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“While some Brits are still nervous about visiting or
returning to a gym, people are prioritising both their

physical and mental health more than ever. Operators will
need to develop more holistic services that enable

consumers to incorporate activity from outside the gym,
and harness new technologies for progress tracking.”
– Lauren Ryan, Leisure and Travel Analyst, 2

September, 2020

This report looks at the following areas:

• The impact of COVID-19 on the UK private health and fitness club market.
• Competition between online and offline fitness services.
• Key differentiators of health and fitness clubs.
• Consumer interest in additional services such as mental health and digital content.
• Consumer perceptions of leading health and fitness club providers.

14% of British adults state that including mental-health or emotional-wellbeing services as part of a
gym membership would encourage them to return or join, increasing to 27% for those who were
members just before COVID-19. The lockdown period intensified feelings of social isolation and these
statistics highlight the potential role of fitness clubs as places of holistic wellbeing.

Some Brits are still nervous about visiting or returning to a gym, which highlights the need for
operators to demonstrate what protective measures have been taken. As the virus clears and the
economy recovers, demand for health and fitness venues is expected to return to, and eventually
exceed, its pre-COVID level. As more Brits prioritise both their physical and mental health, venues will
attract a wider audience.

The digital fitness sector has become increasingly crowded during the outbreak, with online exercise
services now a must-have rather than a differentiator. Clubs will need a radical shift in thought to
capitalise on the digital movement. The future of fitness will involve digital technologies regardless of
location, creating a seamless fitness experience that customers can use anywhere and anytime.

Venues’ role as community ‘third places’ has never been more critical. People need to feel connected
with one another more than ever, and to have spaces outside of their own homes. There are new
opportunities for operators to strengthen community ties and make clubs essential hubs of holistic
wellbeing, particularly if they can tap into emerging lifestyle trends in the era of remote work.
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JD Gyms acquires Xercise4Less
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Figure 29: Total cinema, direct mail, door drops, digital, outdoor press, radio and TV advertising expenditure of 10 key health and
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PureGym seen as most affordable
Figure 34: Brand personality – micro image, July 2020

Brand analysis

PureGym mass appeal down to value for money and widespread locations
Figure 35: User profile of PureGym, July 2020

Nuffield Health’s wider wellbeing focus boosts trust in expertise
Figure 36: User profile of Nuffield Health, July 2020

David Lloyd Clubs offer a more exclusive, high-end option
Figure 37: User profile of David Lloyd Clubs, July 2020

Anytime Fitness continues to struggle for brand awareness
Figure 38: User profile of Anytime Fitness, July 2020

DW Fitness First must invest in customer experience
Figure 39: User profile of DW Fitness First, July 2020

Customer service will be critical to boost new joiners

Focus on winning back cancelled members in the future

Seize the opportunity to be a location-independent wellbeing brand

Hybrid memberships will become the norm

Position the gym at the heart of communities

Mental-health services can provide key differentiator

Perceived risk of exposure has dropped
Figure 40: Concern of exposure risk to COVID-19/coronavirus, 28 February-30 July 2020

Consumers still cutting back on leisure, but signs of recovery
Figure 41: Anticipated consumer expenditure on leisure/entertainment, 16 April-30 July 2020

Wellbeing more important than ever
Figure 42: Agreement with Mintel Wellbeing Trend Driver statements, May 2020

Brand Research

The Consumer – Key Takeaways

Impact of COVID-19 on Consumer Behaviour
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Nearly one in four were health and fitness club members pre-COVID-19

Price will be critical for younger consumers
Figure 43: Membership of health and fitness clubs before COVID-19, 4-18 June 2020

British public still largely uncomfortable with attending gyms…
Figure 44: Attitudes towards attending a gym, 23-30 July 2020

…but seven in 10 intend to continue with membership
Figure 45: Intention to continue health and fitness club membership, 4-18 June 2020

Clubs face multiple challenges…

…so focus on winning back cancelled members in the future
Figure 46: Reasons for cancelling health and fitness club membership, 4-18 June 2020

Gym equipment critical in the online vs offline competition

Operators use equipment innovations to create new revenue streams
Figure 47: Missed features of health and fitness clubs, 4-18 June 2020

Position the gym at the heart of communities
Figure 48: Missed features of health and fitness clubs – NET, 4-18 June 2020

Rethinking the role of the gym as a ‘third place’

Over half of Brits have used some type of online fitness product…

…enabling shift from venue-based brand to ‘wellbeing’ brand
Figure 49: Past usage and future intentions to use online fitness services, 4-18 June 2020

Free workouts received largest upticks during lockdown
Figure 50: Usage patterns of online fitness services prior and during COVID-19, 4-18 June 2020

Tailor free options towards beginners, and paid options towards advanced exercisers

Mental-health services can provide key differentiator
Figure 51: Interest in mental-health services at health and fitness clubs, 4-18 June 2020

Hybrid memberships will become the norm
Figure 52: Interest in online services at health and fitness clubs, 4-18 June 2020

Figure 53: Interest in additional health and fitness club services by membership of health and fitness club before COVID-19, 4-18 June
2020

Earning consumer trust more important than ever
Figure 54: Attitudes towards health and fitness clubs and COVID-19, 4-18 June 2020
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Attitudes Towards Health and Fitness Clubs and COVID-19
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Consumer research methodology
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