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To get the best out of the day  
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Transforming people’s working lives 

A bit about ME 
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Agenda  

  

 

 

The best ever January Marketing Campaign! 

  

10.00   Arrival & Coffee    -- 

10.20  Introduction – ‘The all-important January campaign’ CC 

10.30  Targeting prospects     WJ 

11.00  Benefits of targeted data    CC 

11.30  What do you offer?     CC 

12.00  Lunch     -- 

12.30  Making it happen    WJ 

13.30  Maximising your team and facilities   CC 

14.00  Converting prospects    CC 

14.30  Retaining new members    GG  

15.00  Wrap up and close    --  
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Introduction - why Jan? 
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Why do people come in Jan? 



The Best  

January Membership Campaign 

Ever! 

Ways to target new January members 
 

Will Jones 
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A bit about me – Will Jones 
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Introduction 

• Who do you normally target to become a 

new member? 
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The Process 

• Segmentation, Targeting, Positioning 
• Customer based, not product based approach 
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Ways to segment 

• Geographic 
• Where a potential new member lives 

• Demographic 
• A combination of: age, gender, income, education, etc 

• Psychographic 
• Often called ‘lifestyle’ segmentation - activities, 

interests etc 

• Behavioural 
• Based on customer behaviour towards products – eg 

new years resolutions 
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Geographic Segmentation 

 

• Use Cascade3d Analytics – postcode sector 
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Geographic Segmentation 

• Use MS Map Point 
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Demographic Segmentation 

 

• Use Cascade3d Analytics – Live Members 

Report 
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Demographic Segmentation 

 

• Use Sport England Segmentation Tool 
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Demographic Segmentation 

 

• Use Sport England Segmentation Tool 
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Demographic Segmentation 

 

• Cascade3d Sport England Segmentation 

Report 
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Demographic Segmentation 

 

• Cascade3d Sport England Segmentation 

Report 
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Lifestyle Segmentation 

 

• Use Cascade3d Analytics – Live Members 

Report 

 
Live Members 

Fitness Casual Swim Staff Corporate
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Lifestyle Segmentation 

 

• Use Cascade3d Analytics – Live Members 

Report 
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Behavioural Segmentation 
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Behavioural Segmentation 

• Use Cascade3d Analytics 
• Cancelled / Expired  Members Report 
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Targeting - the easy bit 

– Geographic Segments 

– Closest, most affluent, take on the competition? 

– Demographic Segments 

– Closest match to your facilities, most affluent? 

– Lifestyle Segments 

– High usage, health conscious, related activities? 

– Behaviour Segments 

• Long serving ex members, joined during last promotion? 



The Best  

January Membership 

Campaign Ever! 

Ways to target new January members 
 

Will Jones 
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Benefits of targeted data 
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Be careful 
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Preparing data - what could 

go wrong? 
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Do you need to do an offer or 

simply communicate? 
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Competitor analysis  

• What do your competitors offer? 

• When do you mystery shop? 

 

 

 

 

 
• Send all new staff to visit other sites and feedback? 

• Get on prospect lists - they will communicate with you? 
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How are you going to 

communicate this offer? 
     Email marketing 

 3.1bn email users 

 Social sharing buttons increase click through by 158%  
 (Frost & Sullivan 2010, Slick Text) 

SMS marketing 
 98% of text messages are read 
 22% of emails 
 29% of tweets 
 12% of Facebook posts 
 (Frost & Sullivan 2010, Slick Text) 

 

      Direct Mail 
 56% of people welcome mail that gives them useful information 

 44% of UK adults have acted upon direct mail 
 (Royal mail march 2013) 
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What's in the offer 

Feel 
1st  Think 

2nd 

5 times 
Faster 

Study from Harvard business school 
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Emotional vs Rational  
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What else do you need to 

consider? 
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Lunch 



The Best  

January Membership 

Campaign Ever! 

Making It Happen! 
 

Will Jones 
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Introduction 

• Making it happen 
– Decide on January target 

– Plan campaigns to achieve target 

– Deliver campaigns with team 

– Monitor and evaluate 

 

• There is only one January 
– A good January provides the growth for the next 12 

months 

– A bad January… 
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1. Targeted new member campaign 

• Using segmented data approach 
• top 5 post code sectors 

• top 5 Sport England segments 

 

• Cascade3d data file 
• Casual members 

• Prospective members 

• Remove members 

• Remove duplicates 
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1. Targeted new member campaign 

• Communication examples: 

 

• Ben & Chloe 
• should respond well to text 

• Tim & Philip 
• should respond well to email 

• Roger & Joy 
• should respond well to print 
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1. Targeted new member campaign 

• Add personalisation to communications 

• Right offer, right images, right words 



 
 
 

61234 ex-members  

• Start with Cascade3d Analytics 
• Cancelled / Expired  Members Report 

2. Ex-member campaign 



 
 
 

Removed 
children 

Ex-member campaign GOOD 

DATA! 
Certain 
Membership 
groups removed, 
GP ref, offers, etc 

Only selected 
members who 
stayed for more 
than 3 months 

24,538 target customers 
Higher return Less Cost 
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2. Ex-member campaign 

• Need to have a good offer to get ex-members back 
• Better than new member campaign? 

 

• Prioritisation  
• Email first 

• Then text 

• Finally print 

 

• Be creative and grab attention! 
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2. Ex-member campaign 
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2. Ex-member campaign 
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3. Referral campaign 

• Principles of referral campaign: 

 

• Value 
• value of guest pass 

• Exclusivity 
• only for new members 

• Timeliness 
• limited offer 
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3. Referral campaign 

• Offer one – high visit members 
 

• Value 
• one friend joins = one month free 

• Exclusivity 
• because you are doing fantastic 

• Timeliness 
• 48 hour offer, start of week 2 
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3. Referral campaign 

• Offer two – low visit members 
 

• Value 
• free pass for a friend worth £20 

• Exclusivity 
• because you are new and we care 

• Timeliness 
• 48 hour offer, start of week 2 
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3. Referral campaign 
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4. Casual Upgrade Campaign 

• Use Cascade3d Analytics to identify 
• High visit casual members 

• Select home post code 

• Select age group 

 

• High visit rate may drop off 
• Communicate when rate is high 

• Don’t loose to competition 
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5. Swim School Promotion 

• Another healthy New Years resolution 
• Run alongside gym membership promotion 

• Cross sell to family members 

 

• New Swim School Members 
• Targeted Marketing Campaign 

• Ex-Swim School Member Campaign 

• Referral Campaign 

• Casual Upgrade Campaign 
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5. Swim School Promotion 
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Monitoring and reporting 

• Regular reporting 
• Track targets 

• Respond to performance 

• Return on marketing investment 
• Measure success 

• Perfect campaigns for next time 
• Highest impact vs budget 

• Improve data capture 
• Bounced emails etc 
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Monitoring and reporting 
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Thank you… 

• Any questions? 
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The Best  
January Membership 

Campaign Ever! 

Making It Happen! 

 

Will Jones 



Bringing data to life 

Getting the team ready! 
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First impressions 

How do you speak to your 
customers? 



Bringing data to life 

What refresher training is 

needed for fitness? 
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What refresher training is 

needed for front of house? 
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Is this launched to all? 
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Concentrating on conversion  

Overcoming 
objections 

Needs 
Analysis 

Product 
Knowledge 
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Sales strategy 

Lead Generation & Appointment 
Setting 

Meet & Greet 

Build Rapport 

Needs Analysis 

How We Help…. What do we offer 

Club Tour By Zone 

Engagement 

Handle Objections 

Follow Up 

Outreach  
In reach 
Apt Setting 

Introduce Self 
Guest Card & Pre Q 
Set the Scene 

Basic Open Questions 
Who, When, Where, How, Why & Why 

Exercise History 
Imagine the Future 
Goal Choice 

5 Key Stepping Stones 
4 Paths Available 
Journey Tools & Services  

Cardio, Nutrition, Group Fitness, 
Resistance, Supplement, Support 

Summarise Choices 
2 most popular memberships 

Hear it out, feed it back, Question, Answer, 
Confirm, Re-Close 

Product 
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Product knowledge 

• Were do we start? 

 

• How to test your staff? 

 

• Ask them what % they would give themselves on 
product knowledge? 
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Simply ask 10 questions 
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Breakdown product training 
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Features and benefits 
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Identify class benefits 
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How well do you capture 

data? 
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Now you have the data, 

what next? 
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Needs analysis 
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Probing 
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How to make it stick 
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Sales assessments 
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Observational checklists 
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Standards documents 
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Objections 



Strategies to keep your 
members motivated 
and maximise member revenue 

Guy Griffiths 
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Comms Systems 

People 

Good 
Efficacy 

Great  

Retention 
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New member Ongoing 

Absent Ex-member 
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New Member 
Communications Journey 

Welcome Message 
Day 1 Day 13 

Check in: 
You’re doing great! 

sms 

Welcome to  
Jim’s Gym 

email 

Encourage: 
Can we help? 

sms 

> x visits 

< x visits Motivate: 
Suggest review? 

email 

Congratulate: 
Month 1 complete 

email 

Day 30 
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 Gym ‘induction’ 

 Min 1 visit per week 

 Min 6 visits 

 Attend min 1 class 

 New members survey 

 Follow / check-in 

 Use your guest pass 

Zero to Hero  
First 30 days: 
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Absent Member 
Communications Journey 

Welcome Message Absent 21 days Absent 27 days 

We miss you  
at Jim’s Gym 

sms 

Where have you 
been? 

email 

Wish you were 
here… 

postcard 

Absent 36 days 

Great to have  
you back! 

same 
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Case Study: Return on Messages 
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Case Study: Messages & Effect 

SMS 

email 

post 
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Oliver Brown  

(Director @ Crow Wood) 

Regular visits ensure 
members become 
socialised into the 
fabric of the club 

SAS helps us to 
ensure all of our 

members stay active 

Also a sales tool 
to show prospects 

they’ll get extra 
encouragement 
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Summary 

Comms Systems 

People 

SMS 

email 

post 

New member Ongoing 

Absent Ex-member 



Do you want to try SAS? 

• You need… 
• Have Cascade3d 

Communicate installed 

• Operate multi-sites 

• 1,000+ members/site 

• Register interest today 
(available to 5 clients) 

• We’re offering… 
• New & absent comms 

• SMS & email sends 
included (<500/mth/site) 

• Postcard print options 

• 3 months (Oct-Dec 14) 
for £250 per site 
{usually £250/month} 
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THANK YOU 

 

QUESTIONS? 

 
ggfit.com/downloads 

 
 

http://www.ggfit.com/downloads
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Recap from today and where 

can Cascade3d help!  

  

 

 

  

Targeting prospects   Sport England Segmentation, Reports Training, Direct Marketing 

   Campaign   

Benefits of targeted data  As above 

What do you offer?   Marketing Planning day  

Making it happen  Communicate 

Maximising your team and facilities Customer Care FOH, Improving Interactions (Fitness) Leadership

   Time & Task Course   

Converting prospects  Sales training, Day 1 setting up the tools you need,  

   Day 2 Setting up the course to match your needs 

   Day 3 Delivery of course (with teaching points)   

Retaining new members  GG Fit Offer, Improving Interactions    
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Next actions 

• On Thursday 9th October I will have 30 min booking slots 
available from 9.30am to 5pm. 

 

• What time would you like? 

 

• What area can we help you with? 


