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This report’s primary purpose is to discuss the transformational effect that  
I believe the social web will have on the European health and fitness club 
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harnessing the social web to achieve remarkable things.
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insights from 50 club brands across 10 countries. The report also provides some social 
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organisations. I would welcome suggestions for expanding the scope of future editions 

of this report.

2

RePoRt ScoPe



A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

OPINIONS ON THE EMERGING SOCIAL WEB 
17
Allister Frost, Digital Marketing Strategy Lead, Microsoft UK

18
Rob Gregory, Chief Momentum Officer, LoveTheGym 

20
Niels Gronau, Manager, Corporate Finance (Leisure Team), Deloitte Germany

22
Justin Hunt, Founder, Social Media Leadership Forum

24  

Jon Moody, Social Media Strategist, ASOMO

25  

Bryan O’Rourke, CEO, Integerus

27  

Andy Redfearn, Corporate Client Manager, Sport England

29  

Ted Vickey, PhD researcher

31

 WELCOME TO THE 2011 
EUROPEAN HEALTH  
CLUB INDUSTRY WEB AND  
SOCIAL MEDIA REPORT

05
Acknowledgements

06 

Foreword by the Gym Group
07

INTRODUCTION 
08

CASE STUDY — THE POWER 
OF THE SOCIAL WEB — 
CHARITY: WATER 
33 

WEB AND SOCIAL  
MEDIA AUDITS 
38

CLICk TO READ 
ALL PAGE NUMBERS, ARROWS, 

BACk TO CONTENTS PAGE AND 

WEB LINkS THROUGHOUT THIS  

REPORT ARE INTERACTIVE. 

CLICk TO JUMP TO EITHER WEB 

LINk OR PAGE NUMBER.

33

tABLe  oF coNteNtS

01

02 04

03

05



INTERVIEWS WITH EUROPEAN CLUB CHAINS
48
David Brosse, Head of Digital and Marketing Communications, David Lloyd Leisure

49
Rasmus Ingerslev, CEO, Fresh Fitness

51
Johan Nilsson, Strategy and Concept Director, SATS

52
Pedro Ruiz, CEO, Vivafit

53  

John Treharne, CEO, The Gym Group

54  

Back to  
contents

A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

FURTHER READING AND DISCUSSION     71
Report website 72

APPENDIx 73 

About the author 74
Social web terminology 76
Web and social media audits 77

FIGURE 1  How the social web is empowering consumers    10
FIGURE 2   Factors driving the social web  11
TABLE 1  Facebook fans  42
TABLE 2  Twitter followers — top 10 brands  44
TABLE 3 Twitter frequency (by brand) 45
TABLE 4 Can members join online? 46

4

06 10

11

RULES OF ENGAGEMENT  

55

07
CONCLUDING REMARkS

60

08
INTERVIEWS WITH REPORT SPONSORS
64 
Kevin Scott, Director, Harlands Group

65
Jon Johnston, Managing Director, Matrix Fitness Systems

67 

Jon Dunning, Director, Nomical Ltd

69
Dean Hawkins, National Sales Manager, Vistec Systems Ltd

70

09

tABLe  oF coNteNtS



5

Back to  
contents

I have been an enthusiastic user of social  
media for more than five years. However, 
when I started my weblog or ‘blog’ on  
october 1st 2005, I had only a hint of  
how it would transform my business. 

I had read about web-based ‘publishing’ tools 

that were free, or inexpensive, and relatively 

easy to use.1 These new digital tools were 

allowing people to rapidly publish ideas, 

opinions and a wide array of ‘visually rich’ 

content to a potentially global audience. The 

very first piece of content that I published was 

a short piece on an impending presentation I 

was giving at the Russian Health and Fitness 

Conference in Moscow.2 Five years later, you 

will still find that content online, and that is 

the exciting phenomenon of the World Wide 

Web (the web). It is the enduring nature of 

content that once digitally published, becomes 

an embedded part of the web just waiting to 

be captured by search engines such as Google, 

Bing and Yahoo, referenced and linked to by 

others. However, it is the ‘discoverable’ nature 

of the web that is so exciting, and can lead to 

new and unexpected opportunities. You see, 

‘discoverable’ means that it is now far easier 

for organisations to learn, connect and spread 

ideas. This is very exciting for organisations with 

a strong social purpose, because it makes them 

more ‘findable’, and far easier for enthusiastic 

fans to mobilise around the organisation. 

When I commenced my social media journey 

five years ago I was unsure of the value it 

would bring because the technologies were 

all very new. So my decision to invest time to 

both understand and use these new tools was 

predominantly based on intuition rather  

than cold-hard business school logic. 

The recurring message throughout this 

report is for the European Health and Fitness 

Club Industry to open their minds, and 

businesses, to the opportunity provided by 

the emerging ‘social web’. The difference 

now, of course, is that I am not asking 

the industry to base a decision to ‘invest’ 

in the social web based on intuition, for 

there is a growing bank of evidence of the 

transformational effect that the social web 

will have on organisations. This report aims 

to present some of that evidence, following 

which I hope your organisation will proceed 

to investigate, discover and ultimately 

enthusiastically participate in the social web.

RAY ALGAR MBA 
Managing Director, oxygen consulting

1. Requiring no programming knowledge 
2. See oxygen-blog.blogspot.com/2005/10/my-russian-adventure.html
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Founded in 2008, the Gym Group is a new millennia company which means we were  
founded after the web had already begun to have a ‘disruptive’ affect on many industries.  

Welcome to the 2011 European Health Club Industry Web and Social Media Report,  
which The Gym Group and our strategic suppliers are delighted to support.

When designing our low-cost gym proposition,  

we knew immediately that the web was going 

to be at the centre of our business. UK 

consumers are very ‘web savvy’ and have 

enthusiastically welcomed the ability to join 

online and administer their own accounts. 

However, it is also the emergence of 

social media platforms such as Facebook 

and Twitter that has enabled us to begin 

building relationships with our members, 

which is an exciting concept given that we 

are predominantly a low-cost, ‘self-service’ 

proposition.

When Ray mentioned that he was seeking a 

sponsor to fund research into how the European 

health club industry should be taking advantage 

of the web, I immediately said yes. Why? Over 

the past two years, I have witnessed how 

putting the web at the heart of our business 

has enabled us to rapidly become the UK’s 

leading low-cost gym operator. I hope that 

after reading this report you will see that 

our industry has an exciting opportunity to 

embrace what is known as the ‘social web’; 

The Gym Group has, and I hope you do to.

Finally, I would like to thank Harlands Group, 

Link Lockers, Matrix Fitness Systems, Nomical 

Ltd and Vistec Systems Ltd, strategic suppliers 

to The Gym Group, co-sponsors of this report.

JoHN tReHARNe 
ceo, the Gym Group
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I can vividly recall the first time that I connected to the web. It was 1994 and I was in my first year 
of Business School. During a coffee break, a fellow student, who worked in the technology sector, 
was discussing a small ‘gadget’, that he subsequently introduced as a modem. He explained that the 
modem was designed to connect a computer to the ‘World Wide Web’.3 this particular modem had 
a connection speed of 14.4k,4  which is extraordinarily slow by today’s standards. He was upgrading 
to a faster modem, but assured me 14.4k was fast enough. 

It was a very exciting moment for me when 

modem and computer were later connected 

to the web. Yes, the actual web experience 

was painfully slow, with a web page (with 

pictures disabled) taking a lifetime to load. 

However, that was irrelevant, for my strongest 

recollection was that miraculously my 

computer had changed from being relatively 

limited, almost ‘dumb’, to being incredibly 

‘smart’. No longer would a search be limited 

to what was contained on my computer 

hard drive. Information was now suddenly 

accessible and abundant. This was before 

Google and so this was not ‘search and find’ 

but more ‘browse and discover’, which in 

itself is a very exciting concept. Of course, 

we all know how the web has developed since 

my first experience over 16 years ago to now 

become an integral and embedded part of 

our everyday lives. The challenge now is to 

discover how to embed the emerging ‘social 

web’ into our organisations. 

How do I define the social web?

The early web is often characterised as ‘read-

only’. Individuals could browse, find and read, 

but rarely had the opportunity to participate. 

Broadly, it was a one-way publishing channel, 

controlled predominantly by organisations, 

rather than individuals. It was where the 

‘expert’ rather than the amateur opinion 

prevailed. The ‘consumer voice’ was yet to  

be heard, mainly because the early web was not 

built to encourage discussions or conversations, 

and so it was not particularly ‘social’. Fast-

forward to 2011 and it is individuals, and not just 

organisations, that are contributing to the web. 

Now the web is alive with conversations, fuelled 

by individuals who are using social media 

platforms such as Facebook, Twitter, Blogger, 

Flickr and YouTube to connect, interact and 

collaborate in unprecedented ways. 

 3. Abbreviated to the ‘web’
 4. Ability to transfer 14,400 bits of data per second. Many Europeans can now access speeds at least 139 times faster

Social web definition 

What is the ‘social web’? I define the social 

web as: “People harnessing web platforms 

that enable them to contribute, converse 

and collaborate in a way that aggregates the 

wisdom of many.”

“Social media has changed people’s 
communicative capability. The power 
to communicate messages now lies 
with individuals. The old division of 
labour in the media landscape – where 
professionals produced and individuals 
consumed – has gone” 
Clay Shirky (www.shirky.com)
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The following figure illustrates the empowering nature of the emerging social web:

Figure 1: How the social web is empowering consumers  
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When tim Berners-Lee invented the web at 
ceRN in Switzerland in 1991, I doubt even if he 
imagined the profound affect it would have on 
how people and businesses now interact. 

There is no doubt that power is shifting from 

organisations to consumers, resulting in people 

feeling more empowered. Organisations can 

act as though it is ‘business as usual’, but this 

is simply to deny the transformational effect 

of the emerging social web. The reality is that 

consumers are harnessing the web to connect, 

engage, learn, collaborate, swap and trade. They 

have the means and influence to bargain down 

the price of virtually everything, and allow the 

anatomy of organisations to be forensically 

examined, mouse-click by mouse-click. 

These are some of the reasons why I believe the 

social web will have a profound effect on the 

European Health and Fitness Club Industry.

How the web is changing the world
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Before the web, many businesses could  
hide behind the principle of asymmetrical 
information. 

Economists simply describe this as any 

situation where one party has more, or 

better, information than the other. ‘This is a 

great product, and so reliable’ companies 

would shout from their marketing ‘towers’. 

Consumers had limited means to test these 

pre-purchase product claims, which meant 

having to accept marketing messages at 

‘face value’. So consumers were guided 

by the marketer’s pen. Marketers set the 

price and consumers chose to pay, or not. 

Individual consumers lacked both influence 

and bargaining power. However, what happens 

when pricing insight becomes accessible 

and consumers begin to share knowledge? 

Welcome to the world of what I call 

‘collaborative consumption’. 

Collaborative consumption Collaborative consumption is a phenomenon 

that is sweeping across the globe. Global 

‘Wikipedians’ continue to build Wikipedia,5 the 

world’s biggest online encyclopaedia. Presently 

there are 91,000 active contributors working on 

more than 17 million articles. During November 

2010, 78 million unique visitors6 used Wikipedia.7 

They come to collaborate – to write, edit, share, 

read and learn. 

Consumers collaborate on the web to exchange 

goods and services using eBay and Gumtree; 

they share hospitality experiences on Trip 

Advisor (40 million8 reviews and rising) and 

pool their money at Zopa9 to create a ‘consumer 

bank’, offering person-to-person loans that 

eliminate traditional banks.

Collaborating to leverage discounts and 

incentives is an inevitable reality of ‘connected 

living’. Individuals are learning that it is better 

to be part of a crowd and the crowd is fast 

becoming very wise. Take Groupon10 for example 

which works with local businesses to serve up a 

daily offer in a specific city with savings of up  

to 90%. The catch? The offer only kicks in when  

a group of consumers reaches a specific size –  

a tipping point. 

5. en.wikipedia.org
6.  By way of a comparison, the BBC news website had 10.5 million unique visitors during the same one month period
7. See siteanalytics.compete.com/wikipedia.org
8.  TripAdvisor had only 5 million reviews when I was researching an article titled: ‘Collaborative Consumption’, Leisure Report Journal, April 2007
9. See Zopa.com
10.  See Groupon.com. Not heard of Groupon? Launched at the end of 2008, they have just reportedly turned down a €4.5 billion offer from Google. Search “Google Groupon bid”
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Transparency
the literal meaning of ‘transparency’ is to 
‘see-through’ and this is where the new social 
web is shifting information and influence 
towards consumers. 

Should organisations be concerned or excited 

by this? Well, if a company excels in peddling 

average or even inferior products and services 

then transparency represents a significant 

threat. This is because mediocrity in the era 

of the social web is a very vulnerable place to 

be. ‘The mediocre are always at their best’, is 

how the saying goes. Consumers can now write, 

publish and spread their views on last night’s 

restaurant meal, or this morning’s group 

exercise class across an ever-growing number 

of specialist review sites such as Review 

Centre, Yelp, LoveTheGym and Ciao.11 Do 

these reviews influence what other consumers 

buy? Yes, they do. A 2009 study of 25,000 

consumers across 50 countries discovered that 

online consumer reviews were the most trusted 

form of ‘advertising’.12 

Additionally, the time from experience to a 

digital comment is getting shorter, with reviews 

and opinions being posted on Twitter and 

other publishing platforms in near real-time. 

Consumers can now take a smartphone picture of 

an unwanted hair found in their lunchtime pasta 

and upload it to Facebook quicker than it takes 

the manager to come over to apologise. However, 

the threat lies beyond mediocre service and 

extends into the realm of consumers not liking 

the terms and conditions (the dreaded ’small 

print’) that govern the service. Recently, I was 

reading online reviews for a major UK health club 

brand that had complicated conditions when a 

member wished to put their membership on hold 

during a period of ill-health. The online consumer 

sentiment was very negative and one person 

posted a message to say he would not be joining 

this brand because of their policy on this issue. 

And what of those special ‘unofficial’ end of 

month membership deals that were just between 

the sales team and the wavering member? Now, 

those deals can be ‘tweeted’ and spread across 

the social web for all to see.

11. To find out more, type the brand name into any major search engine
12. Read more at: tinyurl.com/lb4x7m

However, what an exciting opportunity 

this new era of transparency offers those 

companies that excel in the extraordinary. 

For now the social web can be harnessed 

to spread great service, build a fanatical 

customer base, foster deep connections 

and create a reputation that is the envy of 

competitors. The good news; companies no 

longer have to advertise to ‘sing their own 

praises’, because online evangelists will do it, 

for free.

13
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13.  How companies can make the most of user-generated content, McKinsey Quarterly, 2007
14. Source: 2010 IHRSA European Health Club Report

Digital reciprocity
A recurring question that people often ask 
when told that people voluntarily add to the 
social web is ‘why?’ 

Why would someone spend their Tuesday 

evening, unpaid, writing a thoughtful and 

detailed book review on Amazon, a mouth-

watering restaurant review on Yelp, or advising 

someone which tennis racket best fits their 

game on Yahoo! Answers? The question of 

‘why?’ is an important one because it helps 

to explain what is ‘fuelling’ the social web. 

In many cases, financial reward is not required 

to drive participation. Instead, it tends to tap 

into our altruistic inclinations and desire for 

mutual exchange – a move from zero sum 

gain to ‘win, win’. It takes the phenomenon 

of asymmetrical information, but instead of 

exploiting it for personal gain, it is harnessed 

to freely help others. 

Digital reciprocity in action

I believe it works like this; I give up 30 minutes 

of my time today to write a review about the new 

Facebook film (The Social Network) that others 

read, learn and act on (“These are good reviews, 

I think I will go and watch this movie”) and then 

next week, someone uploads some of their own 

photos on TripAdvisor that provide me with a 

much clearer idea of the beach views from the 

rooms at the Hammamet Resort Hotel in Tunisia 

that I was considering for an anniversary trip. 

What else is driving digital reciprocity? McKinsey 

Consulting in a German study13 found that some 

users contributing videos to the social web were  

also seeking a sense of fame, fun, or connection  

with a community. Others simply wished to share 

their experiences with others. The fact about the 

social web, is that ‘digital giving’ is now so easy, 

often it requires little more than an experience 

worth sharing and a little bit of confidence to 

press the ‘submit’ button. However, once pressed, 

it becomes so much easier to do it next time. Just 

imagine when more of Europe’s 40 million14 gym 

members begin adding their experiences to the 

social web. I hope this thought fills you more with 

excitement than dread. 

“People in networked markets have 
figured out that they get far better  
information and support from one  
another than from vendors”

The Cluetrain Manifesto, Rick Levine et al, 
updated 2009 

14

INTRODUCTIONCHAPTER

02



Back to  
contents

A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

Co-creation 
Allied to digital reciprocity is how the  
social web is allowing consumers to  
directly ‘co-create’ with companies.  
What is co-creating? 

Well, as I watch today’s news about how snow 

is severely disrupting flights from London 

Heathrow airport, much of the news content 

is now increasingly sourced from the public, 

uploading their stories to Twitter, YouTube, or 

direct to the news organisations’ own websites. 

Consumers are now increasingly ‘breaking’ 

stories before ‘official’ news organisations 

because of the ubiquitous camera-phone, or 

Flip video camera. There is a profound example 

of this during the 2004 Asian tsunami. On the 

26 December 2004, an undersea earthquake 

off the west coast of Indonesia led to waves 

peaking at more than 30 metres. The very first 

images of the resulting tsunami were taken on 

tourist camera phones and uploaded to Flickr 

and other picture-and video-sharing websites. 

This led to amateur or user-generated content 

being blended with that produced by official 

news organisations to create very human 

and personal news stories that were deeply 

engaging. 

No longer do people want to simply be the 

passive recipients of news. This is one of the 

reasons driving phenomenal growth at sites such 

as YouTube, which became one of the world’s 

largest ‘broadcasters’ just 20 months following 

its launch. 

Look across many industries and you will find 

examples of companies using the social web to  

co-create products and services with their 

customers. Here are just a few examples:

•  Create your own custom sports shoes 

at NIKEiD.15

•  Fiat, the Italian carmaker, invited consumers 

to post comments on its website about 

features they liked and disliked for the  

re-design of the Punto model.

•  Download and enjoy software for free in 

exchange for suggestions and insight into  

how future updates can be improved.

•  Zopa,16 an award-winning digital banking 

platform, allows person-to-person lending. 

•  CafePress17 allows people to ‘express 

themselves’ through personalised merchandise. 

Each month, 11 million people visit the site to 

design, create and sell unique items.

•  LEGO DESIGNbyME18 allows children to design 

one-off LEGO products.

Co-creation has already arrived in the health 

club industry and is being pioneered by many 

low-cost gym operators who now provide 

online joining, ‘build your own’ exercise 

programme, via exercise terminals, and web-

based account administration, but this is only 

the very beginning. Co-creation fits perfectly 

with a health club business, and will become 

commonplace over the next few years.

15. See nikeid.nike.com/nikeid
16. See uk.zopa.com
17. See cafepress.co.uk 
18. See designbyme.lego.com
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Social web infrastructure
In order to ‘unleash the consumer’, the digital 
tools required to mobilise and harness their 
influence had to become widely available. 

This we have, with digital communications, now 

both abundant and relatively affordable. For 

example, you can now buy a Flip video recorder 

that captures high definition film with ‘one-

touch’ upload to YouTube for €94 — less for 

a used model on eBay. 

Social commentators used to write about an 

impending ‘digital divide’, a world inhabited by 

the digital ‘haves’ and ‘have-nots’. However, 

such is our insatiable appetite for technology 

that this does not seem to be materialising. 

It seems that the tools to ‘participate’ in the 

social web are becoming more accessible. 

Perhaps now the barrier is just the confidence 

to begin experimenting with the social web. 

Allied to this is the continued roll-out of 

broadband around Europe. Accessing the 

social web via in-home broadband, ‘Wi-Fi’ 

network or mobile data network is now both 

more affordable and accessible. In Sweden, for 

example, 75 out of every 10019 inhabitants have 

some form of data subscription. Yes, Europe has 

some catching up to do versus Korea, where 95 

out of every 100 inhabitants have a data plan, 

but the barriers to participate in the social web 

are continuing to diminish. Remember that once 

consumers are plugged into the social web, 

tools tend to be free of charge, because many 

developers adopt a ‘freemium’20 or advertising- 

funded business model. Increasingly, people 

are also choosing to participate using a mobile 

device which can be as simple as texting a 

message to your Facebook wall, so no problem  

if you are not a proud iPhone owner.

19.  Source: OECD. See: tinyurl.com/35usseb 
20.  Free to access a specific set of features and a charge (a premium) to access  

more (free plus premium equals ‘freemium’)
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RAYou have previously written that companies 

need to stop ‘shouting’ at consumers and begin 

engaging with them; please explain more?

AF “‘Shouting’ is my shorthand for the out-dated 

marketing approach of simply pushing out 

messages to customers according to the schedule 

in a marketing plan. Traditional advertising and PR 

models relied on this simplistic approach where 

a brand controlled when, and how, others got to 

hear about it. The days of brand managers being 

able to exclusively ‘shout’ out their messages and 

reap the rewards are long gone. 

Today, the social web has given everyone a voice, 

from the most powerful brands to the high street 

consumer, and brand owners now find themselves 

at the centre of a multi-party conversation of which 

they are just one voice. The key to survival in this 

new world paradigm is to realise that exclusively 

shouting out messages no longer works, you also 

have to be prepared to listen to the replies and 

engage in the conversation when others choose  

to do so.”

RA How influential do you see the consumer 

voice becoming as the social web emerges?

AF “The consumer voice will certainly be more 

important than in the past because it can be 

heard so much more loudly and clearly. In the 

past, poor products or services could be masked 

by clever advertising, papering over the cracks of 

an otherwise unacceptable brand. Today, there is 

nowhere for substandard products to hide because 

the users have been given a voice to express their 

views and inform and influence future prospective 

buyers. There will always be a balance though; 

we are not seeing a complete reversal of power 

between consumers and industry. Brands still have 

a crucial role to play in shaping and supporting 

the conversation. The difference is that brands can 

no longer dominate the conversation, they have 

to be open to hearing the consumer voice and 

surrendering some control to others.”

RA Health clubs love producing short-term 

campaigns, but do you think we are moving  

towards a new and different kind of marketing?

AF “There will always be opportunities for 

short-term sales results from clever marketing 

campaigns and some would argue that the social 

web is the perfect platform for even faster sales 

results. The success of crowd-sourcing services 

like Groupon pays testimony to this. However, 

marketers also now have to recognise the 

growing importance of nurturing customers for 

the longer term. It takes time and effort to build 

a committed and self-sustaining online network 

of fans and followers, and every brand should be 

thinking about how their customer data will look 

24–36 months from now. If you do it correctly, 

the data you then hold on your customers and 

prospects will be very different to that which you 

hold today and will have been greatly enriched 

by the inclusion of additional metadata points 

garnered from online collection points. You 

will know more about every customer because 

the data is now accessible and collectable, 

and, if the value exchange is fair, your 

customers will be more open to sharing more 

about themselves in return for a better, more 

personalised experience. While it takes a long-

term commitment to build up rich networks 

of customer data, these same data points will 

ultimately prove a far more cost-effective way to 

tap into short term sales results in the future.  

My advice to businesses that are stuck in a short-

term marketing-to-sales cycle is to have a long, 

hard think about the medium term and most will 

quickly realise that a short-termist approach is 

no longer cost-efficient or sustainable.”
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RA What would you say to those people that think 

that monitoring what consumers say online is not  

a credible form of research?

AF “I would say ‘Wake up!’ Online monitoring 

may not yet be the be-all-and-end-all of market 

research, but it is a powerful way to gain instant 

and highly credible insights into consumer 

behaviour and attitudes. Many brand owners still 

need offline research to give them a balanced 

view of the whole market, but online data sources 

represent the biggest shift in market research 

methodologies since computer-based modelling 

first allowed cost-effective deep data mining in the 

1980s and 1990s. The shift is so profound we will 

see the decline of many traditional forms of market 

research, while others will evolve to take advantage 

of the low-cost instant results that web-based 

research can provide. Smart market researchers 

have figured this out and are rapidly fusing the 

best of conventional research techniques with new 

online data collection and analysis capabilities.”

RA Embedding the social web into a health 

club business is not easy, so where should  

people start?

AF “As always, start with your customers. 

Find out how their behaviours have changed 

and see how else you could offer a better, more 

valued, brand experience by supporting more of 

their daily lives. A health club business exists to 

create both individual and shared experiences; 

it is the perfect platform for experimentation on 

the social web! Talk to your members; find out 

what makes them tick, and then work out what 

more you can do to play a bigger part in their 

lives. The brand experience no longer starts and 

stops at the entrance to the health club, it exists 

everywhere there is a chance for a conversation 

to take place.”
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RA You believe the essence of social media is 

dialogue; where do you presently see the health 

club industry in terms of encouraging an open 

dialogue with members?

RG “I do not think that we have made much 

progress. We have generally lagged behind 

with most technology, and social media is no 

exception. However, it is a change which forces 

us as an industry to question what we do, and 

how we do it.

If you ask yourself some simple questions such 

as: to what extent have we allowed our members 

to share experiences, expertise and opinions? Or 

how have we made information more accessible 

to members (e.g. publishing prices)? It is easy to 

see that the industry has not changed much in  

the way of ‘socialising information’. 

Monologue is giving way to dialogue and 

there is no going back. I appreciate that some 

of the reticence to engage is based on lack of 

understanding and fear about the outcome, but 

there is also an issue about intent. Some operators 

want to preserve the past because it has worked 

for them. It also reflects the fact that much of the 

industry has forgotten its purpose. If we want to 

help our members then it makes sense to listen 

to them, and now there are many ways to do this. 

Look, the first steps into social media are not to be 

taken lightly; you need a strategy beyond ‘we need 

a Facebook page’ and you need to change the way 

you speak (conversations not messages).  

The principles of customer service are not new 

and there is a great opportunity for brands who 

embrace social media. I find it ironic that in a 

country (UK) where the health of the nation is 

getting worse, the market penetration of health 

and fitness clubs is basically static. Surely we are 

missing something. We will only ever know if we 

get into conversation with our prospects, members 

and other stakeholders to find out.” 

RA What do you think the industry will begin 

to experience as clubs and members begin to 

interact more online?

RG “I think there will be a feeling that this is the 

right thing to do. Members have been longing to 

have their voice heard even if their questions and 

requests cannot all be answered. Just listening (the 

21.  Disclosure: Ray Algar, the author of this report, is a co-founder of LoveTheGym

first stage in the process) and being accessible 

will signal a change. We should not expect the  

worst. Pierre Omidyar, the founder of eBay, 

was proven right when he said that people are 

‘basically good’. 

If the environment is created properly, operators 

will be amazed by the power and potential of 

connecting with their members. I have no doubt 

that the experience will improve and importantly 

mutual trust will evolve. And as an industry we 

will talk about purpose and profit.”  

RA What do you think are the prospects for 

those club brands that decide not to embrace 

the social web?

RG “I agree with most social media 

commentators that the outcomes will be 

disastrous for those businesses that do not ‘get 

it’. As for how slow and painful the death might 

be, who knows? That will depend on many 

things; market structure, supply and demand, 

and how big someone’s balance sheet is! 

One thing is for sure; profits will decline. The 

conversations will continue to happen with, or 

without them.”

RA How would you recommend that clubs 

begin to think strategically about social media?

20

Chief Momentum 

Officer  

LoveTheGym 21

Interview with 
Rob Gregory
  

OPINIONS ON THE  
EMERGING SOCIAL WEB

CHAPTER

03



Back to  
contents

A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

RG “Start with the objective: why are you 

considering a particular approach? At the highest 

level this should be about either a) increasing 

revenue, b) reducing cost, c) improving the 

member experience which will in turn impact 

a) or b), or both. Then you have to understand 

which metric you want to measure; start with 

a few and how this relates to your overall 

objective. 

Accepted wisdom in terms of the general 

process is: 

• Listen and monitor conversations

• Develop strategy 

• Engage

• Measure results

Also, understand the practicality of what is being 

suggested. All the digital tools need resources to 

set up and manage. Companies need to be realistic 

about what they can achieve; less is usually better 

than more in this instance. 

The caveat to the above is not to waste money on 

social media unless your organisation can deliver 

the basics – promptly answer the phone or respond 

to email. In other words, if your customer service is 

poor, then setting up a Facebook or Twitter account 

is unlikely to help. 

Most operators do not have the digital expertise 

to implement their chosen strategy but there are 

numerous agencies to work with. My experience is 

definitely big does not necessarily mean best, so 

check the quality of their work and make sure you 

take up sufficient references.”

RA  The thought of consumers discussing their 

gym experiences online (sometimes negatively)  

may sound intimidating to some clubs. Should  

clubs see this as a threat or opportunity?

RG “In order to make progress operators have to 

see it as an opportunity. Even if a member has a 

negative comment you have to remember that the 

only reason they complained was because they 

were interested in the first place. 

What is required in this instance is a quick  

response – remember the 3 As:

• Acknowledge the issues

• Apologise (this does not mean accepting blame)

• Act

The other important point is to understand that 

online, consumers expect to read good and bad 

comments. In fact they trust reviews when there 

is a balance of good and bad (people know that 

you cannot please everyone all of the time).  

One of the projects I am involved with will 

assist operators in this regard. LoveTheGym is a 

consumer review website that launches at the  

end of the first quarter 2011. It has been developed 

specifically for the health and fitness industry by 

people from the industry. Its purpose is to promote 

the industry and provide insightful feedback to 

operators from the reviews written by consumers. 

Importantly, it will also mean that operators can 

engage with consumers and read reviews on a 

single dedicated platform.”     
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RA Given the diverse range of leisure organisations 

that you work with, to what extent are you now 

seeing them using the social web?

NG Having a company web page has been standard 

for most players in the leisure industry for many 

years. For a long time the website predominantly 

contained pictures and information about the 

offerings e.g. how to find the location, opening 

hours, as well as contact data to get in touch 

by email, telephone etc. Recently, commercial 

sports operators have started to apply more social 

functionality given the growing popularity of 

Facebook in Germany and the immense number 

of users within the network, changing the 

former ‘one way’ into a more interactive form of 

communication. Besides providing information,  

the social web can be used to support the brand 

and build cost-effective relationships with existing 

and potential members. In Germany, low-cost 

operators are enthusiastically utilising the web to  

appeal to its target audience.

RA What are Germany’s leading online social 

networks and how are some of your clients 

harnessing them?

NG “Facebook is Germany’s largest online social 

network. It is increasingly displacing the national 

networks such as ‘wer-kennt-wen’, ‘stayfriends’, 

‘schuelerVZ’ or ‘studiVZ’. While it was head-at-

head with the ‘VZ-group’ (national networks for 

pupils and students) in 2009, Facebook has now 

left the other providers far behind. Facebook is 

also the only network which is extensively used 

by fitness or golf operators, for instance.” 

RA To what extent are German consumers going 

online for their health and fitness requirements?

NG “There is a very large number of online 

fitness-related offerings available to German 

consumers. In addition to specific websites that 

allow people to directly identify and compare 

fitness clubs, a vast number of websites also 

provide general practical training advice along 

with online ‘personal training’. Sporting goods 

companies such as adidas offer interactive 

training solutions22 with integrated technical 

training equipment and online community 

functions. Although German (sports) consumers 

are more willing to use these solutions, the 

level of participants is presently low compared 

to membership of commercial fitness clubs, or 

even not-for-profit sports clubs. Nevertheless, 

integrating online and offline propositions 

appears to be an emerging trend for fitness 

operators in the future.”

22. See: adidas.com/de/micoach
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RA Can you provide an example of a German 

fitness brand that is enthusiastically embracing  

the social web?

NG “McFit, Germany’s leading low-cost gym 

operator, is a good example of how a brand has 

integrated social media into its overall marketing 

communications strategy. The company connects 

with its 975,000 members through its monthly print 

magazine, website, Facebook, Flickr and YouTube 

channels. McFit integrates different communication 

activities such as member magazine, sponsored 

sports events, or campaigns with its corporate 

sponsors on Facebook. Members and the general 

public are regularly invited to share their training 

experiences, choose the member of the month, 

discuss specific topics, up-load their personal 

training picture and more.”  

RA How do you think the social web is going to 

influence how companies and customers  

interact over the next few years?

NG “In recent years, the web has already 

provided transparency in the fitness industry 

by giving the opportunity to compare both 

products and prices. Online consumer panels 

evaluating specific products have become 

important decision making criteria for choosing 

a fitness club. From our point of view, web-

based solutions will be further integrated into 

club offerings. Internationally, operators have 

started to provide online joining, or even booking 

classes, via smart phones. I have seen a large 

variety of web solutions that promote member 

interaction and add value to the core product. 

Also, premium club operators in particular should 

not forget that fitness is still more a service than 

a product, and this always requires guidance by 

skilled trainers who cannot be substituted by a 

web solution.”
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RA You used to be a new media commentator 

for the Guardian newspaper in the UK. Can  

you describe the ‘light bulb’ moment when 

you realised how influential the social web  

would become?

JH “I think it was 2005 and I was invited to the 

Irish Club where the Guardian and academics 

and other technology people were talking about 

blogging. It was organised by one of the first 

companies to introduce blogging software: Six 

Apart, I think. There was a palpable sense of 

excitement in the room and people talked about 

the potential of these new tools and how people 

could freely exchange information with each 

other and bring their ideas to fruition quickly.  

I knew then we were onto something.”

RA You have written that customers are now in 

charge. What does this mean, and can you give  

me an example?

JH “Customers can publish their views and opinions 

in seconds and share them with audiences and 

their friends. See the TripAdvisor site, for example, 

which enables reviews of holiday locations. 

The famous example is Jeff Jarvis, who blogs at 

BuzzMachine, who complained about the service 

provided by Dell. This led to Dell listening to what 

their customers were saying online and they began 

to introduce their own blogs, twitter channels and 

ways of enabling customers to make suggestions 

on how they could improve their products and 

services.”

RA How transformational is the shift to a 

more open and transparent web? 

JH “I think it is a significant shift. It is very easy 

to share and find information now about the 

products and services of any organisation. You 

just have to witness the attention over the recent 

headline-grabbing WikiLeaks incident when military 

documents were published on the web. However, 

some repressive regimes like China are fighting 

back and blocking their citizens from accessing 

tools like Twitter.”

RA The initial step into the social web can 

be intimidating. How would you recommend  

readers start?

JH “Listen to what people are saying on gym blogs 

and forums. Get a feel for the community. A bit 

like browsing a magazine. Make some small 

contributions, and take it from there. Set up 

your own tools and experiment. Do not be 

afraid to make mistakes; you can easily  

correct them.”

RA To date, the health club industry has 

struggled to get its ‘fans’ talking about its 

achievements online. Can you offer some 

advice?

JH “The health club industry fans are already 

talking online. It is probably best to explore what 

people are saying about the health club industry 

online first. There are so many ways in which 

the health club industry could use social media: 

trainers could share new exercises or tips over 

Twitter. Facebook groups could be set up to 

build a sense of community around specific 

clubs. The health club industry needs to think 

what it can offer its members. What would they 

be genuinely interested to know about, over and 

beyond club opening times and prices etc?
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RA You have written that brands need to 

‘perceive’ and listen before they can participate 

online. Can you explain why this is an essential 

first step into social media?

JM “Understanding the nature of the opinion 

mobilising around your organisation, brands 

or services is a vital first step in developing a 

social media strategy carefully. It is a question 

of ‘what, who and why’. First, understand what 

people are saying about you, your competitors 

and your sector is key to aligning your strategy 

with stakeholder’s key concerns. This includes 

sentiment – what they like and dislike, but also 

gaining insight into which issues concern them 

most. Second, a large proportion of opinion 

in social media can be anonymous, but we can 

define who is discussing you and segment opinion 

accordingly: current, potential, competitor, or 

former customers will have different concerns. 

How do perceptions vary between each of them? 

Are they more critical than journalists or other 

opinion leaders (for example bloggers)? 

 We also need to understand ‘why’. The reasons 

behind this person blogging, participating in 

a forum or setting up a Facebook group are 

important to understand if we are to effectively 

engage with them: are their opinions, questions, 

complaints, suggestions or general comments? On 

a tactical level, knowing this can guide who deals 

with them in your organisation – product manager, 

customer service, research and development. 

More strategically, you can gauge if there is a lack 

of information, or mis-information about your 

products or services or ideas on how to improve 

your offering.” 

RA How important is it that fitness clubs are using 

social media platforms that are influential in their 

home markets rather than just thinking ‘Facebook’?

JM “There is real danger in many sectors that 

social media efforts may be directed exclusively 

on a popular media such as Facebook or Twitter. 

While these media are important, you also need to 

thinkabout geographically-specific media (country, 

town, district), and the myriad forums and blogs 

where those most passionate about health and 

fitness discuss, argue, support and engage with 

each other.”
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RA Why do you believe consumer opinions on 

the web are so valuable compared to other  

forms of ‘offline’ research?

JM “I do not believe that extracting insights 

from opinion mobilising on the web can,  

or should, necessarily replace other important 

sources of research. Often, online opinion 

analysis can indicate areas for further 

research, via questionnaires or surveys. The 

most important differences between survey, 

questionnaires, focus groups etc and online 

opinion are that online opinion is proactive. 

This means people have taken the initiative 

and invested time and effort to share their 

experiences with others. They are not reacting 

to a prompt from the service provider, or their 

market research agency. Online opinion is also 

spontaneous; people will address the issues that 

are most important to them, and are not guided 

by questions or other forms of bias that can be 

present in alternative forms of research.

Online opinion creates further opinion. Online 

opinion is essentially consumer-to-consumer, 

with opinion mobilising further opinion, both 

on-and offline. Market research is essentially 

consumer-to-business; a one-way flow of 

feedback from consumers and other stakeholders 

to the organisation.”
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About Jon Moody
Jon Moody has been a Social Media Strategist 

with ASOMO since 2005. The company helps 

organisations to proactively interpret and 

understand spontaneous online opinion. 

He is a former analyst for Financial Times 

Newsletters. Further information: asomo.net

RA Most clubs do not have the resources to engage 

everywhere where relevant online conversations are 

taking place. What do you recommend they do?

JM “My advice is to keep efforts as local and 

relevant to your target audience as possible. 

Obviously, a buzzing Facebook fan page, involving 

members, staff and showcasing your fitness 

blog posts and all Tweeted on a regular basis is 

something you could aim to develop. It may be the 

best way of bringing all your stakeholders together 

in one place. However, attracting fans to your 

Facebook page may well require you to engage in 

health and fitness related social media: the running/

cycling club, WeightWatchers, local schools. The 

aim of that engagement should be about discussing 

health and fitness related issues that will hopefully 

bring relevant people to your Facebook page. 

You should also think about linking all your social 

media channels together. Also agree how, where 

and when you would like to involve your staff, both 

salaried employees and freelancers.”

RA Do you think social media should be led by 

the marketing team or be cross-functional?

JM “Definitely cross-functional. The most 

obvious and visible strategies and actions seem 

to reside in marketing, but an understanding 

of and engagement with social media is useful 

across the organisation.”Social Media Strategist 

ASOMO

Interview with 
Jon Moody
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RA Why do you believe there is sometimes 

a time-lag with organisations embracing 

technological innovation?

BoR “The competitive ability and culture of a 

company dictates its approach to innovation 

adoption. Better capitalised, more knowledgeable, 

and risk-oriented firms tend to be early adopters. 

When a technology is proven, the early majority 

will use it and spread the word of its benefits, 

while less capable and more conservative 

businesses eventually jump on board, often 

because they have to. 

The adoption time-lag differs from industry 

to industry. Innovations in highly fragmented 

industries, like fitness, have the potential for 

significant impact because there is great disparity 

among participants. The unprecedented rate of 

technological change compounds this. Companies 

are finding it more difficult to discern which 

innovations are most relevant, while industry 

convergence is creating a new array of competitors 

from outside the traditional fitness industry. The 

result is tremendous opportunity with increasing 

risk among competitors. Here’s the bottom line: 

there is going to be a lot of change in the fitness 

business because of innovation.”

RA In what ways do you believe the health club 

industry’s bricks and mortar heritage is now  

holding it back?

BoR “That a club should be the centre of fitness 

delivery is a tradition that is inconsistent  

with the emerging reality. Facilities will ultimately 

be a component, or one alternative. As an 

illustration, think of the music industry; record 

stores are no longer the sole domain of music. 

The same is now true of  health clubs and fitness. 

Consumer trends and economics are creating this 

new world. Industry leaders should not see this 

purely as a threat, but as an inevitable opportunity 

to reach more customers.

Consumers are expecting the delivery of products 

and services whenever and wherever they choose. 

For example, U.S. web sales will exceed bricks 

and mortar sales by 2014. Meanwhile, disposable 

incomes in the developed world will be flat, or 

declining over the next decade, creating more 

price-value scrutiny by consumers. This is an 

important force, behind the new “low-cost” club 

trend and the splitting of the market overall, 

which will add economic pressure to an  

already fiscally challenged bricks and mortar 

based industry.

As consumer change continues, the cost  

of bricks and mortar facilities has increased,  

while prices for health club services have 

declined. Leaner margins and diminished  

return on investment will result in new hybrid 

offerings with many merging physical and digital 

delivery systems for improved service, at lower 

costs. To realise the potential this offers, the 

industry must let go of an exclusive bricks and 

mortar orientation.” 

RA Do you believe the club industry is aware 

of the proliferation of fitness substitutes? Can 

you give me an example of one substitute that 

impresses you?

BoR “Certain players in the industry are well 

aware of growing fitness substitutes. However, 

there exists a large constituency of industry 

participants who are in denial, or choose 

to ignore this trend due to the dynamics of  

‘technology adoption life-cycle’. It is difficult 

to contemplate something you do not really 

understand in light of your present business 

model.

Many impressive substitutes exist. Recently  

the adidas ‘miCoach’ has caught my attention. 

I am working with several organisations in the 

mobile and cloud computing space developing 

solutions, which augment health club customer 

service engagement. 
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The space is seeing intense development efforts 

for a reason; the combination of physical and 

digital delivery is going to impact the member 

experience in a big way.”

RA Do you believe digital solutions can help clubs 

to genuinely engage with members and can you 

share a potential scenario?

BoR “There is great potential for digital solutions 

to help health clubs engage their members. 

However, many incorrectly frame the issue as 

being human interaction versus technology. 

In considering the potential, it is important 

to first admit how poorly most clubs engage 

with their members. Dr Paul Bedford’s research 

23.  Where information is stored and software services provided 
over the Internet rather than stored on local computers

substantiates that in the UK over 64% of members 

never, or are rarely spoken to when visiting their 

club. We know there is a clear correlation between 

engagement and membership retention. As new 

technologies offer opportunities to interact with 

members, they will be adopted to provide better 

engagement.

Think of the financial services industry today. 

My investment portfolio or bank account can be 

managed online via a digital device, and I can 

always choose to schedule an appointment to meet 

with a personal advisor, if necessary; it is my choice. 

This same consumer-focused service approach 

is emerging in fitness as customers begin to join 

a club online, review their workouts and receive 

personal training, either in a club, or beyond its 

four walls. I call this the merger of the physical and 

digital fitness world, and it will be a big part of the 

new fitness service paradigm.”

RA How do you see the industry embracing 

the social web over the next decade?

BoR “We are in the initial phase of what the 

social web will become in the next few years. 

Successful clubs will learn to ride this wave of 

consumer and community interaction for the 

service delivery and word of mouth potential it 

represents. Facilities must be dialled into this trend 

as a major part of an effective business strategy. 

‘Cloud computing’,23 mobile device proliferation 

and widespread consumer adoption of these 

technology platforms will require facilities to 

effectively participate or they will have trouble 

surviving.

Specifically, we will see clubs deploy mobile 

applications to provide service and information 

to their members. The popularity of geo-location 

capabilities will enable new marketing approaches 

for prospective members, while augmented reality 

will deliver a variety of exciting ways to engage 

members. Web content delivery will be more 

customised as well. Instead of one message to all 

members, systems will enable customised content 

and interaction based on member needs.” 
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RA Recently, Sport England and Facebook formed 

a partnership  to encourage more people to engage 

with sport and physical activity. Please tell us more?   

AR “We know from our ‘Active People’ sport and 

recreation survey that the amount of people 

participating in a sport within the national governing 

body club structure can vary from 5% and 65%. The 

fact that in some sports 95% of people participate 

outside of the club structure poses a real problem 

for the national governing body to communicate 

with them. Facebook provides us with a medium to 

communicate with nearly 50% of the UK population. 

Our approach with Facebook is to help a specific 

sport connect to that potential market of people  

that already play a sport, but remain hard to contact. 

We are not necessarily trying to get them into a club 

structure, just inform them of other opportunities 

in that sport, whether that be social leagues, formal 

competitions, coaching qualification courses,  

and more.” 

RA Can you explain the Sports Hub that Facebook 

has developed for the partnership. Why is this better 

than simply using Facebook ‘pages’ or Groups?

AR “Sports Hub is a suite of applications that are 

on Facebook that allow sports to add extra utility  

to their pages. It is also a means of connecting  

pages that do not exist within the standard  

Facebook page structure. 

Before Sports Hub, if a national governing 

body created a page on Facebook and then 

regions or individual clubs associated with 

them also created a page, there was no way 

that these two could be connected. Sports 

Hub allows the sharing of content, whether 

videos, photos, iPad content and more, from 

the top national governing body level all the 

way down to the individual club. It is accepting 

that, in the first instance, a participant may 

not have a relationship with the national 

governing body of a specific sport, but they 

would have a relationship with the club, and 

therefore become a fan of it on Facebook. 

Sports Hub allows the national governing body 

to provide valuable content to the clubs that 

can then be shared with participants. This 

provides additional benefits to the club for their 

affiliation, and a bridge to all those participating 

in the sport, increasing the affiliation between 

participant and brand – in this case, the national 

governing body. The content being shared 

could be coaching opportunities or advertising 

for upcoming events for people to participate in. 

Sports Hub was intended to have the national 

governing bodies share this as widely  

as possible.”

RA Can you provide an example of how the 

Facebook partnership is successfully engaging 

UK consumers with sporting opportunities?
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AR “We first tested the concept of brining 

sport into the social media arena in the 

Higher Education (University) sector. British 

Universities and Colleges Sport (BUCS), the 

national governing body for higher education 

sport in the UK, brought together 19 universities 

and six national governing bodies to work 

together and deliver sport events that were 

advertised and promoted through Facebook. 

This generated over 12,000 participants in sport 

and a throughput of over 26,000. There was a 

great response from the clubs and universities 

involved with many finding that this method 

of communication managed to reach more 

individuals than they had in previous years  

using traditional methods.

It also allowed them to sustain communication 

with potential participants throughout the 

year. Some clubs also saw an increase in their 

membership with them also being reportedly 

better informed and attending more regularly 

than in previous years. 

The tools also had a side effect of increasing the 

use of sports halls and venues. Due to the ability 

of social media to deliver a message quicker 

than other methods clubs filled surplus space in 

venues at late notice. This resulted, not just in 

more contented club members, but also more 

participants than in previous years, and more 

satisfied facility operators.”           

RA How do you see Sport England further 

harnessing the social web in the future?

AR “We are constantly searching for new 

ways that can help us to deliver participation 

and help sports to better communicate their 

opportunities. Our work in the future will really 

reflect how technology develops and at this 

point it is safe to say that there are more ways 

in which we can take sport ‘social’. One of the 

areas we will look to expand is the sharing and 

availability of content whether that is from a 

national governing body website, or data about 

where to play sport, and who to play it with.” 
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RA What is your definition of social media, 

and how do you see it emerging within the  

fitness industry? 

tV “I see it as media designed to be shared 

through social interaction, including websites, 

mobile devices and traditional marketing 

methods. The key to the process is that it is 

‘social’, and the delivery method is easy, and 

often free.

My research suggests that some form of social 

media is here to stay. I think the previous 

approaches to marketing will continue to evolve, 

and that will include social media. The beauty  

of social media is that it is often free, immediate, 

convenient, and anyone can create the content. 

With a simple video camera and email, even 

my grandmother can create a basic marketing 

campaign that has the potential to turn viral.

I have recently been working with a bank to 

increase their use of social media. If the banks 

can do it, any industry can! What was once a 

purely marketing department agenda has grown 

into a cross-department project, combining 

marketing, IT, sales and human resources. This 

can seem like a daunting task, but it is not.  

My initial advice to any client interested in 

increasing their use of social media is to create 

a social media plan. This plan is not fixed, but a 

‘living’ document that changes as they embrace 

social media.”

RA What role do you see social media 

having in making the future club experience  

more ‘social’? 

tV “Social media is one of the best tools available 

to remove the physical four walls of the fitness 

centre and create an opportunity for you to 

continually engage with members. Social media 

allows a club to create a meaningful relationship 

with ‘fans’ for the 23 hours of the day that they 

are not in your club. This relationship is built 

upon trust. Your fans trust that you will provide 

valuable information and that you will not abuse 

the privilege that comes with the sharing of 

personal data. The first thing a club must do is 

to ask permission from the members to allow 

the engagement. Make it part of your club’s 

orientation process; let the members know you 

will be sharing valuable information (but not 

hard-selling), and give members an easy ‘opt-out’, 

if required.

The biggest mistake a club can make is to use 

social media to simply sell; people do not like it. 

I advise clients to view social media as a two-

way street; to engage with existing and potential 

members, with the club positioned as an expert 

and trusted fitness resource. Create a ratio of 

information sharing and ‘soft-sell’ messages.  

For every one soft-sell message, have nine 

informational messages. If your club can find 

ways to share valued information you will 

flourish.” 

RA What type of social medium platform do you 

believe fits well with fitness clubs, and why?

tV “Facebook, Twitter, Flickr, blogs, YouTube. 

Just as people train differently in your club,  

so members will want to engage differently.  

Some will prefer email, others the website.  

Some will friend or ‘like’ your Facebook page, 

others will forward your tweets. The key is to 

follow the social media plan and to provide a 

consistent message. There are a number of tools 

available24 (e.g. Ping.fm, HootSuite etc) that can 

manage your different social media channels. 

Simply search for ‘social media tools’. I use 

HootSuite to manage my LinkedIn, Facebook 

updates and Twitter posts with one simple click. 
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I advise creating an account on a few services 

and try them for a few weeks to see which  

you prefer.

Want to highlight the new group exercise 

instructor? Then film a quick 30-second clip of 

the class and share on YouTube and Facebook. 

Have a healthy tip for the holiday season? Then 

create a quick Tweet that refers back to your 

club’s website (it will also increase your website 

traffic). There are endless uses of social media in 

the fitness industry. Make sure that these events 

are captured in your social media plan.

I am very interested and excited with the new 

Facebook Group features. The new functionality 

will allow fans of your club’s Facebook page 

to learn about your club (such as membership 

guidelines, group exercise programme, 

membership forms, etc). I am a big fan of not 

having to recreate the wheel. If you find that 

your members are on Facebook, then having a 

Facebook page specific to your club might be 

part of your overall social media plan.”

RA How well do you think the fitness industry 

is presenting using the social web?

tV ”My experience would suggest that many in 

the fitness industry in Ireland, Europe, the USA 

and elsewhere are not effectively harnessing 

social media to enhance their brand. One 

irritation (I am guilty of it as well) is to visit a 

club’s blog to find that nothing has been posted 

in over three months. I check their Twitter  

stream to find they are simply selling, and  

visit their Facebook site to discover incorrect,  

or outdated information.

 If you want your club to be taken seriously  

in social media, then you must have a plan to 

constantly update your information. I schedule 

to update my LinkedIn profile on Mondays, post 

relevant information on my blogs on Tuesday, 

and make appropriate Facebook or Twitter 

updates, as required.”

RA What are the prospects for those European 

clubs that choose not to embrace the  

social web?

tV “In my opinion, they will struggle. Technology 

continues to grow. The social web changes the 

landscape of the fitness industry. Your small, 

niche personal training studio can now provide 

the same type of information, at times better, 

than the larger brands, at a lower price. Find your 

area of expertise, learn everything you can about 

it, gather the information, and begin to share.

The next generation will expect to interact 

with their brands and friends, not just from the 

web, but also their mobile devices. I suggest to 

clients that while we might think we know about 

technology and what we want, we probably 

do not. Want to see where technology and the 

web is moving? Then watch how young people 

interact with the web. They expect information 

to be free and sharable. So plan your use of 

social media and enjoy the ride.”

24. Some may require a small subscription

About Ted Vickey
Ted Vickey is an entrepreneurial strategist  

focused on helping small businesses grow  

through the successful use of technology. He 

previously managed the White House Athletic 

Centre in Washington, USA for 11 years under  

the Bush senior, Clinton and Bush junior 

administrations. Ted is presently undertaking PhD 

research at the National University of Ireland, 

Galway, in exercise adherence and technology. 

Further information: linkedin.com/in/tedvickey
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It was at the beginning of 2010 that charity: water came to my attention. There 

were several factors why it resonated with me. The first was reading the story of 

Scott Harrison, founder of charity: water, second was the big cause that was driving 

the charity,25 and the third was the way in which this small New York based start-up 

charity was harnessing the social web to excite and engage with its donor base.

By the age of 28, Scott Harrison was a leading 

New York party promoter. This meant that he 

could take a New York night club on a ‘quiet’ 

weekday evening and fill it with cool and 

aspiring young people who would pay exorbitant 

sums of money for a vodka over ice. Everyone 

would party long and hard, get photographed  

by the paparazzi, and then wait to do it all  

over again. 

Harrison is a ‘super connector’ and he admits 

to leveraging those connections to lead a 

shallow, drink, and drug-fuelled life. Major drinks 

brands would pay him thousands of dollars 

every month to be seen drinking their brand. 

Then one day, Harrison asked himself: What 

would the opposite of my life look like? This 

lead him to quit New York and volunteer as a 

photo-journalist for the ‘Mercy Ships’, a charity 

that provides free medical care in some of the 

poorest regions of the world. Over the next 

eight months, Harrison saw poverty at first hand 

and discovered that he had the ability  

to do something about it. At this moment, 

charity: water was conceived.

25. Bringing clean drinking water to people in developing nations
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What is the purpose of  
charity: water? 
Harrison discovered during his time with 

the Mercy Ships charity in Africa that many 

people were being denied access to clean 

and safe drinking water. Presently, one 

billion people (one in seven of the world’s 

population) lack access to clean drinking 

water. Harrison recognised that clean drinking 

water was fundamental in helping people 

break free of ill-health and poverty, and 

yet the cost to build fresh water wells was 

relatively small. Just €3,750 provides a village 

of 250 people with fresh drinking water. 
Just €3,750 
pRovides A 
villAge of 
250 people 
with fResh 
dRinking 
wAteR. 
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Reinventing charity
After choosing water as the cause he would 

pursue, Harrison began seeking a charity to  

join, but was uninspired by what he found.  

He felt people were becoming disconnected  

from ‘old-style’ charity and believed a new  

and different kind of charity could help to  

re-engage people and build enduring 

relationships. So he founded charity: water.  

The difference starts with the way that charity: 

water finances its head office costs. 100% of  

its central costs are separately funded by  

wealthy benefactors.26 This means that 100% 

of every public donation goes directly into a 

water project.

Proof
A challenge that many charities face is 

demonstrating the difference that small public 

donations can make to the lives of others. 

The journey from ‘click to cause’27 is often not 

transparent. Donors are normally unclear how, 

or where, their funds are used. charity: water 

is very different. Donors specify precisely 

how, and where, they wish their donation to 

be used, and then social media tools such 

as Google Earth,28 YouTube and Twitter are 

used to allow tracking and progress reporting. 

Larger donors (giving at least €3,750) have 

a water well named in their honour. This is 

‘evidence-based’ donating that makes the 

‘giving’ process more transparent, but also 

helps to foster a much closer relationship 

between a donor, the project recipients, and 

the charity. 

26.   This group are known as ‘The Well’. Central costs covered by The Well include all office expenses,  
salaries, credit card processing fees and even inspection flights to assess the progress of projects

27.  The often complicated journey from donation to the eventual use of the funds that make a tangible difference

28.  See www.charitywater.org/projects/map for an example of project tracking via Google Earth. A donor  
types GPS coordinates to find their project

29. See mycharitywater.org
  

The charity recently launched mycharity: 

water,29 which allows individuals to 

promote a specific project, raise 

donations, track project progress, and 

share information with other donors. 

Uniquely, it also connects donors with 

recipients and allows donors to see how 

many people their donation is helping. 

While still in testing, this new donor 

platform raised €0.9 million in just four 

months. When I last looked just under €4 

million had been raised by nearly 63,000 

people (average of €63 per donor).
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Pitch to me in 140 characters
on 14th April 2009, Hugh Jackman, the  
Australian actor/producer posted the  
following message on twitter:

charity: water was an early adopter of 

social media, joining Twitter for example in 

March 2009. Embracing the social web so 

early has created real momentum for the 

charity. More than 1.3 million30 people follow 

the charity on Twitter, which is a staggering 

number for a small charity founded in 2006. 

Compare this to one of the much larger 

international ‘legacy’ charities such as 

Water Aid31 which was founded in 1981. When 

I looked, Water Aid had fewer than 7,000 

Twitter followers. Why does this matter? It 

means that charity: water has a free and 

rapid means of engaging with large numbers 

“I will donate $100,00034 to one individual’s 
favourite non-profit organization. Of course, 
you must convince me why, by using 14035 
characters or less”

Ten days later Jackman announced that  

from the thousands of responses, he had 

chosen two charities; charity: water and 

Operation of Hope.36 Of course, the real 

message in this story is that organisations 

need to be open and receptive to new ways 

in which to engage with stakeholders. In 

this simple example, had charity: water not 

embraced Twitter, they would have been 

denied the opportunity to even pitch for 

Jackman’s donation, which means that 3,749 

Ethiopians would not now be drinking clean 

and safe drinking water. Sometimes, the act 

of simply embracing the social web can lead 

to some remarkable things.

30.    This small New York based charity was the very first 
non-profit Twitter account to gain more than one  
million followers 

31.   See www.wateraid.org

32.     7 9,560 Facebook fans at December 2010 

33.    In other words charity: water acts in ways that are 
similar to some of these large commercial donors by its 
transparency and the way it embraces new technologies

34.   $100,000 Australian dollars converts to €74,000

35.   140 characters is the maximum allowable message  
on Twitter 

36.  www.operationofhope.org
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of its most enthusiastic followers. Via Twitter, 

Facebook,32 YouTube, mycharity: water  and 

its blog, the charity distributes photographic 

and video project updates, recruits staff, 

lobbies politicians, discusses new projects and 

encourages its donors to talk about fund-raising 

efforts. Being an enthusiastic adopter of social 

media creates other benefits. Many global 

web-based and technology companies have 

‘adopted’ charity: water because they associate 

with the cause, but also like the way the charity 

behaves.33

  
Scott Harrison  
Founder 

charity: water

http://www.wateraid.org
http://www.operationofhope.org
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Engaged giving
Fundamentally, what I believe Scott Harrison recognised back in 2006 was that donors 
were looking for a more active role with their chosen charities. We are moving away from 
the concept of ‘passive giving’ to a more ‘engaged giving’, where donors demand more 
information, more proof that their donation makes a difference, and a sense of genuine  
involvement in the giving process. the ‘legacy’ charity approach which is often: ‘thank  
you for your donation; you can trust us to spend it wisely’ feels slightly last century.

 I believe the European fitness industry can 

learn from organisations such as charity: 

water, which is why I have devoted time and 

space in this report. However, the lesson here 

is not simply the participating in the social 

web, but the powerful cause that the charity 

champions. It is the blending of these elements 

with the super-connector status of the founder 

that has created such momentum for charity: 

water. 

Harrison has achieved remarkable results in a 

few short years with charity: water. However, 

for me the most exciting part of this story  

charity: water. Key social web facts 37 

Twitter followers 1.3 million followers

Facebook fans/likes 79,560

YouTube video views 1.6 million

Donor base 100,000

my charity: water website members 52,761

Fund raising website mycharitywater.org

my charity: water website donations $5.2 million €3.8 million

Blog address charitywater.org/blog

is how Harrison chooses to use the social web, 

not to mobilise people around the world’s most 

expensive vodka in New York’s hottest nightclubs, 

but instead around something as simple and 

basic as a cup of fresh clean drinking water. So 

here is the challenge; how is your club going to 

harness the social web to drive your big cause?

37

“The only way we can truly expand  
our efforts is through tapping  
individuals through social media” 

Scott Harrison, founder, charity: water
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This section of the report explores how 50 leading health club  
brands in ten countries are presently harnessing the social web.

The countries included are:

France Germany Italy Netherlands Poland Portugal Russia Spain Sweden Uk

Countries represented

I have included Europe’s largest 38 health 

clubs markets, but also captured information  

on some of the smaller ‘emerging’ markets.  

I was also influenced by where I could access 

reliable country researchers.

Brands represented

I chose to analyse five leading club brands from 

each country. These were normally selected 

on the basis that they were a dominant brand, 

based on the number of operating clubs. 

Sometimes, I omitted a leading top five country 

brand if they had already been captured in a 

previous country. 

My rationale was that an international brand’s 

use of the social web would be similar across 

different countries, and I was more interested 

in reporting on 50 different brands. If the five 

brands for a specific country are low users 

of the social web, do not assume this will be 

representative of the entire country, as it could 

be there are smaller brands that are enthusiastic 

web advocates.

Audit scope

The purpose of the social media audit is to 

create a better understanding of how well  

the industry is presently embracing the social  

web. Audit information was captured during 

November 2010. The audit was structured  

as follows:

38. In total revenue and/or membership numbers
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Brand website

this section of the audit looks at the extent to which  
consumers can interact with the brand website. 

I wanted to investigate how far websites have moved from being simple ‘digital 

brochures’ to a more intelligent and engaging medium where visitors could add 

comments, download information, book activities, purchase a membership, and 

even administer their own account.

WEB AND SOCIAL MEDIA AUDITS CHAPTER

05

How sociable?

the remainder of the audit looks at how club brands  
are presently engaging with the social web. 

Are they blogging? Do they use Twitter, Facebook and YouTube? 

If they are, how frequently are they using these platforms? 

Where brands were using the social web, I also wanted to get an 

understanding of the core purpose (to provide information, to sell,  

to engage). In deciding what to measure, I was interested in both  

the type, and frequency, of social media being used. I am sure that  

the audit will be refined in future editions of this report. 

Audit reports

See the appendix for the completed brand reports.
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Blogging

Blogging on specialised publishing platforms 
such as Blogger, WordPress and typePad is not 
on the radar of the health club industry, based  
on the fifty brands featured in this report. 

The only evidence of blogging was found at SATS 

(Nordic region) and DiR (Spain). However, it was 

SATS in Norway that was blogging, and not SATS 

Sweden. Also, DiR had been blogging, using the 

WordPress platform since 2009, but has since 

discontinued.40  

Achmea and Health City in the Netherlands are 

publishing short stories and updates using the 

blogging feature within the Hyves social network. 

Anastasia Yusina, founder of Strata Partners, 

Russia, has a personal blog.41

WEB AND SOCIAL MEDIA AUDITS CHAPTER
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40. DiR is publishing news and stories at: diremotions.cat
41. yusina.ru

Brand websites

Many brand websites covered in the audit  
cannot be described as particularly ‘sociable’. 

In many instances, there was no evidence 

of ‘member stories’ which help visitors to 

understand personal achievements as a result 

of belonging to a club. It is also clear that many 

brands are presently not providing the ability 

to book services, join online or allow members 

to administer their own accounts. There were 

exceptions to this such as the Netherlands, 

where four of the five brands provided online 

joining, but not the ability to edit account 

details, once a member. Only DiR in Spain offers 

the ability to join online and then use the web  

to administer their account.

I found some evidence that brands were  

using social media ‘widgets’39 on their 

websites. Where they did exist, many were 

promoting Facebook pages and YouTube. 

For example, Vivafit in Portugal has a very 

prominent link to its Facebook page and so 

it is not surprising to find that it has one of  

the highest number of Facebook ‘fans’ or 

 ‘likes’ in this study (see table 1). 

39. In total revenue and/or membership numbers

Summary of audit findings

http://diremotions.cat
http://yusina.ru
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05 Table 1: Facebook fans

Facebook

The table above shows the number of Facebook fans 42 that 

brands had acquired at November 2010. McFit (Germany) 

leads the table with 7,597, but then it is one of Europe’s 

largest fitness brands (based on membership). For example, 

to put this in context, McFit had 975,000 members 

at December 2010, so less than 1% are presently fans of 

the official McFit Facebook page. So 7,597 is a good start, 

but the ambition should be to get this to at least 97,500, 

representing 10% of all members. 

BRAND

7,597

5,463

5,127

1

2

3

4

5

6

7

8

9

10

MCFIT

LA FITNESS

SATS

VIVAFIT

DiR

BODY FACTORY

HOLMES PLACE

METROPOLITAN

DAVID LLOYD LEISURE

KEEP COOL

RANK FACEBOOK FANS 

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000

COUNTRY

Germany

UK

Sweden

Portugal

Spain

Spain

Portugal

Spain

UK

France

4,800

3,704

2,831

2,542

2,020

1,705

1,574

42.  Facebook recently changed the term brand ‘fan’ to ‘like’ the brand

VISUAL INSIGHT RAY ALGAR 2011
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Twitter

twitter, the short information and messaging service, has  
gained phenomenal  momentum since launching in 2006. 

Twitter now has 175 million46 registered users who use the service to 

connect with people who share an interest in common topics. I suggest 

you visit Twitter if you have never used the service and simply enter any 

keyword or phrase (e.g. your brand name) that interests you and then read 

the subsequent conversations. If you find little or no conversation about 

your brand then consider this a very good reason to begin engaging.

The following table shows those club brands with the highest number of 

‘followers’.47 Similar to the number of Facebook ‘fans’, the present follower 

numbers are relatively low, but it is encouraging to see the industry now 

beginning to use Twitter.

43

Other social networking platforms

Facebook is not the de facto or standard social  
networking platform in all european countries. 

For example, in Russia, Vkontakte,43 launched in 2006, is very popular, 

with more than 102 million users (at December 2010).44 So the World 

Class fitness brand was using both Facebook and Vkontakte to engage  

with members. Meanwhile, Hyves,45 founded in 2004, is very popular in 

the Netherlands. Therefore, it was not surprising to find four of the five 

Dutch club brands using Hyves in some way.

WEB AND SOCIAL MEDIA AUDITS CHAPTER
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43. See vkontakte.ru

44. Source: en.wikipedia.org/wiki/Vkontakte

45. The name is inspired by a beehive metaphor

46. Source: Twitter 2010

47.  A follower is a Twitter term for someone that subscribes to receive messages from a registered Twitter user

http://vkontakte.ru
http://en.wikipedia.org/wiki/Vkontakte
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05 Table 2: Twitter followers — 10 top brands

BRAND

1.943

363

327

1

2

3

4

5

6

7

8

9

10

FITNESS FIRST

MCFIT

DAVID LLOYD LEISURE

HEALTH CITY

WORLD CLASS

DiR

LA FITNESS

VIVAFIT

ACHMEA

METROPOLITAN

RANK NUMBER OF FOLLOWERS 

0 200 400 600 800 1,000 1,200 1,400 1,600 1,800 2,000

COUNTRY

UK

GERMANY

UK

Netherlands

Russia

Spain

UK

Portugal

Netherlands

Spain

267

220

203

214

173

47

76

Table 3 provides an indication of how frequently brands  

are ‘tweeting’. David Lloyd Leisure has been an enthusiastic 

user of Twitter since joining in December 2009, with  

an average of 145 monthly ‘tweets’. Twitter allows an  

unprecedented level of interaction between clubs and  

members and represents a big step-change compared to  

a quarterly newsletter ‘mind-set’.

McFit props up the bottom of the frequency table because 

they have simply registered an account, but are presently  

not actively using Twitter. However, you will see from table 

one that McFit has accumulated 363 followers who are  

patiently waiting for the conversation to begin!

VISUAL INSIGHT RAY ALGAR 2011
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05 Table 3: Twitter frequency (by brand) 

How frequently should a brand be tweeting?

Personally, I do not believe there is some ‘magic’ number,48 because it should be more about the ‘quality’ and value 

of the tweets. If your club is using Twitter to send a constant stream of offers and promotions, then I would expect  

the frequency to be much lower than if the channel was being used to genuinely converse49 with members. 

BRAND

145

51

34

1

2

3

4

5

6

7

8

9

10

DAVID LLOYD LEISURE

FITNESS FIRST

VIVAFIT

DiR

LA FITNESS

METROPOLITAN

HEALTH CITY

ACHMEA

WORLD CLASS

MCFIT

RANK AVERAGE NUMBER OF MONTHLY TWEETS SINCE JOINING TWITTER

100 20 30 40 50 60 70 80 90 100 110 120 130 140

COUNTRY

UK

UK

Portugal

Spain

UK

Spain

Netherlands

Netherlands

Russia

Germany

24

16

7

5

4

4

0

48. Over time you will develop a better sense of this by tracking those people that stop following the brand

49. Converse means responding to membership enquiries, operational questions etc

VISUAL INSIGHT RAY ALGAR 2011
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Online joining
A total of 15 of the 50 brands provided online joining.

The definition of online joining is the ability for a  

consumer to use the website to select a membership  

package and in ‘real-time’ to complete the sign-up  

procedure, such as entering personal banking  

information and completing any required pre-exercise 

health questionnaire. Several other brands mentioned  

they intend providing online joining during 2011.
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Table 4: Can members join online?

SWEDEN

NETHERLANDS

RUSSIA

PORTUGAL

SPAIN

ITALY

GERMANY

UK

POLAND

NETHERLANDS

NUMBER OF BRANDS

1 2 3 4 50

COUNTRY

2

2

1

1

1

1

0

0

3

4

VISUAL INSIGHT RAY ALGAR 2011



A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

Back to  
contents

4747

WEB AND SOCIAL MEDIA AUDITS CHAPTER

05

Picture and video sharing
Picture and video sharing has exploded on the web following the arrival of services 
such as Flickr, Picasa, Youtube, Vimeo and others. It now takes just a few seconds to 
snap a picture on a mobile phone and upload. this is an exciting opportunity for  
clubs given the visually-rich nature of the club experience. 

As part of the social media audit, some club 

brands, such as McFit, have a presence on 

Flickr, joining in January 2010. DiR (Spain) 

set up a YouTube50 channel in July 2008 and 

uploads a considerable number of videos. The 

DiR videos had been viewed more than 99,000 

times when I last checked the site. 

Here are just a few ways in which clubs can 

harness these platforms:

•  Take photographs of the next party or special 

event being held at your club. Upload them to 

Flickr and give the pictures a description so 

that search engines can find and index them. 

•  Conduct a short video interview with a 

member who has reached an exciting health 

and fitness milestone and post to YouTube. 

•  Start a new group on Flickr and encourage 

your members, staff and other people 

connected to your brand to add content and 

start conversations.

•  Use an inexpensive Flip video camera and film 

a few minutes of the group exercise class that 

members51 are enjoying so much and upload 

to Vimeo. Once uploaded, copy the video link 

and embed back on your brand website and/or 

Facebook page.

50. See: youtube.com/user/DirBarcelona 

51. Of course, seek permission from members first

http://youtube.com/user/DirBarcelona
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INTERVIEWS WITH  
EUROPEAN CLUB CHAINS

cHAPteR 6

The next few pages capture interviews  
with individuals who are championing  
the social web within their organisations. 
The interviews provide insight into how 
people who are leading their brand’s digital 
strategy see the emerging social web.
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RA Not many club brands have a dedicated 

person leading their digital strategy, so  

please outline the rationale behind this  

new role and your core responsibilities?

DB “I am responsible for the creation and 

implementation of the Group’s Digital Marketing 

Strategy. This includes developing all web, 

mobile and digital channels in support of our 

new member sales, customer relationship 

management (CRM) and product strategies. The 

rationale behind my appointment in 2009 was to 

deliver competitive advantage and operational 

savings through the effective use of digital 

technologies. 

David Lloyd Leisure has invested heavily over the 

last two years in our online presence. As a result 

we have gained significant efficiencies in new 

member acquisition strategies, while enhancing 

the member experience by providing convenient 

and constant access to our products and services.”    

RA David Lloyd Leisure is presently reviewing its 

social media strategy, but what is your interim  

view on the emergence of the social web?  

DB “The emergence of social media represents 

a huge opportunity to David Lloyd Leisure, and 

the industry as a whole. Benefits to building a 

presence on major platforms, such as Facebook 

where there are approximately 30 million UK 

people with profiles, include the engagement of 

members (and potential members) in sport and 

fitness discussions, crowd sourcing for greater 

product insight, and the ability to amplify positive 

word of mouth recommendations amongst our 

members’ friends and family.” 

RA How do you see David Lloyd Leisure harnessing 

the social web to get more of your members who 

are real fans talking about your brand online?

DB “We are approaching the opportunity that social 

media offers cross-functionally; it is not something 

just for ‘Marketing’, but affects the whole business. 

Establishing internal processes and identifying 

and training resources on how to engage in social 

media will be critical to our success. We will start 

by listening to the buzz about our brand and by 

understanding who is talking about us, on what 

platform, and whether it is positive, negative or 

neutral comment. We will ensure our ‘house is 

in order’ and will start by building a presence 

on a single social media platform. A compelling 

content strategy is necessary to ensure that 

there are sufficient reasons why people will 

engage with David Lloyd Leisure. We recognise 

that when we start this will be a long-term 

commitment to each of the communities we 

engage with, and that in essence we can only 

facilitate, and not control.

Brand advocacy can be amplified through social 

media. When a member has a good experience 

and tweets or posts a comment on a social 

platform then they are effectively promoting 

your brand to their friends and followers. We will 

seek to harness this positive voice through the 

use of ‘Like’ and ‘Tweet’ buttons on our website. 

However, it is equally important to recognise 

that ‘fans’ of David Lloyd Leisure may at some 

point feel negative about the brand. Here we 

will be seeking to proactively address any 

legitimate concerns, issues or complaints, and 

to correct any information that is simply not 

right. It is important for brands to engage, and 

to do so honestly, and in a transparent manner. 

It is also important to do so offline, when more 

appropriate.”   

RA Can you tell me about your initial thoughts 

on the level to which the use of social media 

platforms such as Facebook, Twitter, You Tube 

and others should be managed centrally versus 

local club level?

4949
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DB “Our approach to the management of social 

media platforms will vary according to the 

community they serve. On Facebook, for example, 

we will create a centrally managed David Lloyd 

Leisure page, which we will fully integrate with 

our own member-only online communities 

within our web site. We will also set up locally-

managed Facebook Club groups and will seek to 

collaborate with the groups our members have 

already established. Club staff will be trained and 

encouraged to engage with members and the 

general public, acting within our social media 

human resource guidelines. On YouTube we will 

have a single, centrally managed video channel, 

offering useful advice through free coaching,  

and we will showcase our unique and varied 

product range.”   

RA What opportunities does David Lloyd Leisure 

see around mobile platforms and the growing 

popularity of ‘smart’ phones?

DB “As the smart phone continues to increase its 

market penetration, we are seeing an increasing 

percentage of traffic accessing our website via 

a mobile device. Mobiles are a very powerful 

medium because communications are personal, 

immediate and, more often than not, read. 

David Lloyd Leisure has already adopted a 

bespoke geo-targeting search marketing 

strategy to improve the efficiency of our new 

member acquisition via Google, Yahoo! and 

Bing. Mobiles also offer the ability to encourage 

more frequent visits by members to our Clubs. 

New downloadable mobile promotional 

techniques, such as vouchers and guest passes, 

can be used to generate additional revenue for 

food and beverage, or through guest passes, for 

example. Also, consumers will begin to demand 

access to activity timetables, bookings and to 

be able to pay via mobile.”

About David Lloyd Leisure
David Lloyd Leisure operates 79 clubs in the 

UK and a further 10 clubs across Europe. It 

has more than 450,000 members and employs 

6,000 people.
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RA What role does the web and social media 

platforms play in Fresh Fitness?

RI “We use our website for information 

and sales. For most people this is their first  

point of contact with Fresh Fitness. We use  

Facebook to interact with existing and potential 

members, and for sales. We also use YouTube 

embedded videos on our website.”

RA How do you believe the power of video can 

be used to attract more consumers into health 

and fitness clubs?  

RI ”A picture paints a thousand words and helps 

us to ‘de-mystify’ our products and services. 

Given that some consumers may feel intimidated 

to step inside a gym for the very first time, the 

power of video is very appealing.” 

RA At Fresh Fitness, how do you mix the use of 

traditional and online media, and do you see  

a future where they both still have a clear role  

to play?  

RI “We are shifting more towards online advertising 

since you can track this easily and inexpensively 

if you set your website and adverts’ up right. In 

this way, you know the exact acquisition price 

for a new member – it is not ‘shoot and hope’ 

like traditional media. However, I do believe that 

traditional media will still be needed to support 

online presence for many years to come. We are 

still using papers, TV, radio, leaflets and outdoor 

advertising.” 

RA What unique opportunities do you believe 

the social web offers the fitness industry in 

attracting first-time consumers? 

RI “People believe what their friends say, and

 even strangers, more than they do company 

adverts. If you are able to get a positive  

buzz about who you are, and what you do  

on social media platforms it creates a lot of value. 

Even the fact that you engage in open two-way 

communication on a Facebook page, for example, 

shows that you are consumer-oriented and 

interested in hearing other opinions, which again 

has a lot of value.” 

RA What do you see as the most important social 

media platform(s) that clubs should be harnessing, 

and why? 

RI “If you use Facebook well, then in most 

countries you are in good shape. There are 

a lot of other digital tools and social media 

platforms you can make very good use of, but it 

is essential that the ‘business effort’ is balanced 

against potential. This is a very interesting and 

exciting area, but also time-consuming.”

About Fresh Fitness
Rasmus Ingerslev is the CEO of Fresh Fitness,  

a Danish low-cost gym business founded in 2010, 

and jointly owned by Nordic market leader, SATS. 

Its first two clubs are located in Copenhagen. 

See: freshfitness.dk
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RA How is the social web changing the way 

that SATS conducts business?

JN “Developing our presence online means 

more channels for members to interact with 

SATS, and also that we can strengthen the 

interaction between members outside the club. 

The digital strategy focuses on delivering an 

improved customer experience, but also to 

be the platform for developing new sales and 

marketing channels. Through the web we are 

significantly extending our reach and service 

for active members, while also becoming more 

familiar and transparent to the majority of 

consumers who are unfamiliar with training 

centres. During the past year, we have worked 

actively with campaign websites which makes us 

fast and flexible. Our product offering; improving 

health and wellbeing, is a high interest service, and 

being able to have a dialogue through social media 

platforms such as Facebook and blogs is crucial. 

Through social media we can involve our members 

in product development and can immediately get 

feedback and insight.”

RA What is the primary social media platform you 

are presently using, and how is it helping you  

to engage with your audience?

JN “Facebook is currently our primary social media 

platform, which we actively use across our four 

Nordic markets. We are also experimenting with 

blogs.”

RA Recently SATS launched an iPhone application. 

Can you explain how this fits into your digital 

strategy and the reaction to the application  

so far?

JN “The original purpose was to find new 

ways of using our content, such as editorials 

covering training, nutrition, health, and add  

local information from our websites while 

supporting one of our core values – new  

thinking. Our customer group is mobile today 

and so should we. In addition, we have films, 

interactive maps and booking functionality in the 

application. The reaction has been positive. We 

were pioneers across most markets, but there are 

always improvements we can make. It is healthy 

for us to be compared with other digital services, 

regardless of the industry, because it encourages 

us to keep on developing.”

RA What is MySats and how does it support 

your service proposition for members?

JN “MySats is the member’s own page on 

our website which today is offering booking 

functionality, training diary/calendars and 

training programmes. The training programme 

can also be monitored by your Personal Trainer. 

MySats extends our service proposal to our 

members and supports them in reaching their 

training goals.” 

RA How do you believe the web will allow 

you to experiment with different membership 

propositions? For example, solutions for  

low-attending members?

JN “By using online platforms as a 

communication hub and by integrating 

customer data we will create possibilities to 

tailor communication, offerings and training 

support to our members. Low-attending 

members is for us, as for the rest of the 

business, a key target group. We need to attract 

members back into our training centres, and 

online channels are one tool in increasing the 

number of touch-points.”

About SATS
SATS is the market leading club business in 

the Nordic region operating 115 owned and 40 

license and franchise clubs (at December 2010). 

It reported turnover of €183 million in its 2009 

report. see: sats.com
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RA When did you begin to use social media at 

Vivafit, and why did you start this journey?  

PR “We had a late start on Facebook, joining in 

2008. I was already personally using Ning for 

a couple years to connect with all my school 

friends, after losing contact for 30 years. After 

personally using Facebook for a few months, I 

realised that some companies were using it to 

create a ‘tribe’, a group of real fans. I thought 

this was a great idea, although a little awkward 

because Facebook was originally built for people, 

and not companies. It was in January 2009 

that I realised there was a separate Facebook 

identity (the fans page), and after a few days of 

trial and error understood the concept and the 

mechanics, and launched the Vivafit page in a 

very discreet way.”

RA How many social media platforms are you 

actively managing, and which one do you believe  

is the most important for your brand?  

PR“In Portugal and Spain, Facebook is very 

dominant. Other than Facebook, I also maintain 

LinkedIn, both personally and the Vivafit company 

profile, as a group, and as an employer. LinkedIn 

for us is the second most important social media 

network that complements Facebook. We do not 

use LinkedIn for the general public, instead it is  

very useful to be discovered by potential master 

franchisees across the world. Also, to attract and 

recruit talented personnel. 

We maintain Twitter because it does not take   

almost any time since I have it automatically linked 

to Facebook. We also maintain YouTube for its 

search engine and information/broadcast features.”

RA What are you learning within Vivafit through 

the online feedback and conversations you are  

now having with consumers? 

PR “The most important output I am learning  

with the ‘likes’ and ‘posts’ from our Facebook fan 

page is the knowledge of what our members are 

interested in, the issues they are sensitive to, and 

which they care less about.”

RA I understand you located your new master 

franchisee for India through Facebook. Please  

tell me more? 

PR “This is correct. Our Master Franchisee for 

India found us after we purchased some Facebook 

adverts. Manisha is an enthusiastic user of 

Facebook and contacted me when our advert 

appeared on her page. India represents a very 

large opportunity for Vivafit. We advertise in all 

our target countries through Facebook, Google 

and LinkedIn.” 

RA Although using many social networks is free, 

the resourcing of them is not. How much time do 

you, and your staff, devote each week to social 

media?

PR “I believe the Vivafit brand on social media 

sites is our most important asset, on a worldwide 

basis. Social media is still in its infancy, so I see it 

as an entrepreneurial task which I take care of. I 

spend an average of one hour each day (or should 

I say night!), every day of the week.”

About Vivafit
Vivafit operates express-style fitness and exercise 

centres for women under a franchising business 

model. Founded in 2003 by Connie and Pedro 

Ruiz, Vivafit has expanded rapidly across Portugal 

with 112 clubs. It is now focused on opening clubs 

outside Portugal and presently has two clubs open 

in Spain. During January 2011, it opens its first 

club in India. see: vivafit.pt
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RA How important is the web to The Gym 

Group, and can you explain how you harness  

its power?

Jt “The web is vital to our business. We attract 

up to 7,500 hits per day and as our joining 

process is totally web-based, the web sits at 

the very core of our business. All our marketing 

efforts direct potential members to our website. 

Similarly, all of our booking processes sit in the 

members area of our website. As with low-cost 

airlines and ‘budget’ hotels, all administrative 

changes to personal information are undertaken 

online.”

RA What are your thoughts on the transparent 

nature of the web, which means that consumers 

right now are having online conversations about 

your brand?

Jt “The things we do well, and not so well, 

are all there in the open for everyone to see. 

However, it gives us the chance to communicate 

effectively with our existing and prospective 

members. It also enables us to allay fears, correct 

misinformation etc. The best part is seeing our 

members defending us online against unfair 

criticism, some of which can be traced back to  

our competitors.”

RA How is The Gym Group using Twitter now that 

you have more than 3,000 ‘followers’?

Jt “This is managed by White Hat Media, our 

web developers. Again, it enables us to increase 

the number of people following our brand and 

improve the way we communicate with them. 

However, Facebook tends to be much more 

popular with our members and we have three 

times as many participants.”

RA What remit and authority do your staff have 

in responding to online comments and discussions 

about The Gym Group?

Jt “Our managers are totally involved and they 

respond to queries and questions about their 

respective gyms, via White Hat Media. General 

questions about the company, such as  property, 

finance etc are dealt with by me, and other 

company directors.”

RA How do you respond to online ‘detractors’ 

of your brand given that it is unrealistic to  

please all members, all of the time?

Jt “We certainly do not try and censor 

adverse comments and opinions. No business 

get things 100% right all of the time, and I  

am sure that is what followers of any brand, 

understand and accept. However, it does  

enable us to take onboard constructive criticism, 

address it, and communicate what we are doing 

to improve things.”

About The Gym Group
The company is a leading operator of low-cost 

gyms across England. It operates 10 gyms at 

December 2010, with four more scheduled to  

open during the first quarter of 2011.  

see: www.thegymgroup.com

5454
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When companies have been in charge of the communication channels 
for long, it will not be easy to let go. Not only are you being asked by  
customers and other brand ‘stakeholders’ to make room on the 
‘stage’, but in some instances asked to leave the stage altogether! 

52. Check the availability of your brand name at: knowem.com
53.  Consumers are posting questions and starting online discussions and expecting brands  

to take part. The notion of ‘we will get back to you in 24 hours’ will increasingly  
make organisations look slow and out of touch

I believe it was Mark Zuckerberg, the Facebook 

founder, who once said that their job was to 

build a great platform for people to connect, 

but then Facebook had to ‘get out of the way’, 

and let users decide for themselves how they 

were going to use the Facebook platform. 

Sometimes, the same may be true of health 

club brands. There may be occasions when the 

brand has no active role to play in a specific 

part of the social web. However, when there is 

a role, what follows are some helpful rules of 

engagement.

RULES OF ENGAGEMENT

Think strategically

the social web is likely to have a profound  
effect on your organisation, so give it the  
time and attention that it deserves. 

CEOs and other members of senior management 

teams should spend time understanding the 

strategic implications of the social web, rather 

than thinking it can be delegated. Here are just 

a few reasons why a strategic approach to the 

social web is imperative:

•  What is the organisation’s approach towards 

the social web and the consistent use of its 

brand name?52 

•  How does the organisation approach 

potential trademark infringements across  

the social web?

•  What authority do your staff have to 

respond to online comments and resolve 

customer complaints?

•  How are new product/service suggestions 

posted online by customers captured, filtered 

and incorporated into your organisation?

•  How is your organisation embracing the 

opportunities and threats of the real-time53  

social web? 

•  How will your staff team and its internal skills 

and competencies need to change over time  

in order to harness the social web?

http://knowem.com
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Listen and learn

one of the first actions to come out of 
the strategic analysis should be to begin 
understanding the conversations taking place 
about your organisation, along with relevant 
discussions around key topics and subjects. 

This means listening, before acting. Imagine 

you are late arriving to a dinner party at which 

you are unfamiliar with many of the guests. 

As you sit down you notice everyone deep in 

conversation. You now have a decision to make; 

jump straight in and try and ‘catch up’, or sit 

back for a short while to better understand 

the flow of the conversation. Apply this same 

judgement when engaging with the social web.

Know your brand voice

Imagine being invited to a party where the  
dress code is ‘relaxed and informal’ and you  
arrive in a suit and tie. of course, you are  
invited in and people talk to you, but it just  
feels a little awkward. 

Similarly, on the social web, I believe it is 

essential that brands discover their appropriate 

online ‘voice’. So throw away any sense of being 

‘superior’, of knowing more, loosen your tie and 

become more conversational. The phrase that 

comes to mind is to be ‘professionally informal’, 

which means adopting a slightly less serious 

online voice. 

I once read that when writing a blog post, to 

imagine that you and your audience are both 

in the same room. I think the notion of feeling 

metaphorically ‘closer’ to your members, will 

instinctively change the style and tone of your 

message. However, above all, make sure your 

brand remains ‘honest’ and authentic.

Be authentic

consumers are increasingly seeking honesty 
and integrity when choosing their preferred 
brands. this means that the online actions of 
an organisation should always be synchronised 
with its brand values. 

Engage with the social web in ways that the 

organisation can always be proud is a very good 

guiding principle to adopt. Sometimes, it may 

also mean showing some humility or poking 

fun at your own brand. For example, I am very 

impressed with the way that some health club 

staff now embrace the ‘Movember’ cause.54 

Movember encourages men to grow a moustache 

during the month of November to raise money 

for research and treatment of prostate cancer. 

For 30 days, male fitness staff abandon all 

notion of looking trendy and ‘cool’, and have 

to endure ‘moustache progress photos’ being 

uploaded to Flickr and Facebook. However, 

imagine how this helps to foster a sense of 

connection between staff and members. 
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54. See uk.movember.com

http://uk.movember.com
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“These markets are conversations. Their 
members communicate in language that 
is natural, open, honest, direct, funny and 
often shocking. Whether explaining or 
complaining, joking or serious, the  
human voice is unmistakably genuine.  
It cannot be faked”  

The Cluetrain Manifesto,  
Rick Levine et al, updated 2009 

58

Some people during ‘moments of digital 

delusion’ create fake online identities in order 

to write a critical review about a competitor, or 

a positive review about their own organisation. 

It is only a matter of time before the wisdom 

of the web exposes them and causes untold 

reputational damage to the organisation.55

In fact, since 2009, it has become illegal for 

organisations to falsely manipulate their 

online reputation.56

Be relevant

technorati, which indexes the world’s blogs, 
used to have the following quote on its home 
page: “75 million blogs, some must be good!”

This captured the reality that a great deal of 

content being published to the social web was 

poor. So if your organisation is going to become 

more digitally ‘sociable’, then make sure your 

contributions are informative and relevant. I see 

‘being relevant’ as knowing both what, and when, 

to contribute. Sometimes, if your organisation 

has nothing to add to a conversation, then it is 

better to just listen (to read). Remember, we are 

moving into an era of conversations rather than 

campaigns, which means other voices and views 

need to be heard; so always listen, monitor and 

interact in appropriate ways.

CHAPTER

07

55. Read how this German CEO lost his job for faking Amazon reviews – thelocal.de/money/20101005-30283.html 
56. Search: 2009 EU Unfair Commercial Practices Directive

RULES OF ENGAGEMENT

http://thelocal.de/money/20101005-30283.html
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Think distributed

People are increasingly looking for different  
ways to consume good quality content, which  
is why your organisation needs to think  
beyond the walls of a club, or even the  
corporate website.

Imagine Europe is plunged into a period of severe 

winter weather with record levels of snowfall and 

for several weeks it is physically impossible for 

members to travel to their health clubs. Those 

clubs with a distributed way of thinking will be 

working hard to push out content to members 

that will allow them to remain connected, and 

valued. Clubs may decide to organise a ‘webinar’ 

on exercising without machines, or get fitness 

staff to create some home exercise workouts that 

are uploaded to YouTube. You will be able to think 

of many other ways in which the expertise that 

sits inside your organisation can be harnessed 

and distributed.

Start and persist

Approach the social web more as a long- 
distance event rather than a sprint. 

There is nothing worse than finding online 

initiatives that have been set up only to be 

abandoned a few months later.58 For example, 

setting up a blog that focuses on weight 

management following pregnancy will require 

constant research and access to a range of 

different contributors, providing original 

and relevant material. This is a considerable 

undertaking that will pay dividends, but only 

if continued over time. Remember, search 

engines relish sites that are frequently updated 

and linked to. However, becoming the ‘go to’ 

site on the web for a specialist topic will take 

time and persistence. 

CHAPTER
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57.  See www.google.com/alerts. This will alert you via email whenever these terms are used on the 
web. For example ‘brand name’, ‘competitor brand name’, ‘weight loss tips’

 
58.  For example, search on Twitter today and you will find club brands that have set up an account, 

sent out one message or ‘tweet’, and then gone silent

RULES OF ENGAGEMENT

Be proactive 

From the monitoring of online brand ‘mentions’ 
to the active engagement in relevant digital  
discussions, organisations will increasingly  
be expected to play an actual role. 

This means identifying and nurturing relevant 

online communities. If members are having 

a vibrant online discussion around why some 

clubs ask people to sign a 12-month contract, 

it will become increasingly strange if clubs and 

industry representatives are not involved in 

the discussions. Brands can start this process 

by simply creating a series of keywords using 

the numerous free services offered.57 This will 

help to inform your organisation where relevant 

conversations are taking place.

http://www.google.com/alerts
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Since I began my own social media  
journey back in 2005, the web has changed 
significantly. In 2005, there was no twitter  
and yet now it boasts 175 million users who 
send 95 million messages each day. 

Why does this matter? It matters because some 

of those messages may be talking about your 

brand, and if not your brand, then certainly your 

competitors, and the industry you operate in. 

Relatively new companies such as Facebook, 

YouTube, Flickr and Groupon are helping 

consumers to mobilise and share their wisdom 

in unprecedented ways. Just think about the 

rise of Facebook that was started by Mark 

Zuckerberg from his Harvard dormitory room 

and now has 500 million active users. Goldman 

Sachs, the US investment bank, confirmed in 

January 2011 a $450 million (€349 million) 

investment in Facebook that values the social 

networking site at $50 billion (€39 billon). How 

will they be using these funds? To recruit the 

world’s smartest people, for strategic acquisitions, 

and continue building a social network that will 

be inextricably interwoven into the lives of the 

majority of European consumers. It took Facebook 

just six years to reach 500 million active users; it 

will probably reach one billion in half the time. It 

may be lagging behind in Russia for now, but  

for how long?

The purpose of this report has been to ‘de-mystify’ 

the social web and to explain how it will influence 

how your organisation both ‘looks’ and ‘behaves’ 

as we enter a new decade. The report puts forward 

a definition for the social web and explains how 

it is changing from the early ‘read-only’ to a 

more collaborative and ‘social’ web. The report 

discusses reasons why I believe the social web will 

have a profound effect on the European Health 

and Fitness Club Industry due to the factors that I 

know as:

• Collaborative consumption

• Transparency

• Digital reciprocity

• Co-creation

• Social web infrastructure

CONCLUDING REMARKSCHAPTER

08

I hope this report has helped you to more clearly recognise  
the transformational effect that the social web will have on  
the European health club industry. 
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the report captures the insights from a number of influential people both from  
outside and inside the industry. You will see that many of the interviews contain  
the following consistent themes:

•  Consumers are ‘turning off’ to the traditional 

one-way broadcasting model. They are saying 

that the monologue must stop and  

the conversation begin.

•  The social web will allow clubs over time 

to develop a deep understanding of their 

members, as consumers continue putting 

more of their lives online.

•  Consumers are now spontaneously and 

freely talking about your brand online, which 

creates an enormous opportunity to listen, 

engage and learn.

•  Organisations need to begin preparing to 

embed the social web into their brands and 

resist the idea that it is ‘business as usual’.

•  CEOs and senior management need to invest 

time in understanding the strategic impact 

of the social web because it is significantly 

more than simply setting up a Facebook page.

•  Health clubs have a very important social 

purpose and create experiences that are 

perfectly suited for spreading across the web.

•  The industry needs to begin thinking and 

acting beyond the walls of its clubs. It needs 

to better harness technology and the social 

web to ‘distribute’ its life-enriching work.

The power of social media

The report case studies the inspirational work of charity: water, a small US-based organisation 

that has discovered what happens when you blend a powerful social purpose (provide fresh and 

clean drinking water) and a charismatic founder with the social web. I think they are a remarkable 

organisation and I hope the case study inspires you.
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Web and social media audit

A core part of this report was to understand 
the extent to which clubs across europe are 
presently engaging with the social web. You 
will see that 50 brands across 10 countries  
are represented. 

Clearly, for many brands they are at the 

beginning of the journey, but at least they 

have set off. I have no doubt that the industry 

will have further embraced the web by the 

time I write the next report update. The 

audit confirmed that many older ‘legacy’ 

websites need to become more ‘intelligent’ 

and ‘sociable’. In some cases, organisations 

may have to discard their legacy websites and 

start again. Online membership joining and 

members administering their own accounts 

are presently the exception, rather than  

the rule.

I believe there is a real opportunity for the 

industry to embrace blogging. Clubs have 

considerable amounts of content, including 

powerful member ‘stories’ they can publish. 

They also have large numbers of potential 

contributors to call on. Remember also, that 

search engines such as Bing, Google, Yahoo!!, 

Ask and Gigablast are enthusiastic ‘followers’ 

of sites that are regularly updated. This matters 

because it makes your brand more visible and 

‘findable’ on the web.

Naturally, picture and video sharing platforms 

can play a major part in how clubs distribute their 

content and expertise in the future. Some club 

brands already recognise this and started  

in 2008.

Some brands such as SATS have launched  

iPhone applications to capitalise on the 

ubiquitous smartphone. Again, by the next  

report, other brands will have further developed 

their mobile digital strategy.

Finally, I have proposed some ‘rules of 

engagement’ that will help clubs to have a  

clear and consistent approach to the social  

web. I see these as:

• Think strategically

• Listen and learn

• Know your brand voice

• Be authentic

• Be relevant

• Be proactive

• Think distributed

• Start and persist

I do hope you are excited by the arrival of the 

social web. It has been nearly 600 years since 

Gutenberg invented the mechanical printing 

press, an innovation that transformed the 

way people communicated. The web has only 

been with us for 19 years, and so is still just 

a ‘teenager’. Tim Berners-Lee, the inventor 

of the web, thinks this: “Twenty years from 

now, we will look back and say this was the 

embryonic period. The web is only going to  

get more revolutionary”

“Twenty years from now, we will look 
back and say this was the embryonic 
period. The web is only going to get 
more revolutionary”

Tim Berners-Lee, inventor of the web
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RA A core part of your business is administering 

gym membership subscriptions, so outline how 

the web is transforming this process.   

KS “I remember the day, over five years ago, 

when myself and my UK account manager 

were discussing the possibility of selling gym 

memberships via the web. At that time, no one 

in the industry was doing this, as all sales were 

made on-site, moving paper around. This process 

was subject to reliance on the Royal Mail (postal 

service), human error, in both the sign-up and 

data entry stages, and was not efficient. We 

decided to develop online joining, given that  

web shopping was growing exponentially.  

Not everyone felt the same, and after designing, 

building and clearing our innovative ‘Snap’  

web-based Direct Debit portal with the UK banks, 

we launched to a sceptical market. ‘It will never  

work’ many stated, ‘people need to visit the  

gym first, see it, feel it, touch it before they will 

sign up’. Luckily, some visionaries agreed with 

us, and a large leisure trust signed up. It worked 

fantastically well, with over 30% of all new sales 

for that particular trust being made via the web 

within just a few months.

We are now in a position whereby the majority 

of new gym contracts are sold via the web. Our 

business has grown six-fold since the launch 

of ‘Snap’, and yet we have actually reduced the 

amount of paperwork. Rejected contracts and 

incorrect bank details are no longer an issue  

with web-based contracts, and it also  

allows us to synchronise our sign-up and 

collection system immediately with club 

membership software providers. As a result, 

the entire membership sale, collection and 

reconciliation process can be without frontline 

human intervention, which reduces the risk of 

errors, and allows both operators, and us, to 

provide greater flexibility and value for money 

than was ever possible before the web.”

RA What is your experience of how consumers 

are responding to the idea of joining a gym 

online, and how do you see this trend developing?

KS “In the UK there now exists a huge appetite 

to join online. Our daily lives have become so 

entwined with the web and the growth in online 

shopping, so dramatic. It surprises me given the 

evidence that online joining increases sales that 

the majority of clubs in the UK are not online! 

The growth and best results, are not surprisingly, 

among low-cost gyms where all members 

join online. Low-cost gyms now rely on this 

technology.  

We are seeing outstanding results in other 

sectors such as local authority (public) leisure 

facilities, multi-site operators and independent 

clubs. It is naive to think that all members require 

a pre-sales needs analysis and a club tour before 

signing up. The reality is that many members 

know what they want and have already made  

the decision to join.
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Therefore I see online joining as an essential 

component in making it easy for consumers to 

join clubs. Online sales are now far exceeding 

those made on-site across our portfolio of clubs.”  

RA Can you explain how online Direct Debit 

payments are now being harmonised across the 

European Union and how this will benefit the 

health club industry? 

KS “There now exists within the Euro zone 

‘The Single Euro Payments Area’ (SEPA).  

Individuals and businesses can make and  

receive card and electronic payments in Euros 

simply, cheaply and efficiently, regardless of  

their location. In other words it defines an 

integrated Euro payments market, with a 

geographical scope that extends beyond the  

Euro zone to encompass all EU Member States, 

Norway, Iceland, and others. SEPA Direct Debit 

became mandatory for Banks across the Euro 

Zone in November 2010, although there is no 

obligation for UK banks (being outside of the 

Euro Zone) to participate. Fortunately Harlands 

work very closely with the Royal Bank of 

Scotland,  who are committed to launching  

SEPA across the EU this year.

In terms of health clubs this means that any 

company with sites in different countries or 

plans to open across Europe can operate a 

centralised SEPA Direct Debit process, and so 

avoid setting up legacy collection solutions in 

each country. This clearly has cost savings in 

software, general administration costs and staff. 

For us, it means we can expand into Europe 

without costly investment in the infrastructure 

in each country. We will be processing online 

Spanish Direct Debits in early 2011 with the 

entire process controlled from our UK offices.”

About the Harlands Group
Harlands Group is a leading approved 

Membership Management provider and BACS 

Bureau that enables them to process Direct 

Debits and manage the membership process. 

This includes call centre, credit control and 

financial reporting for clients. Outsourcing 

Direct Debit collections and membership 

management helps clubs to reduce internal 

administration costs and increase revenue. 

Further information: www.harlandsgroup.co.uk
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Matrix Fitness Systems

RA How does the emergence of the web fit 

with how you see future fitness equipment  

solutions developing? 

JJ “The emergence of the web has been 

revolutionary; not just in the way we manage 

information, purchase things and entertain 

ourselves, but in many industries it has 

fundamentally changed business models with  

the rise of: Google, eBay and Facebook. The  

fitness industry has lagged behind in terms of 

using web technology, but I think we are catching 

up. Recently, there has been a significant increase 

in online activity, such as fitness forums, diet 

and fitness sites, product innovation and the 

development of new applications, especially  

Apple ‘apps’.   

In terms of fitness solutions, one of the most 

exciting opportunities exists with the convergence 

of new technologies. In a world where modes of 

communication and information are continually 

adapting, changes in the way we create, learn, 

interact and consume are ongoing. Web-enabled 

hand-held devices; smart phones, Tablet PCs,  

such as the iPad, are becoming commonplace. 

More specifically, there is a growing number of 

websites, devices and ‘apps’ for fitness that can 

be used to track workouts, calorie expenditure, 

weight lifted, and running routes. Commercial and 

home fitness equipment is already starting to be 

manufactured to connect to the web either directly, 

or by USB keys. 

We have recently integrated wireless 

connectivity into our machines as standard, to 

allow useful ‘asset management’ information to 

be centrally managed, and to assist owners and 

operators. With convergence technology, cloud 

computing, Xbox Kinect and the Wii, there are 

huge possibilities for technology to shape our 

attitudes to fitness and activity, and to manage 

our equipment. However, whilst it is important 

to embrace technology, as an industry we 

should not lose sight of the fundamentals and 

disregard the more human aspects of social 

facilitation – technology is an enabler, but 

fitness is a lifestyle choice.”

RA How is Matrix embedding web connectivity 

into its products that both enrich the user 

experience and provide insight to club 

operators?

 JJ “The Matrix product plan is somewhat 

secret, but we can be open about our ambition 

to utilise web connectivity to enhance our 

users’ experience. We are already pioneering 

‘Virtual Active’ technology on our high-end 

consoles, which is an engaging interactive video 

experience that allows users to work out while 

viewing interactive high definition graphics and 

films from stunning locations around the world. 

‘Virtual Active’ will now be available on the  

open Netpulse platform on any Netpulse- 

enabled equipment. 
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On our consumer ‘LIVESTRONG’ fitness equipment, 

we have a USB capability that allows users to 

upload their workout data to LIVESTRONG.com’s 

Livetrack™ activity tracking website. We also 

embed wireless transmitters in all 5 and 7 series 

consoles, to enable asset tracking information to 

be centrally collated and uploaded to our customer 

relationship management (CRM) system, so we  

can track usage and wear.”

RA How is Matrix responding to the growing 

popularity of Facebook and Twitter and what 

level of interactivity do you see between your  

equipment and online social networks? 

JJ “Whilst we are already using Twitter and 

Facebook to promote our own brands, Matrix 

has also made a huge investment into research 

and development in both the USA and Asia. Our 

investment includes our North American Research 

and Development (NARD) laboratory with a rapid 

prototyping unit. Because of ‘NARD’ and our other 

investments in manufacturing capability, we have 

benefited from a shorter development cycle, and 

an unprecedented number of new products and 

innovations, that are soon to integrate enhanced 

web capability.

Part of our recent investment has been in the 

recruitment of personnel specifically focused 

on advanced console technology, software and 

web development. We have brought in specialists 

with a pedigree in search engine optimisation 

(SEO), social media and interactive media, and 

there is little doubt that our high end consoles 

will incorporate some level of web interactivity 

and social media functionality. However, we 

believe it is also important to consider where 

convergence technology will lead – applications 

such as Nike+ already allow communication 

between fitness equipment and other devices 

such iPods and iPhones. Fundamental to our 

design philosophy is putting the user first, or 

more importantly ‘seeing through the eyes of 

our customers or users’. This means that in 

future the console technology will be a portal 

that enables users to interact freely with their 

platform of choice, whilst still providing an 

engaging workout.”

About Matrix Fitness Systems 
Matrix is a subsidiary of Johnson Health  

Tech, Ltd. Johnson Health Tech has been 

producing premium fitness equipment since  

1975 and employs approximately 5,000 

employees worldwide. Further information:  

www.johnsonfitness.com

CHAPTER

09
INTERVIEWS WITH REPORT SPONSORSCHAPTER

09

http://www.johnsonfitness.com


A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

Back to  
contents

6969

Interview with  
Jon Dunning

Director 

Nomical Ltd

RA Can you explain how the web is changing the 

way that you deliver technology solutions?

JD “The world has become a smaller place.  

We find ourselves continually changing and 

expanding our product range to deal with new 

technologies on the market, as there is always 

something new to learn to meet the needs of our 

customers. The web is core to this, as now it makes 

the experience more interactive than it ever has 

been before. With high-speed broadband we are 

able to deliver virtual desktop solutions for remote 

sites giving the ability to share resources from 

a centrally managed environment. For example, 

providing solutions like this fits in perfectly  

with the low-cost gym sector, as it reduces  

management time and the overall total cost  

of ownership.”

RA Nomical is one of the first companies to 

introduce self-service joining terminals for clubs; 

how are consumers responding, and where else  

do you see clubs using self-serve solutions in  

the future?

JD “Predominantly, we see self-service kiosks as 

one of the initial key sales tools for any club. They 

are fundamental and provide an important, but 

subtle, marketing message to consumers. We have 

the ability to brand and customise kiosks, provide 

access to the club’s website and real-time self-

service kiosks could certainly be developed further; 

we see them providing enhanced interactive gym 

experiences in the future. For example, linking in 

personal trainer programmes direct to member 

areas. Workout data can be uploaded from gym 

equipment and the beauty of this is that it can be 

controlled remotely through web technology.” 

RA Can you provide examples where you believe 

the web and technology is genuinely improving the 

member experience?

JD “Web technology is absolutely pivotal; the 

whole process for a gym member can now be 

paperless and simple. It is no longer necessary  

for a consumer to visit a club, complete a  

lengthy application process and wait for a 

membership card. Technology reduces costs and 

gym members directly benefit from this with lower 

monthly fees, 24-hour monitored access, PIN 

number (keypad) entry system, market-leading 

equipment and a membership experience tailored 

for today’s world.”    

About Nomical Networks
Nomical Networks specialise in delivering 

and supporting IT projects and products 

throughout the UK. The company has several 

years experience in the health club industry 

and continues to develop and deliver new 

technologies specifically for this area such as 

voice-over-internet, self-serve kiosks, cloud 

computing, technical support and bespoke 

software solutions. Further information:  

www.nomical.com 

INTERVIEWS WITH REPORT SPONSORSCHAPTER
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Interview with  
Dean Hawkins

National Sales 

Manager 

Vistic Systems Ltd

RA Can you explain how the web is changing 

the way that you deliver security solutions? 

DH ”The web has enabled client sites to be 

viewed and monitored easily and far more  

cost effectively. For example, at The Gym Group 

the close circuit television monitoring (CCTV), 

payment, joining and access control systems 

are all integrated. This can all be managed at a 

central control station by The Gym Group. Should 

an unauthorised event or emergency occur, staff 

will either raise the alarm or manage the issue 

remotely.”

RA How receptive are you finding clubs in 

adopting web-based services?

DH “Over the last few years, we have found that 

some clubs are becoming very receptive to new 

security technologies that enable their sites to be 

viewed and secured remotely. Clearly, the low-cost 

gym operators have been early adopters given 

their ‘self-service’ business approach and focus on 

operational efficiency.”

RA How do consumers respond to the use of 

technology to deliver security solutions which 

in the past may have involved people? 

DH “I believe consumers are becoming more 

comfortable with how technology is embedded 

into the experience they receive. For example, 

when someone joins a low-cost gym, I think 

they understand that the very competitive 

monthly fee is only possible by removing staff 

and therefore costs from some parts of the  

gym experience, and replacing it with 

technology. However, it should always be 

the aim of my company to ensure that the 

experience that members receive is not 

compromised in any way.”

About Vistec Systems Ltd  
Founded in 1992, Vistec is a leading provider  

of security systems solutions. The company is 

directed by its company motto: ‘effort achieves’. 

Every installation is customised and undertaken 

only by Vistec employees. Further information: 

www.vistecsystems.co.uk

INTERVIEWS WITH REPORT SPONSORSCHAPTER
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A website has been set up to allow individuals to discuss the  
implications of this report, download further copies, and to  
provide suggestions for future editions. Registration is free  
and takes just a few minutes. 

The address is: europeanwebreport.ning.com 

Please direct your colleagues to the website in 

order to download their own copy of this report.

Social media guidelines

The Intel Organisation has published a 

comprehensive set of official social media 

guidelines for its employees. You can read  

them at the following link: tinyurl.com/2adkjj5

Chris Lake, in a post for Econsultancy, has 

summarised some social media guidelines  

from a range of different organisations  

including IBM, the BBC and Kodak. The link  

is: tinyurl.com/36ljosz

Future editions of this report

This is the first edition of a report that I 

intend to update. Clearly, the social web  

is an enormous and rapidly changing  

phenomenon and so requires constant  

monitoring.

Please use the report website59 to leave 

your comments and suggestions for future  

report editions.

Report corrections

Please leave a comment on the report  

website should you find any errors. This  

report can be amended quicker than it  

takes you to say: ‘I cannot believe Facebook  

is now worth €39 billion!’

EUROPEAN HEALTH  
CLUB INDUSTRY WEB AND  

SOCIAL MEDIA REPORT   

Strategic insight into the 
emerging social web

Researched and written by Ray Algar MBA, MA (Marketing), Oxygen Consulting. in association with The Gym Group and its strategic suppliers

2011 

59.  europeanwebreport.ning.com

FURTHER READING  
AND DISCUSSION

http://europeanwebreport.ning.com
http://tinyurl.com/2adkjj5
http://tinyurl.com/36ljosz
http://europeanwebreport.ning.com
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Ray Algar is the Managing Director  
of UK-based Oxygen Consulting,  
a company that provides compelling 
strategic business insight for  
organisations connected to the  
global health and fitness industry. 

Ray has been connected to the  
health and fitness industry for  
more than 20 years, and is also  
Chairman of Wave Leisure Trust.60  
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Managing Director 

Oxygen Consulting

Ray Algar 

ABOUT THE AUTHORCHAPTER

10

Ray writes for several influential publications, 

including Intelligent Life (part of the 

Economist Group), ADMAP Marketing Journal 

and numerous leisure publications. He is an 

enthusiastic fan of the social web, launching 

the UK’s first leisure-related blog61 in 2005. 

In 2006, he published Mastering Health Club 

Management. The book has been updated 

several times, and is essential reading for the 

Open University’s Foundation Degree in Sport, 

Fitness and Health. In 2010, he published 

the UK Low-cost Gym Sector Report,62 the 

industry’s first strategic investigation into the 

emergence of low-cost gyms.

Ray is regularly invited to speak at conferences 

in the United States and Europe on a range of a 

marketing, technology, research and web-based 

themes. Shortly, he is launching LoveTheGym.

com, a website that enables consumers to 

review, rate and recommend health clubs.

He has an MBA from Kingston Business 

School, a Masters degree in Marketing from 

the University of Greenwich, and an honours 

degree in Sports Studies and Psychology, 

awarded by the University of Kent.

Contact details:

Ray Algar (MBA, MA Marketing) 

Managing Director, Oxygen Consulting

Cleveland House 

42 Cleveland Road  

Brighton, England  

BN1 6FG

Tel:  

+44 (0) 1273 885 998 

E mail:  

insight@oxygen-consulting.co.uk 

Website: 

oxygen-consulting.co.uk 

Blog:  

oxygen-blog.blogspot.com 

Twitter:  

twitter.com/rayalgar 

LinkedIn:  

uk.linkedin.com/in/rayalgar

61. oxygen-blog.blogspot.com
62. See: budgetgymresearch.ning.com

Would you like to be associated  
with the next strategic report from 
Ray Algar? 

There is an opportunity for one commercial 

sponsor or consortium to be associated with 

each report. For further information, and  

to also suggest ideas for future reports 

please contact me via the web:
insight@oxygen-consulting.co.uk

mailto:insight%40oxygen-consulting.co.uk?subject=
http://www.oxygen-consulting.co.uk
http://oxygen-blog.blogspot.com
http://twitter.com/rayalgar
http://uk.linkedin.com/in/rayalgar
http://oxygen-blog.blogspot.com
http://budgetgymresearch.ning.com
mailto:insight%40oxygen-consulting.co.uk?subject=
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SOCIAL WEB TERMINOLOGYCHAPTER
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Blog
The word ‘blog’ is an abbreviation of ‘web log’.  

A blog normally comprises short articles or ‘blog 

posts’ covering any subject matter. Presently, the 

US-based Huffington Post,63 which covers political 

events, is the world’s most influential blog.64 The 

Huffington Post attracts approximately 32 million 

unique visitors each month. To put that number 

in context, the New York Times has a monthly 

circulation of approximately 34 million.65 Blogs 

are produced on blogging platforms such as 

Blogger, WordPress and TypePad.

Podcast
A podcast is a series of audio or video files 

released on a regular basis. For example, Harvard 

Business Review has a podcast called ‘Harvard 

IdeaCast’ which is a free weekly broadcast that 

focuses on ‘analysis and advice’ from the leading 

minds in management.66  

RSS reader/News reader
RSS or ‘Really Simple Syndication’ allow a user 

to read web content without the need to visit a 

specific web page. Users can aggregate multiple 

news feeds and read them from a singular place 

on the web. Given the growing popularity of 

‘smart phones’ such as the BlackBerry, HTC and 

iPhone, mobile RSS readers are a convenient way 

of reading news on the move. For example, Steve 

Jobs, the Apple CEO, is a fan of the Pulse Reader 

by Alphonso Labs.67 

Social bookmarking
Social bookmarking sites store individual pages 

online and allows users to ‘tag’ them. This acts 

as a storage, retrieval and discovery system. It is 

a discovery system because other users can see 

‘tags’ if they are made public and click to read new 

web pages for the first time. ‘Delicious’, which is 

owned by Yahoo, is one of the most popular social 

bookmarking sites.68  

Social networking website
Social networking sites allow people and 

organisations to create profiles that facilitate new 

connections and the sharing of information. For 

example, LinkedIn is a very well established online 

network for organisations and has a stated mission 

to ‘connect the world’s professionals to make them 

more productive and successful’. Presently, LinkedIn 

has 85 million members across 200 countries.69

Twitter
Twitter is real-time short information and messaging 

service that launched in 2006. Registered users can 

send messages or ‘tweets’ of up to 140 characters to 

‘followers’ of a particular person or brand. Twitter is 

growing in popularity because of its ease of use and 

simplicity. Presently, there are 175 million registered 

users,70 sending 95 million messages per day.71

Web 2.0
Web 2.072 is a term that has gained popularity 

as a way of describing how the web is now 

more collaborative, interactive and ‘social’. This 

contrasts with the early web or web 1.0, which 

was more about reading rather than contributing 

new content to the web.

Web mashup
A ‘mashup’ is where information or data from 

more than one website is merged to create the 

content in a new and original way. Mashups can 

create some extraordinarily powerful insights. 

For example, here is a link to a mashup73 using 

data from the World Bank on how easy it is to do 

business in a specific country. This data is then 

overlaid into Google Maps.

Wiki
A ‘wiki’ is a website designed for multiple people 

to collaborate by adding and editing content. 

Wikipedia is probably the most well known wiki 

and has 91,000 active contributors working on 

more than 17 million articles.74

69. At December 2010
70. At September 2010
71. Source: Twitter.com
72. See en.wikipedia.org/wiki/Web_2.0
73. See this shortened link – tinyurl.com/d2uelk
74.  Source: I think you know, but just in case –  

en.wikipedia.org/wiki

63. See huffingtonpost.com
64. According to Technorati. See technorati.com
65. See en.wikipedia.org/wiki/The_New_York_Times
66. See blogs.hbr.org/ideacast
67. See www.alphonsolabs.com
68. See www.delicious.com

http://Twitter.com
http://en.wikipedia.org/wiki/Web_2.0
http://tinyurl.com/d2uelk
http://en.wikipedia.org/wiki
http://www.huffingtonpost.com
http://en.wikipedia.org/wiki/The_New_York_Times
http://blogs.hbr.org/ideacast 
http://www.alphonsolabs.com
http://www.delicious.com
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AMAZONIA

amazonia.tm.fr

CLUB MED GYM

clubmedgym.fr

CURVES

curves.fr

KEEP COOL

keepcool.fr

MOVING

moving.fr

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address

Has the brand provided a Twitter biography?

777777
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO AT NOVEMBER 2010

WEB AND SOCIAL  
MEDIA AUDIT FRANCE

http://www.amazonia.tm.fr
http://www.clubmedgym.fr
http://www.curves.fr
http://www.keepcool.fr
http://www.moving.fr
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AMAZONIA CLUB MED GYM CURVES KEEP COOL MOVING

Date joined Twitter

How many Twitter users is the brand following?

How many Twitter users are following the brand?

How many ‘tweets’ has the brand posted at November 2010?

What is purpose of the Twitter channel?

How long since the last tweet (days)?

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: ClubMedGym keep-Cool

Does the brand add content and comments?

How many Facebook fans/likes at November 2010? 172 1,574

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?  DAILY MOTION

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

CHAPTER

11
WEB AND SOCIAL  
MEDIA AUDIT FRANCE

About the researcher – Fred Hoffman, M.ed 
Fred Hoffman, M.Ed, is an award-winning speaker, author and advisory board member.  
He is also the Director of International Services for the Club Synergy Group. Further information: fredhoffman.com

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO AT NOVEMBER 2010

http://www.facebook.com/group.php?gid=39286357303#!/clubmedgym
http://www.facebook.com/pages/Keep-Cool/64501266512
http://www.fredhoffman.com
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CALORY COACH

calorycoach.de

INJOY

injoy.de

KIESER TRAINING

kieser-training.de

MCFIT

mcfit.com

MRS SPORTY

mrssporty.de

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?   

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address    @auwseher  

Has the brand provided a Twitter biography?

797979
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT GERMANY

AT NOVEMBER 2010

http://www.calorycoach.de
http://www.injoy.de
http://www.kieser-training.de
http://twitter.com/Ausseher
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WEB AND SOCIAL  
MEDIA AUDIT GERMANY

CALORY COACH INJOY KIESER TRAINING MCFIT MRS SPORTY

Date joined Twitter    04/01/2010  

How many Twitter users is the brand following? 363

How many Twitter users are following the brand? 148

How many ‘tweets’ has the brand posted at November 2010? 3

What is purpose of the Twitter channel? Engage

How long since the last tweet (days)? 1 Day

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook:  injoydeutschland  McFit  

Does the brand add content and comments?    

How many Facebook fans/likes at November 2010?  835 7,597

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa? Flickr

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?   

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher – Nikolai tauscher
Nikolai Tauscher is with Horn Druck & Verlag, online marketing specialists to the fitness,  
wellness and health industries. Further information: igroup-media.de

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 
80

AT NOVEMBER 2010

http://facebook.com/InjoyDeutschland
http://facebook.com/McFit
http://www.igroup-media.de
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CAROLI

carolihealthclub.com

DABLIU

dabliu.com

GETFIT

getfit.it

20 HOURS

20hours.it

SWIM PLANET

swimplanet.it

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address      

Has the brand provided a Twitter biography?      

8181
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT ITALY

AT NOVEMBER 2010

http://www.carolihealthclub.com
http://www.dabliu.com
http://www.getfit.it
http://www.20hours.it
http://www.swimplanet.it
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WEB AND SOCIAL  
MEDIA AUDIT ITALY

CAROLI DABLIU GETFIT 20 HOURS SWIM PLANET

Date joined Twitter      

How many Twitter users is the brand following?      

How many Twitter users are following the brand?      

How many ‘tweets’ has the brand posted at November 2010?      

What is purpose of the Twitter channel?

How long since the last tweet (days)?

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook:     swimplanet

Does the brand add content and comments?     

How many Facebook fans/likes at November 2010?     1,477

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?  

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher – Gianluca Scazzosi
Gianluca Scazzosi is the IHRSA Ambassador to Italy and previously held the position of Operations Director  
at Fitness First in Italy. He is the Managing Director of Wellink, a company that provides consulting services  
to clubs, spa, wellness facilities and corporations. Further information: wellink.it

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO AT NOVEMBER 2010

http://facebook.com/swimplanet
http://www.wellink.it
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ACHMEA  

achmeahealthcentres.nl
FIT FOR FREE

fitforfree.nl
FITLAND

fitland.nl

HEALTHCITY 

healthcity.nl
 LACO

laco.eu

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address achmeahealthcentre.hyves.nl   healthcity.hyves.nl  

Year launched    

Number of times updated over the past three months? 0   4  

How long since the last post? 5 months   17 days  

What is the general purpose of the blog? Engage Engage

     TWITTER

Does the brand have an official twitter channel?

Twitter address @achmea_health   @healthcitynl  

Has the brand provided a Twitter biography?    

8383
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT NETHERLANDS

AT NOVEMBER 2010

http://www.achmeahealthcentres.nl
http://www.fitforfree.nl
http://www.fitland.nl
http://www.healthcity.nl
http://www.laco.eu
http://www.achmeahealthcenter.hyves.nl
http://healthcity.hyves.nl
http://twitter.com/achmea_health
http://twitter.com/healthcitynl
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WEB AND SOCIAL  
MEDIA AUDIT NETHERLANDS

ACHMEA FIT FOR FREE FITLAND HEALTHCITY LACO

Date joined Twitter 23/04/2010   02/05/2010  

How many Twitter users is the brand following? 173   267  

How many Twitter users are following the brand? 1   4  

How many ‘tweets’ has the brand posted at November 2010? 25   29  

What is purpose of the Twitter channel? Information   Information  

How long since the last tweet (days)? 20 days   50 days  

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: achmea-healthcentres   healthcity  

Does the brand add content and comments?    

How many Facebook fans/likes at November 2010? 166   597  

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?  

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

About the researcher – Arthur Huizer 
Arthur Huizer is the owner of Bodycore in the Netherlands and was formally the Country Manager  
(Benelux region) for Life Fitness. Further information: nl.linkedin.com/in/arthurhuizer

AT NOVEMBER 2010

www.facebook.com/pages/Achmea-health-Centers/129575363720647?ref=ts
http://www.facebook.com/pages/HealthCity/40164943036
http://nl.linkedin.com/in/arthurhuizer
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CALYPSO

calypso.com.pl

GYMNASION

gymnasion.pl

NAUTILUS

nautilus.pl

NIKU 

niku.pl

PURE

purepoland.com

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address      

Has the brand provided a Twitter biography?      

8585
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT POLAND

AT NOVEMBER 2010

http://www.calypso.com.pl
http://www.gymnasion.pl
http://www.nautilus.pl
http://www.niku.pl
http://www.purepoland.com
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CALYPSO GYMNASION NAUTILUS NIKU  PURE

Date joined Twitter      

How many Twitter users is the brand following?      

How many Twitter users are following the brand?      

How many ‘tweets’ has the brand posted at November 2010?      

What is purpose of the Twitter channel?      

How long since the last tweet (days)?      

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: calypsofitness gymnasion  centrumrekreacji

Does the brand add content and comments?  

How many Facebook fans/likes at November 2010? 144 39  503

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher – Jarek Semrau
Jarek Semrau founded the SPORTWISE GROUP in 2007. SPORTWISE is a Polish-based marketing and business 
consultancy offering services to sport and fitness brands seeking local support and expansion opportunities in 
Central and Eastern Europe. Further information: sportwise.pl

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 
WEB AND SOCIAL  
MEDIA AUDIT POLAND

AT NOVEMBER 2010

http://www.facebook.com/home.php#!/pages/Calypso-Fitness-Club/174400659271012
http://www.facebook.com/search.php?q=gymnasion&init=quick&tas=search_preload#!/pages/Gymnasion/127893663927764
http://www.facebook.com/search.php?q=www.niku.pl%2F&init=quick&tas=0.5738212433354245
http://www.sportwise.pl
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CLUB L

clubl.pt

HOLMES PLACE

holmesplace.pt

SOLINCA

solinca.pt

SOLPLAY 

solplay.pt

VIVAFIT

vivafit.pt

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address  @holmesplace_pt   @myvivafit

Has the brand provided a Twitter biography?    

8787
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT PORTUGAL

AT NOVEMBER 2010

http://www.clubl.pt
http://www.holmesplace.pt
http://www.solinca.pt
http://www.solplay.pt
http://www.vivafit.pt
http://twitter.com/HolmesPlace_pt
http://twitter.com/@myvivafit
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CLUB L HOLMES PLACE SOLINCA SOLPLAY  VIVAFIT

Date joined Twitter  18/08/2010   25/11/2009

How many Twitter users is the brand following?  28   47

How many Twitter users are following the brand?  6   51

How many ‘tweets’ has the brand posted at November 2010?  70   375

What is purpose of the Twitter channel?  Engage   Information

How long since the last tweet (days)?  1 day   1 day

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: club L holmesplacept solincaecotribo  vivafit

Does the brand add content and comments?  

How many Facebook fans/likes at November 2010? 2,234 2,542 846  4,800

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?    

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher – Armando Moreira 
Armando Moreira is a Board member of AGAP, the Portuguese fitness clubs trade association.  
He is also the General Manager for the Gimnocedro Health Club in Oporto. Further information: agap.pt

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 
WEB AND SOCIAL  
MEDIA AUDIT PORTUGAL

AT NOVEMBER 2010

http://www.facebook.com/HolmesPlacePt
http://www.facebook.com/#!/group.php?gid=152361221354
http://www.facebook.com/VivafitInternational
http://www.agap.pt


A STRATEGIC INVESTIGATION INTO THE OPPORTUNITY THE WEB OFFERS THE HEALTH CLUB INDUSTRY – RAY ALGAR, OxYGEN CONSULTING, 2011  

Back to  
Contents

RFG 

worldclass.ru

STRATA PARTNERS 

orangefitness.ru

SPORTLIFE 

sportlifeclub.ru

FIT‘ CENTER 100%

100fit.ru

X-FIT 

xfit.ru

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address @worldclassfit     

Has the brand provided a Twitter biography?     

8989
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT RUSSIA

AT NOVEMBER 2010

http://www.worldclass.ru
http://www.orangefitness.ru
http://www.sportlifeclub.ru
http://www.100fit.ru
http://www.xfit.ru
http://twitter.com/WorldClassFit
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RFG STRATA PARTNERS SPORTLIFE FIT‘ CENTER 100% X-FIT

Date joined Twitter 06/15/2010     

How many Twitter users is the brand following? 220     

How many Twitter users are following the brand? 42     

How many ‘tweets’ has the brand posted at November 2010? 21     

What is purpose of the Twitter channel? Information     

How long since the last tweet (days)?     

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: worldclassfitness  sportlifeclub   

Does the brand add content and comments?    

How many Facebook fans/likes at November 2010? 358  450   

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?  

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media vkontakte vkontakte vkontakte

About the researcher – Leila timergaleeva
Leila Timergaleeva is the IHRSA Ambassador to Russia and Regional Manager at Complete Body and Spa in New York. 
Leila has been connected to the fitness industry since 2002. Further information: linkedin.com/in/ltmoscow

WEB AND SOCIAL  
MEDIA AUDIT RUSSIA

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO AT NOVEMBER 2010

http://http://www.facebook.com/WorldClassFitness
http://www.facebook.com/sportlifeclub
http://linkedin.com/in/ltmoscow
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BODY FACTORY

bodyfactory.es

DIR

dir.cat

METROPOLITAN 

clubmetropolitan.com

SUPERA

centrosupera.com

UBAE

ubae.cat

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address  @clubsdir @metropolitangym   

Has the brand provided a Twitter biography?    

9191
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT SPAIN

AT NOVEMBER 2010

http://www.bodyfactory.es
http://www.dir.cat
http://www.clubmetropolitan.com
http://www.centrosupera.com
http://www.ubae.cat 
http://twitter.com/clubsdir
http://twitter.com/metropolitangym
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BODY FACTORY DIR METROPOLITAN SUPERA UBAE

Date joined Twitter  09/07/2009 26/10/2009   

How many Twitter users is the brand following?  214 76   

How many Twitter users are following the brand?  76 16   

How many ‘tweets’ has the brand posted at November 2010?  378 83   

What is purpose of the Twitter channel?  Information, sell Information   

How long since the last tweet (days)?  1 day 20 days   

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook: bodyfactory clubs dir club metropolitan   

Does the brand add content and comments?   

How many Facebook fans/likes at November 2010? 2,831 3,704 1,705   

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?    

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher: Kirsty Matthews is with Red Wellness. 
The company is a wellness experience solutions specialist for Spain and the official distributer  
for Escape Fitness and Reebok Move it. Further information: redwellness.com

WEB AND SOCIAL  
MEDIA AUDIT SPAIN

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO AT NOVEMBER 2010

http://www.bodyfactory.es/index.php?cat=252
http://www.facebook.com/ClubDiR
http://www.facebook.com/home.php?#!/pages/Club-Metropolitan/249875489012
http://www.redwellness.com
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ACTIC

actic.se

FITNESS24SEVEN

fitness24seven.com

SATS 

sats.se

SPORTLIFE

sportlife.se

WORLD CLASS

worldclass.se

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel?

Twitter address      

Has the brand provided a Twitter biography?      

9393
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT SWEDEN

AT NOVEMBER 2010

http://www.actic.se
http://www.fitness24seven.com
http://www.sats.se
http://www.sportlife.se
http://www.worldclass.se 
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ACTIC FITNESS24SEVEN SATS SPORTLIFE WORLD CLASS

Date joined Twitter      

How many Twitter users is the brand following?      

How many Twitter users are following the brand?      

How many ‘tweets’ has the brand posted at November 2010?      

What is purpose of the Twitter channel?      

How long since the last tweet (days)?      

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook:  SATS sports club

Does the brand add content and comments?  

How many Facebook fans/likes at November 2010?  5,127

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?  

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher –  Information compiled by Ray Algar 

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT SWEDEN

AT NOVEMBER 2010
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BANNATYNE’S

bannatyne.co.uk

DAVID LLOYD

davidlloyd.co.uk

FITNESS FIRST

fitnessfirst.co.uk

LA FITNESS

lafitness.co.uk

VIRGIN ACTIVE

virginactive.co.uk

WEBSITE: HOW INTERACTIVE?

Contact us/feedback form?

Ability to view and download club information?

Member testimonials/stories?

Download free guest pass?

Ability to book classes/activities online?

Ability to join online?

Ability for members to edit personal details

Ability for members to edit payment details via website?

Ability to amend/cancel membership via website?

HOW SOCIABLE?

Evidence of social media widgets  
(YouTube, Facebook, Twitter, Share etc) on website?

BLOGGING

Does the brand have a web log (blog)?

Blog address      

Year launched      

Number of times updated over the past three months?      

How long since the last post?      

What is the general purpose of the blog? 

     TWITTER

Does the brand have an official twitter channel? Not fitness brand

Twitter address @DavidLloyduk @FitnessFirstuk @LaFitnesstips @VirginActiveuk

Has the brand provided a Twitter biography?  

9595
YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 

WEB AND SOCIAL  
MEDIA AUDIT UK

AT NOVEMBER 2010

http://www.bannatyne.co.uk
http://www.davidlloyd.co.uk
http://www.fitnessfirst.co.uk
http://www.lafitness.co.uk
http://www.virginactive.co.uk
http://twitter.com/DavidLloyduk
http://twitter.com/fitnessfirstuk
http://twitter.com/lafitnesstips
http://twitter.com/virginactiveuk
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BANNATYNE’S DAVID LLOYD FITNESS FIRST LA FITNESS VIRGIN ACTIVE

Date joined Twitter  21/12/2009 19/05/2009 14/09/2010 03/12/2009

How many Twitter users is the brand following?  327 1,943 203 13

How many Twitter users are following the brand?  0 233 1 0

How many ‘tweets’ has the brand posted at November 2010?  1,456 862 16 0

What is purpose of the Twitter channel?  Engage, sell Engage, sell   

How long since the last tweet (days)?  286 days 1 day   

FACEBOOK

Does the brand have an official Facebook page?

Official Facebook group/page address: search Facebook:  DavidLloydLeisure  La Fitness  

Does the brand add content and comments?    

How many Facebook fans/likes at November 2010?  2,020  5,463  

Are individual clubs within the brand using Facebook?

PICTURE SHARING

Does the brand use Flickr or Picasa?

      VIDEO SHARING

Does the brand have a YouTube channel?

Does the brand use other video sharing platforms?

OTHER SOCIAL MEDIA PLATFORMS PRESENTLY USED  

LinkedIn: company profile

Slideshare

Other social media

About the researcher: Information compiled by Ray Algar

YES NOT APPLICABLE INFORMATION NOT PROVIDED NO 
WEB AND SOCIAL  
MEDIA AUDIT UK

AT NOVEMBER 2010

http://www.facebook.com/home.php?#!/davidlloydleisure
http://www.facebook.com/#!/group.php?gid=2259753265
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