
Figure 96: Barriers to joining a health club, by attitudes toward health clubs, March 2013 (Part 1)
Figure 97: Barriers to joining a health club, by attitudes toward health clubs, March 2013 (Part 2)
Interest in health and fitness club attributes
Figure 98: Attributes interested in at a health club, by gender and age, March 2013
Figure 99: Attributes interested in at a health club, by membership status, March 2013
Figure 100: Attributes interested in at a health club, by attitudes toward health clubs, March 2013
Figure 101: Attributes interested in at a health club, by attitudes toward health clubs, March 2013
Influences
Figure 102: Any influence in joining a health club, by gender and age, March 2013
Figure 103: Any influence in joining a health club, by attitudes toward health clubs, March 2013
Figure 104: Any influence in joining a health club, by attitudes toward health clubs, March 2013

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Health and Fitness Clubs - US - June 2013
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BMI demographics
Figure 105: Body mass index, by key demographics, March, 2013
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Figure 119: Activities done, March 2013
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