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Henry Ford is often credited with that famous quote “I know that 50% of my advertising works. | just don’t know
which 50%” by business people to whom marketing is a necessary evil. To them, marketing is not just a combination
of advertising, mail shots, handing out leaflets or sticking them under windscreen wipers, but a cost with no
appreciable way of accurately evaluating Return on Investment (ROI). What is more, in any economic downturn, one
of the first budgets to be cut is marketing.

However, speak to marketers and they will cite Coke and Nike as examples of companies which increased rather
than decreased their marketing spend during the last recession and built their ‘brands’ at the expense of their
competitors.

As always, reality lies somewhere in the middle. Marketing is the lifeblood of any organisation. Without it the stream
of new business will dry up and no matter how efficient and effective the ops and financial departments are, the
organisation will eventually wither and die.

As an industry we are facing one of the toughest trading conditions we have had to face in our short history. The
natural inclination is to button down the hatches, cut the marketing spend and try to weather the economic storm.
That is a business decision you have to make. The purpose of this Expert Guide is not to encourage you to spend
more, but to help you spend wisely. It is designed to give you an impartial overview of how to develop a successful
marketing strategy, deploy the right tactics to maximise your ROl and includes useful tips and insights from advisors
who have worked with some of the biggest and most successful companies in our sector.

| am confident this document will be a useful addition to your team.

Jea Dwe

Andrée Deane
Chief Executive Officer
Fitness Industry Association
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MARKETING MESSAGES & POTENTIAL BUYERS
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Why People Buy

The car industry does not persuade people to spend £25,000 on a car because it is logical or rational
—No one needs a £25,000 car. They want a certain car because it will give them a particular feeling - a
feeling which is worth £25,000.

A prospective member is not buying the pool, the weights, the aerobics class. They are buying the
emotion they will experience as a result of using the above. People buy wants and needs, which are
predominantly emotional led - as opposed to being driven by logical or rational criteria. The challenge of
marketing is how best to tap into these emotional wants and needs.

Potential members WANT some kind of result, such as toning, weight loss, social acceptance or simply
time to themselves which will inevitably relate to an emotional benefit that makes them feel good or
better about themselves. This may sound confusing, but understanding the psychology of the buyer
helps the successful marketer understand what the prospective member is truly after.

People buy what they want and need. However in today’s consumer-driven world ‘wants’ are driving
any organisation with something to sell. A small proportion of members have joined because of a need

Nobody needs to have more than one TV, but they want it. Nobody needs more than one pair of shoes,
but they want them. We are increasingly buying what we want, not what we need.

.

Non-emotional
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LOGIC, VALUE & MEMBERSHIP

‘Unless you create ‘value’ then the
marketing message will fail and the sale
will collapse.’
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RESPOND TO MARKETING MESSAGES

Attention

l nterest

Desire

Action
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SUMMARY: The five keys to influencing the response process:

People buy ‘wants’ and act emotively, but they justify their decision
with logic.

People do not buy primarily on facilities, product or on price - these
are simply criteria and are susceptible to change.

Do not be afraid to repeat the most successful messages and
promotions - but measure their effectiveness and do not be afraid
to evolve or change them when response rates start to diminish with
each consecutive deployment.
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TION

LOCAL MARKETING: A DEFINI

THE LOCAL MARKETING EFFECT
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Local Marketing

There is a simple three-step process which, if applied to all marketing strategies, will dramatically
improve response rates.

Reflect on the tactics datin
meet a partner with ys..’
your money back’.

g agencies use: which one wou

» Or one which says ... meet Someone within sijx months, or we will give you

Id you join, one which explicitly promotes ...

10

E
ADDING OOMPH TO TH
FOUR WAYS TO BOOST MARKETING MIX
PROFITS

THREE WAYS TO INDUCE SALES
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COST OF MEMBER ACQUISITION

« If the average membership is £30 per month and the average member-life is eight months, then

the marginal net worth of a member is £240.

ADVERTISING
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REFERRALS

LEAFLET DOOR DROPS




Most owners and managers acknowledge that a large percentage of their members join to lose weight.
However contact most health clubs and they will tell you they have no set weight loss programme at alll.
Tap into this massive market and initiate a weight loss programme. If you don’t feel confident in doing
this yourself then partner with a company/individual that does.

Do not fall into the trap of giving it away as part of the membership package. Give it value z'and charge
accordingly. Offer a 12-week programme or provide it as an addition to existing membership. “I notice
you are interested in losing weight, for a small additional investment of £x per week ......”

MONEY BACK GUARANTEE

GUARANTEE SALES WITH RISK REVERSAL

This is simple. Men respond to female images and so do women, but some women are intimated by male
images.

This is an issue which could be debated endlessly amongst marketers in this sector. For most clubs/leisure
centres, pictures of overweight people should only be used in before and after photography - when was the
last time you saw an ad that featured an overweight or non-aspiration character/image. However, it can be
used with humour, as a call-to-action (as one major chain is currently doing).

Apart from Dove, which is a clever, one product niche, brand-led marketing stance, most organisations

in this sector do not have the time or financial resources to emulate Dove’s creative or business strategy.
Whether selling cars, food, clothes, cosmetic surgery, beauty products or even coffee, the marketing world
uses good looking, happy, aspiration based character ad images to create the ‘| want that’/’| want to be
like them’ emotion.
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PROMOTE TO THE ‘GREY POUND’

TELEMARKETING

HOLD SPECIAL EVENTS, EVENINGS & WEEKENDS

PACKAGE COMPLIMENTARY PRODUCTS TOGETHER
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PUBLIC RELATIONS (PR)

PRESS RELEASES

LEVERAGING HOST BENEFICIARY RELATIONSHIPS

DIRECT MAIL WITH QUALIFIED LISTS
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UNIQUE SELLING PROPOSITIONS (USP)

PRODUCT STRATEGY

NEWSLETTERS

LOYALITY PROGRAMMES
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UP-SELL & CROSS SELL

OFFER LARGER UNITS OF PURCHASE

GO DIGITAL
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CREATING A

MARKETING PLAN

The following overview of tactics is designed to be both a checklist and a stimulant.

2. HAVE A CLEAR P
1. IDENTIFY THE KEY LEAD STRATEGY ROMOTINAL
GENERATION DRIVERS
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3. ROI AND THE MEDIA PLAN 4. ROBASTIC

The constant collection of data is vital if the value
of a tactic is to be evaluated.
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INTERNET

MARKETING

DATA CAPTURE: THE IRRESISTIBLE WEBSITE OFFER

IMPORTANT: work as hard on the ‘“free offer’ as you would on the execution of collateral produced for a
sales pitch: explain the benefits and make sure that there is a clear call to action and, most importantly,

it has a value.
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3. AUTO RESPONDERS
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4. MONTHLY EMAIL COMMUNICATION

5. PAY PER CLICK - DRIVING TRAFFIC TO YOUR SITE
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enjoy!

COMMUNICATIONS AGENCY

ABOUT THE AUTHOR

Adrian Marks is a founding Director of enjoy!, a specialist
marketing agency specialising in the provision of local
marketing activity for multi-site national brands across
industries as diverse as retail, restaurants, furniture, hotels, golf,
finance and fitness.

Adrian personally, has extensive experience within the fitness
industry having been part of a team that built and sold a small
chain of upmarket health clubs to Livingwell (then part of the
Hilton Hotel Group) for in excess of £20M in the late 1990’s.

In recent years enjoy! has worked with a multitude of fithess
clubs, local authorities and health club chains including David
Lloyd Leisure, Marriott Hotels, Chesterfield Council, Next
Generation, Soll Leisure, LA Fitness and

Greens Health & Fitness.

enjoy! can be contacted on:

J 0870 742 4458
. more@enjoymarketing.co.uk
. www.enjoymarketing.co.uk

The expert guide was produced by the FIA.

www.fia.org.uk

Fitness Industry Association | 3rd Floor Castlewood House
77-91 New Oxford Street | London WC1A 1PX
T: 020 7420 8560 | F: 020 7420 8561 | E: info@fia.org.uk

The Fitness Industry Association Ltd is a non-profit trade association and a company limited by guarantee.



