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About me

• From UK originally, over 20 years 
in Asia (Hong Kong based)

• BSc, MBA, doctoral studies in 
business (strategy and marketing)

• Author of 2 books, keynote 
speaker, published dozens of 
articles in various magazines, 
journals and newspapers

• Varied career in fitness, 
academia, industry, consultancy 
and back to fitness



Objectives for Today

• Identify key challenges facing the health and 
fitness industry

•Share global trends and cutting edge practice to 
improve performance

• Identify key implications and takeaways for 
operators



What is Strategy? 

“Strategy is a market oriented process that describes the what 

and the how. A coherent, integrated set of concepts and 

dialogue that offer a guiding principle in addressing the 

organizations most pressing contextual challenges. It is 

dynamic, open, iterative, and accepts paradox in moving the 

organization towards its ambitions”. 



Challenges

• Membership penetration rates of between .15% 
(India) and 20% plus (Sweden, EUR, US)

• General exercise rates of over 50% in developed 
nations

• 50% of new members cancel within 6 months

• Retention rates of less than 70%

• Tenures of less than 4 years

• Business model that relies on sleeper members, 
aggressive PT sales and limited membership 
journey in and out of the club

• Continued growth of obesity, diabetes and other 
health related issues

• Focus on fitness as opposed to wellness/well being

If any industry should 

be purpose driven 

surely it is
 ours!

What about the 80%?



Moving from 
extrinsic to intrinsic 
motivation – how 
long does this take?



Member, Club, and Trainer of the Future?

Member

• More knowledgeable

• More conscious of wellbeing / health / 

longevity

• Tracks and makes data-driven decisions

• Combines strength + cardio + mobility + 

recovery … // indoors + outdoors

Trainer – 3.0

• Holistic broad based knowledge

• End of rep counter

• Coach, advisor, motivator

• Wellness emphasis 

• Tech and data savvy



Top retention factors
1. Visits
2. Interactions
3. Programming 
4. Goals
5. Social 

*+3 visits per week, increase 
retention by 28 months (LFV) – 
Paul Bedford

Service Profit Chain - EVP
Top retention factors

1. Wellbeing in club
2. Facilities/equipment
3. Expectations 

Goncalves, C and Diniz A (2015) Analysis 
of member retention in fitness through 
satisfaction, attributes perception, 
expectations and well-being. Revista 
Portuguesa de Marketing. Vol. 38, No. 
34, pp. 65-76



Key Takeaways

• Strategy is not a plan, objectives, vision,  budgeting, 
yearly etc

• Experiences are key – the service profit chain

• Behaviour change for members does not happen in 
weeks

• Member journeys require deliberate execution which 
requires a cultural shift for most operators 



THANK YOU

Q&A

Contact: Robert@watsongym.co.uk
+852 90132532 

Hong Kong 
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