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# CHALLENGE: COMPETITION
HAS DRAMATICALLY INCREASED

|
Low cost Q uuuuuuu
-
e Erimess
BASICHT D Traditional
SBSE = ‘@)
Local LA[FITNESS Q%Y

NS
SOULCYCLE  BOOTCAMP -
=

Srangetheory
& r TN E S S

i R
Boutiques e
T

High end

LESMILLS



LESMILLS



MIDTONWN

ATHLETIC CLUE

HIGH END-—
IS GETTING -,
HIGHER === —



L

W)
)y’ﬂf-l

[L



. , LESMILLS



| 1‘-‘9

#2 Enﬁhl

OF ALL PAYIN ., ‘- f—
FOR FI
MILLENNI Ra 7

§

Source: Les Mills Global Consumer Fitness Survey 2019
1



NEW JOINERS DEMOGRAPHICS

LMNZ Jan 2015 - May 2017 O/
under 30 years old

24.48%
23.76%

20

15

10 11.14%

8.62%
5 5.99%
3'280 g ‘o o o
N

of joiners are

14.14%

0.392%

15-19 20-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69

Total

Average gym member age is ~40 but few people join after age 35

Source: Les Mills Gyms NZ and is based on a membership of 58,000 members.
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#3 CHALLENGE:

EXPLOSIVE
DIGITAL ,
DISRUPTION |

Peloton, Nike Training Club, Kayla Itsines
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THE GOOD NEWS: = |
FITNESS CONTINUES TO GR

OF TOTAL ADULT
POPULATION ATTE

GYM OF
“FABILI
pn.
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Source: Les Mills Global onsu‘mer?Fimess’ Survey 2019 )
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THE BAD NEWS:
DECREASING SHARE (

ALTERNATIVES TO N
PURPOSE F!

Source: Les Mills Global Consumer Fitness Survey 2019 \



AND DECREASING
SHARE OF WALLET o

OF THOSE WHO ARE MULTI-
PURPOSE MEMBERS ARE ALSO
PAYING TO DO GYM ACTIVITIES
ELSEWHERE*

MULTI-PURPOSE BOUTIQUE

Average spend per month*

Source: *Les Mills Global Consumer Fitness Survey 2019, +Mintel Health & Fitness Clubs 2017.
Monthly spend - USA Market. IHRSA Boutique Studio Phenomenon 2016 LESM"—LE















WE ARE IN
MOTIVATIO
BUSINESS



MOTIVATION COMES
IN MANY FORMS

 EXPERIENTIAL SPACES
« COMPETITION / GOALS
« RESULTS

« COOL BRANDS/FOMO

«  MUSIC AND VIDEO

EDUCATION

ENJOYABLE EXERCISE
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HOW DO WE
MEASURE MOTIVATION?

1. Attendance

This is the most important metric in our
industry but it remains one of the least
measured.

2. Frequency
How often your members come to
your club.
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THE MORE OFTEN THEY COME,
THE LONGER THEY STAY 10 Ve

6-9 YEARS

2-5 YEARS

<1 YEAR

VISITS PER WEEK IS YOUR
TIPPING POINT — MEMBERS
WHO COME MORE OFTEN STAY
WITH YOU FOR LONGER

Average health-club visits per week by tenure

Source: IHRSA Member Retention Report 2013 LESM"—LE



MOST MEMBERS DON'T
COME OFTEN ENOUGH

1.9 667 43%

visits per week use their club fewer use it less than
than 1.9x per week 1x per week

Source: IHRSA 2016 Health Club Consumer Report LEEM"—LE



GROUP FITNESS HAS HUGE
MOTIVATION

PARTICIPANTS IN QUALITY GX |
ATTEND 34ATIMESIPER WEEK [
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GX ATTENDANCE
DRIVES RETENTION,
ACQUISITION-AND PRICE

Retention Acquisition Price
Les Mills GX users 95% of Les Mills Les Mills users have higher
stay 36 Months* attendees refer people* value perception of their club*
Source: Exploring trends in LES MILLS™ class attendance and the impact of attendance on membership metrics Les Mills LESM"_LS

& UK active Research Institute® Base: All live memberships. + Les Mills Global Consumer Fitness Survey 2019



WHAT ABOUT PERSONAL
AND SMALL GROUP
TRAINING?
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Small group training - 4%

Personal training - 10%
LESMILLS
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THE ANSWER

GROUP |
FITNESS
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WORKOUTS /
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.
THE PURPOSE OF THE GYM

INDUSTRY IS MAKING PEOPLE
FALL IN LOVE WITH FITNESS.
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HOW DO WE
DO THAT?
WHAT ARE WE
HERE FOR?
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MEPEMOKIAL S

KEY PLAY #1
!

CREATEA
SCOREBOARD -

R ..._‘52“,‘

* Create short-term and long-term o
attendance goals with your team

* Use latest technology to count eve
class :

* Analyze results to drive better d




RECRUIT. "
WINNING PLAYERS

* Identifying ‘A’ players
* Where to find them eq kUten

* Successfully recruiting them
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motivational theory
. \ A& §
« Five ways to motivate your team
% \ {@
 Being a coach who cares
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KEY PLAY #4
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KEYSPLAY #3

PLAY YOUR - 7
‘A TEAM

. Schedule more of your best instructors
. Schedule more of your best programs

3. Maximize your timetable for new embers

and future trends A 4

4. Extend your timetable with Virtual a at= '

home
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KEY PLAY #6

BUILD A?ﬁ

* Optimize studlo size Rt
+ Design experiential studlos ‘{' R
* Build functional studlds £ 48



KEY-PLAY #1

Marketing your mstruﬁﬂ* -

Educatlrlg your. merqberiship c
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DESIGN A WINNING =
GAME PLAN :

* Define your GX goals
* Write your GX game plan O
* Review and report each quarter s
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LES MILLS CLUBS, NZ = © @ =© ﬁ
OVER A DECADE WE IMPLEMENTED THESE oo =@l =
KEY PLAYS AT LES MILLS AUCl&JAND crrY g ENE
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Al -
RESULTS i
]
Membership price increased frqg §1 7NZD perymonth -
to $110 per month over 10 years =1 N
Membership numbers inc r'%asgcﬂ'iwapprpxlmaimﬁég% el




WE HAVE ALSO SEEN THESE: =
KEY PLAYS WORKFOR -
CLUBS AROUND THE WORLD =

CASE STUDIES TO FOLLOW...
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WE ARE WARRIORS IN TH
BATTLE AGAINST INACTIVIT |

AND OVER-CON l)MPTIUNLz
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CREATING LIFE-MIA#Q‘G
EXPERIENCES EVERY TIME,
EVERYWHERE. ONE CLASS /AT A
TIME, ONE PARTICIPANT AT A T
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WHAT DO YOU
WANT T0 GET
OUT OF THE NEXT
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