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Hans Muench, profile

e Canadian born, German passport
* Worked / lived in 7 countries on 3 continents
* Based in Switzerland since 2014
* MBA International Business
e |HRSA Director for 12 years (Intl., Europe)
* Worked on club (single, chain) and
supplier sides (Life Fitness, Nautilus, Virtuagym
* Education company experience - lectured 5
years in the MBA program of the German
University for Health and Prevention; NASM
* Public Speaker
e Author trade articles in several markets
(DE, IT, ES, US, CH, AT)
* Happy Traveller
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.  EMAIL: hans@hans-muench.com
CONTACT « TEL.+41-77-975-5180



Learnings from Covid

*Digital transformation: temporary or permanent changes
of habits?

*Sales and retention processes
*Staffing: tasks, responsibilities, interaction with clients
*Innovation (services outside the club)

*Dividing the membership as a whole into subsets, based
on interest and needs (also on ability and interest to pay)



Self-critical examination of strengths and
weaknesses during Covid-19 and after re-opening

*NPS (members)

*Staff Survey

*Client outreach and interaction
*Pricing

*New products, services and offers aimed at target groups
(segmentation of current, former and potential members)

*Data and evidence-based changes to the product and delivery



Benchmarking

* Digital transformation, including Al (in Sales and retention processes)

* Programming (Fitness Club Success, UK)

* PT and variations (SGPT), Gymternships (NASM)

* Examples leading edge around the world

 Software systems, compatability

* Hybrid membership models (streaming, at home, on demand / live, outdoor)
* Unbundling, club in club i.e. boxing, Martial Arts, EMS

* Nutrition (add-on programs, including food and counseling)

e Recovery (Cryotherapy, massage-live and devices i.e. Kreuzritter, Hyperice)
* Examples Sats (Mirror), Lifetime-Apple Fitness+ tie up, BasicFit

* Online shop

* Community/ies (Conqueror, MyVirtualMission - New Zealand)



Henrik Gockel

Co-Founder, Prime Time Fitness
IHRSA European Council member

Discount oder Premium/Boutique
Was kdénnen Betreiber tun?

{Embracing g
i Innovation

HENRIK GOCKEL OF GERMANY'S
PRIME TIME FITNESS REIMAGINES
THE PREMIUM EXPERIENCE

Introducing the - .| IHRSA’s Advocacy
IHRSA SMART Sumigit " 7y Gets Results

SA) The groundbreaking S\ o) Updates on the

global@onference kicks off! -+ latest progress
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CEO Panel

Annie Faltman
Juan Del Rio
MAS

Patrick Mazerot
Martin Seibold




' Bryan
O‘Rourke

s Keynote
' Presentatlo

Adat ACCELERATING INTOTHE
i SUMMIT F UTURE OF F 'TNESS

. o st Bryan’s full

presentation:
https://Inkd.in/djJTQg6N




Example
Golds Gym,
Berlin

Energy
Self-Sufficie

ncy

FITNESS INDUSTRY ls AT AN lNFl.ECTlON
POINTOF OPPORT UNITY
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How does
this affect
your...

- product
- mar ketl N 8 of total worldwide

~ Staff population

of total worIdWIde

- customer population

of total worldwide

j ourn ey population

- .customer 2015 =
interaction LOBAL AGE SHIFT




Where is
Enjoy?
oo

plateau of

7]
[~
L
a Productivity
]
2
X
w

Innovation Trough of

Trigger Disillusionment

el
Time




Doyouknow EN BN W
your customer
expectations?

More of What You Do
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JUST LIKE YOUR LAST WORKOUT MORE HIIT

HIIT with Jamie-Ra
10min - Top Country
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| Fitness+
‘ NEW THIS WEER
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CONSUMEREXPECTATIONS

Time to Walk

OtimetoW...




Behaviour
and Digital
Consumers
across

- devices

- social
media

- financial
products
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Online Activities
rowsing was

observed for all times of day

General L
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Financial Products

Percentage of income invested
in financial producis

Social Media Channels

91% preferred Facebook for
networking P

86%] 81% 63%




One reason
clients
come to us
In person
vs. online

THE VALUE OF EMPATHY




Speed,
Empathy
and
Channels st @

42%. 47%
(»)
24/7 support +12%
44%

Availabilty of preferred 307 32%.
channels
Proactive support +13% 24%‘ 27%

0% 20% 40% 60% 80%

% of surveyed consumers




Which of

these

F | t ness Fitness consumer
archetypés

CO n S u m e r i G mers cluster
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types are

and desire for innovation.
[ ]
. [y 0,
C I u bS ) a n d Passive participant (55%)
Fitness is not a priority for these consumers,
but they may consume filness offerings in

reaction fo an external event. Winning passive
rticipants is about accessibility, relationships,

t .
at which _ :
and emotions management. Passive
participants who develop intrinsic motivations
e V e S for staying fit tend to evolve into one of the
°

¥
i,

around elements
time sensitivity,

other consumer archetypes.

NSEY CONSUMER RESEARCH

MCKI
5-10% ANNUAL GROWTH /MCK.CO/2YUCQ58

radical new offerings.

Traditionalist (11%)

The habitual morning runners, lunghtime
nd evening-class partucnpants.

gymgoers, a :
traditionalists have been following the sameé
routines for years and tend to be among

the last to adopt new offerings. Winning them
is extremely difficult and may require

incremental improvements to something
tamiliar. However, relationships with them pay

off in the long run.

Wellness enthusiast (23%)

Motivated by performance, identity, or
balance, enthusiasts put fitness, nutrition,
and mental and physical well-being front
and center in an effort to achieve holistic
wellness. They view their fitness schedule
as a core part of their happiness and
prioritize itin daily life. They value and

tsee: gut incremental innovations that cate
0 their values but may be skeptical of r

AT,



Which

future
opportunities
are you
addressing?

Spa economy $6398 3702B
Wellness Healthy eating,
tourism nutrition &
weight loss
Personal care,

beauty & anti-aging 35758

Preventive &
personalized
medicine &

public health

$5958 $134B

ss lnstitute Fitness & mind- Wellness real estate
body

E CB/NSI GHTS Source: Giobal Wellne




Trends

(Source

Welltodo, [
UK/Asia CONTENTS “

P5
p16  TREND 2 NEXT-GEN HEALTH TRACKING
p27  TREND 3: PERSONAL CARE BUT MAKE IT WELLNESS

P36  TREND 4: PRECISION NUTRITION
P48  TREND 5: DIVERSIFYING INC LUSIVITY
P58  TREND 6: SERVICE-LED

P68  TREND 7: HOSPITAL AT-HOME

P77 TREND 8: REDUCE, REGENERATE & RESET




Compare
our sector
to real

estate
(dispersion)
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UX:

- Hyper-
Personal

Cpcomes | tdo il 0]

- Strategic

- Omni-
C h anne | Hyper-Personal  Frictionless Strategic Omni-Channel




The Trust
Factor,
User
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Two

Examples
of Micro
and _ ;W;WW;JT
Macro L \‘;g\
Channels

A airbnb ExpeRIENCES
WHAT THE NEW CHANGES

VEAN FOR TOUR & ACTIVITY COMPANIES
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Should
this be
part of our
product
delivery?




Silos are
not the
future




Trust and
loyalt ,
-anlioé «gyilding tru;t 1"15
focus of bigger tha r
tactics — it's you

Jon ,
Nasta’s entire mission.
Retention — Brian Clark

concepts



The MUNE
Model
- Mindset . £FOR]
HOW gL ATED DYV
e s ot ot

- New
1. MINDSET
Jues Impact
see the world, how your va
e eract with and deliver e ouirl = e
expanded into many many options. Transac
tor with platforms

i i asa
ys to create and monetize the business

culture, and how you Int
stakeholders and customers.

the lowest common denomina
enabling the highest value creation.

I S value to employees,
Mindset Is about change. It Is the most important

- Execution

Engines

aspect of success today because It impacts what

people see as possible; Challenges assumptions.

2. USER EXPERIENCE

The experiences brands create for their
employees, customers, and stakeholders are the
key differentiator in a competitive world. Omni-
presence, hyper-personalization, frictionless

commerce, strategic, facilitated, and convenient
are all things that combine to evoke feelings in

humans.

4. EXECUTION ENGINES

The foundation to executing experience in a
sustainable business now requires fundamental
tools : enterprise systems, human capital,
automation, data collection, and machine
intelligence. Without attention to these engines

UX and New Economics cannot work.

ACONTINUAL PROCESS




How has
Enjoy
used the
Pandemic
to
automate
processes?

T budget Wa*
o be spent

ucted by Forrester Consulting on behalf of Kofax, January 2020




I d i DEFINED CUL TURE BUTLITTLE TONO ADOPTION RATE
| 1. High Tumover= Significant Training & Onboarding Cosls
i 2. No Empowerment = Low Employee Engagement
| | 3. Low Productivity = Low Revenue Per Employee
1 ement = Low Loyalty and Low Customer

4, Low Customer Engag
ndations = High Acquisition
m Low Net Promoter Score

OM QUARTILE

Lifetime Value
5, Few to No Customer Recomme,
nsls and Lost Revenue Potential fro

# Costs
SUMMARY. Striving for Service Excellent via Money Investment On
External Forces but Little to No Focus on Internal Culture First

IMpo rtance STATUS QUO

1. Low Turnover = Lower C
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Srfpe pmypeabinie ons = High Acqu
st Revenue Polential from Low Net Promi‘er Sq"holrsemon e
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CULTURE FIRST
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ment and
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stant Onboardin
e Employeé Engagé

INTENSE GROWTH

1. High Turnover = Si

2. Higher productivity from

3. Some Empowerment = Moderat
Thus Minimal Incremental Revenueé Benefit

4. Moderate Customer Engagement = Moderate Loyalty and

Partial Customer Lifetime Value Capture

Few to No Customer Recommendaﬁons = High Acquisition

Costs and Lost Revenué Potential from Low Net Promoter Score

nt in the

gnificant Tr
Con

5.

Wrong Area Equating to High Costs

SUMMARY: Investme




Jon Nasta Presentation Post Covid strategies

discontinuity

decline

. 0’
matunty
L

. .
"fammar®

Performance / Value offering

Effort / Time

Figure 4. Discontinuity brought on by disruption and “jumping the curve™

Source: http://innovisio.blogspot.com/2012/1 2/capturing-opportunity-in-disruption.html




Percent Adopting

People buy benefits, not features
Technology Adoption

“The Chasm”

B >

17%

Innovators Early - Early ! Late E Laggards

Adopters | Majority ; Majority

Driving awareness and utilization is the challenge



Example
Conqueror
Events
(New
Zealand)

90% complete
their
challenges
130.000
strong
Facebook
Community

e B2B2C channel
— seeking POC

partners

SUCCESS

87.2% OF PEOPLE COMPLETE THEIR VIRTUAL CHALLENGE. HERE'S WHY:

1. AWESOME FINISHERS
MEDALS

Each person receives a
beautifully crafted finishers
medal for completing the
challenge.

2. ANY PLACE, ANY
ACTIVITY, ANY TIME

People can participate in a
virtual challenge from any
location around the world,
doing any type of activity.

oA Ry
So =2 3

& s S

3. INTERACTIVE MAP
AND STREET VIEW

Become immersed into the
location of the challenge
by exploring the map and
Streetview as progress is
made along the pathway.

-

-
08 3& 3
:

-
£
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4. PLANT TREES!

We plant a real tree every
time a person reaches 20%,
40%, 60%, 80% and 100% of
their challenge.




Hans Muench
presenting
Business

Models
Post-Pandemic

- Presented by
Hans Muench

www.hans-muench.com

DELIGHTERS
{EY DRIVERS




Sponsor Urban Sports Club (Benjamin Roth)
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Valerie
Bures-Boenstrom

Flow
VAHA
Founder Mrs. Sporty




COn T

uUE . . MY VIRTUAL
ROR Communities o

* Joining people with like interests
* Motivation and platform for sharing, encouragement

* Encouraging interaction
(vs. working out in their own home / outside)

* Individual (The Conqueror), Groups (My Virtual Mission) B
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Natalia Karbasova
Founder of FitTech Summit
Munich, Germany

The traditional fitness industry will blend with #FitTech and #HealthTech in the years to come, with
technology being used to:

generate more data insights,

\'4 create healthy habits,
\'4 engage the users in unprecedented ways (memorable and remarkable-Victor Brick) .

Will the customers get back to traditional gyms? In the short term, many will (at least out of habit and
sense of belonging).

Still, gyms need to embrace #HomeFitness and other digital ways to connect to their (potential)
customers whenever those are.

| also believe gyms need to think about hybrid solutions to make sure they are not being replaced by a
pure home fitness player offering a better experience for the same price.


https://www.linkedin.com/feed/hashtag/?keywords=fittech&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A6835878579801214978
https://www.linkedin.com/feed/hashtag/?keywords=healthtech&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A6835878579801214978
https://www.linkedin.com/feed/hashtag/?keywords=homefitness&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A6835878579801214978
https://www.linkedin.com/in/karbasova?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAAdSJmYBAv7MeSoCf4Z_2Mh30jCKDVYTmhg

Pillars of Club Management, Henrik Gockel
Prime Time Fitness, Germany — 9 clubs

MEMBER SALES TRAINING

MANAGEMENT. . IN THE CLUBS

: : B (e vy feea e
FINANCE || FRANCHISE |\ MANTENANCE |l MARKETING | ’ starr [ corPORATE S| toa INSERNIEECEREE
— - e e - N et et T I i I ey

S e R e S T RS e R




Selling in
the (post)
Covid era:
Example
Prime Time

Fithess

PTF now
entering
Switzerland

SALES

PERSONAL ADVICE

ONEEDS ANALYSIS
v’ ) CLUBTOUR
v/ ) CLOSING

@ POS - VIP LEADS

@ FOLLOW UP

r—_%
RIME =
PTlME 3

ss 3
s =
where else.

11\ \N )

ALV /4
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Personal
Training

Personal Training - Total memberships 2020/2021
E fitness GmbH 9 clubs

fOCUS and PRIME TIM
resu ItS 10— QI
1350
1200 I T L — = 1317
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1001 976 983 1036~ ——""7013 1043
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F i t n e S S Jan20 Maérz  Mai Jul




Prime Time Fithess:
Free content and

selling online PT
- also a tool for
membership
retention

- out of necessity
now a ,virtue”
(here to stay)

HYBRID MODEL

CRISIS MANAGEMENT
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where else.
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It all
begins by
defining

our

purpose,
vision
and
strategy

PRIME TIME fitness - Vision & Strategy

» PRIME TIME fitness is a selection of compact, urban

Performance” health clubs at . PRIME" locations in

larger agglomerations

» PRIME TIME is convenient for its members close to
where members live and/or work
» PRIME TIME fitness work outs are intense and time-

effective
» That's why PTF work outs even fit into busy schedules

» D. h. 85% of the clubs surface is dedicated to training

r—nnml%
5 PRIME £
B fitness
Cp——
where else.

(M




Adapting and embracing technology into
sale

ss - Premium Training

PRIME TIME fitne

v | 4
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Leads, Needs, Closing &
Referrals: Blend the Traditional /3353 ENPA

Membership Sales Approach .
Wlth TOday’S TeChnOIOgy , Traditional sales system

Henrik Gockel Founder & MD
IHRSA SMART SUMMIT 19th of November




Data-based
management
and decision

making:
Example

tracking
leads (Alan

Leach,

Ireland)

HOMEPAGE LEADS JAN 20

OVERVIEW :

M cONTRACTED VALUE
smoc GVALUE
el DAGE
%CONVERSION
%9 coveRALL RESULT

21 -SINCE TODAY




Example
Solinca
Fitness:
segmen-t
ation

ISCIFITNESS

0 ACESSOS 1-3 ACESSOS 4A7 |8A11 12 OU MAIS ACESSOS
Clube M YTD | Var.pp M YTD | var.pp M YTD l var.pp ™M M M YTD | var.pp
P.ODI 8 5% 11% -10% M 14% | 13% 'I 1% 27% 31% 27% 28% -1

Implementation



ustomer
ourney
Mapping:

C Fitness

SMART WI " YOURTYME
MART BOLY s YOUR TIMI

- - SMART MIND « YOUR LEVEL
: MIEARP: ==l masymeans S ) SMART HEALTHY * YOUR SHAPL
L] S SMART YOUNG » YOUR CHALLENCE
| OA | L DA | =

| NEW USER 4 + 4som.

CHOOSE YOUR GOAL 13 sem WHATYOU LIKE 13+ 13413+ 13 + 13sem

t Y

L EXPERIENCEDUSER/QUITTER === = cpm == ==

QOO — 00— O
REA REP REP

WHAT YOU SMS SMS SMS €€ SMs SMS SMSL + WHAT YOU
LIKEII
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Training
Teams Is
Essential
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Customer
Journey
and

Retention




Induction of
new
members

- higher
retention
occurs when
habits are
established
within the
first 42 days

= Duncan Green
Webinar 30.11.21

How it Begins

CUSTOMER JOURNEY B

INDUCTION C 1. PAR-Q
i
R INDUCTION Q
CONCLUDED o 2. MOTIVATIONAL ANALYSIS
8 Guaco ey (R
= uw* m
3. TECHNICAL INDUCTION
NEW MEMBER
f”““‘"" - e bonded ntrm BT o A SSa STRATSCATON U
o s 2
ddg f —
4. BODY COMPOSITION
- INCOMPLETE | |
INDUCTION APPOINTMENT @ - % 3 — A @
@ - INOTBOOKEDI— | l Y 5. WORKOUT AGENDA
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. Interaction to

ISC/IFITNESS

SOFTWARE

. New Member Appears on

Tablet Identified as Such

Reschedule

Induction is Triggered

. Induction is Conducted on

the Software




Rating

Customers

by churn

ri S k a n d Ranking Customers buy:

h e a It h rl S k 1 New Mer.nbers (onboarding)

2. Churn Risk

fa CtO rS . 3. Health Risk Factor

interaction e

factor T

2 chente(s) encontrado(s) =" ‘ e ‘:? e

ISCI
FITNESS



Insights
and

[ ]
l \Ct I O n RETENTI 1. Retention 2. Design Customer 3. Implementation &
ON A \ifecycle Training 4. Monitoring

H O W to Act on the Gathered Insight? ISC/IFITNESS ™S

STRATEGY Customer & Retention Design a customer Implement the tools to Visualize the most
Check up lifecycle aligned with support & maintain relevant indicators
your customer profile your customer for your business

engagement strategy

- \“
b "
- e im—
= \ /.
e -
PROPOSED A e
E
SOLUTION CHURN ANALYTICS IN-CLUB INTERACTIONS OFF-CLUB INTERACTIONS
Proactively retain through All customer data and Automatic customer
automatic detection interaction tracking surveys and direct
of potential churners in one place messaging




Fact-base

d Customer who stay longer
customer
lifetime P

Contract

value

High usage rates
Good physical assessment
Group Fitness

Promoters




Segment-

Risk ISCIFITNESSS
ation of
members
based on FREQUENCY LEVEL
usSage "5 [omy s gepers () (no visits)  + 60 DAYS

A 4 i\ HIGH RISK @ (no visits)  + 30 DAYS
\ 3 MEDIUMRISK @ () (") 1-3visits  LAST 30 DAYS
A2 § LowRIsk YPYYYIOOOO 4-8visits  LAST 30 DAYS

h 1 ACTIVE USERS """'Q' +Gvisits  LAST 30 DAYS



=
L.

ghts from Bernardo Novo
SR

ISC/IFITNES
Some Insights

Higher Frequency Levels ' ey

’ - - 2
90 LA - s -
Group Classes S !\ we emssem ¥ 5 .
Initial Induction 4% 622 .:— -:.'. — ‘ : :
-} ® . -

Loyalty Contract % _Z" . - S
Qlder Clients 50% 0% I I I I ‘ )
LLLIEE | | S

Reasons for Chum

Targeted action results:
v Decrease ol lime spent in the gym

v Less group classes and additional services 60 CHURNERS CONVERTED
STAY LONGER
SLEEPERS

¥ Proximity to the end of contract +7K RETAINED VALUE IN 6 MONTHS (WITH RESIDUAL COSTS)

M ust w glso the most likely 1o ch



Churn
Prediction
(Gonzalo
Artiach,
Decidata-
Spain)

A W =N - ___J . Wl
S ST S S S

Churn prediction

Used Data

Problem
. Lack of knowledge of the reasons Customer Data
Other Service Data

behind a client cancellation
Behavioral Data

. Bad customer experience
. Better terms offered by the Interactions with the company

competence

Results

Ca

roves by 4x the prediction compared to traditional systems of Bl

nacity to adapt and learn fr i '
Pa‘ to adapt and learn from the changes in the behaviour of the clients in the long run

Solution

Based on “random forest”

algorithm

XGBoost algorithm could be
used

A list and the probability of exit
of the clients ordered from high
to low likelihood




Keynote
speaker
Cate
Trotter

(London)

A shift
from-to

How
members
feel

What you The gear
~ provide

Inclusive

Exclusive

/

Anywhere,
anytime,
any
channel

|

One site

A solution

Access



Guy Griffiths,

GG Fit Fitness Health
Club Club
R-PT
Introducing ‘ N
New Members
membership Gym Members Aemote

Coach Memb
models. .. bk

Fitness Club Health Seeker Memberships

VS.
Health Club




Predictor
of

Longer
staying
members
and their
spending
habits

o)
2
| -
o
B
-
7))
S
Lifestyle
~9 Coaching
Personal
Training
- N =n
’ Fitness
Wellbeing J Membership

Score @

Nutrition

Health

Check

AT 3



Research

Supports HEALTH
increased

7/10 adults motivated to make

health healthier choices in 2021*
focus

*PHE survey Jan 2021
5,000 Adults in England

- Exercise more (41%)
- Eat more healthily (40%)
- Lose weight (39%)

Active Lives Survey*

- 700,000 (-1.9%) fewer active adults. &
» 1 million (+2%) more inactive adults

*May 2019-May 2020
Sport England




Plan to Use a Gym/Fitness Studio by EOY 2021
Percent of the Population by Country

Mind Body
Research
pre-Omnicrom /
4th wave

Spain at 31%!

~
*
(»)
(}

Source: PwC Global Consumer Insights Survey



Extending
the
membership
benefits to
outside the
club as
well...the
implied
membership
contract
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The
Retention
Cycle

and
activities
broken
down by
membership
usage

Jtypes”




Member
Journey

mapping:

New Joiner Alan

High tech or
lower tech
(example 360
Fitnhess,
Sweden’s
Text message
system)




Next steps

Reflect
Share / Brainstorm
Prioritize
Get Team behind change
Don‘t be afraid to make mistakes
Celebrate wins




