The Next
Fithess
consumer

Insights and strategiesfor
motivating the consumer’sreturn
to health clubs and gyms.

Prepared by C|le' intel

nnnnnnnnnnnnnnnnnnnnn

July 2021

Sponsored by




Table of Contents

Acknowledgements
Background and Objectives

Methodology and Disclaimer

The Summary - Key Findings

The Active Consumer Profile

The Active Consumer Fitness Mix

Consumer Usage of the Big-Box Gym

Personal Exercise Regimen: Programs, Services and Training

Motivating Factors Influencing Active Lifestyles

About ABC Fitness Solutions
About The IHRSA Foundation
About ClubIntel

14
25
42
52
56

64
65
66



| continue to be amazed by the partnership and comingtogether of the entire fitness community.
We have seen tremendousinnovation from clubs asthey rethink their strategyinresponseto a
shiftin members’ expectations. This, paired with the positive new member jointrendswe are
seeing in the ABC Fitness Solutions portfolio has us incredibly optimisticabout whatisto come for
our industry.

ACknOWI edgements While there are positive indicators for us and the fitnessindustry atlarge, there remain

unanswered questions regardingthe shiftin consumer motivation for fitness:

ABC FItneSS SOIUtlonS * How have consumers’fitness routines changed since the pandemic?

» Are consumers meeting their health and fitness goals?
» What motivates consumersto workout?

% » What will motivate them to returnto a normal fitness routinethat will involve returning to a
n O club?
™ 8; » Where are they working out and where arethey spending moneyon health and fitness?
>
C E(_:)I These unanswered questions were the motivation behind whatwe are deliveringto youtoday. In
TR partnership with Clubintel and the IHRSA Foundation, we worked together to curate questions that

would provide the answersto our industry’s most pressing questions and re-enforcement of our
collective needtoinnovate for whatis next.

We are pleasedto bring you “The Next Fitness Consumer Report”where inside you will find the
trends and data pointsthatwe hope will help ignite creativityand redefine innovation for the
future of fitness.

All the best,

Bill Davis
President & CEO
ABC Fitness Solutions



Welcome
IHRSA Foundation

Alongside ABC Fitness Solutions and Clublntel, the IHRSA Foundationis pleased to present“The
Next Fitness Consumer.” This report examines the exercise motivations and preferences of fitness
consumers post-pandemic and beyond.

As you will soon read, fitnessistop of mind among Americans as nearly two-thirds report
exercisingregularly. The benefits of regular exercise is the number one motivator for physical
activity, while maintainingand improving mental wellness ranks second asthe most popular
fitness goal. Consumers getactive using a variety of outlets. Exercising outdoors,inthe gym, at
home, and on the go with mobile appsall comprise the ecosystem of the active consumer.

While this surge in demand for fitnessis encouraging, opportunities remain for the industry to
meet the physical activity needs of some consumers. Consistent exerciseis a challenge for parents
as adults with at least one child athome accountforonly 34% of active consumers. Also,only 44%
of disabled personsindicate being active, buta separate 40% reportinterestinregular exercise.

We hope the following insights will help industry professionals and business operators better
understand the next fitness consumer as well as potential consumers. May the report facilitate
discussion and strategy around notonly re-engaging members, butalso serving new prospects
seeking the health benefits of regular exercise.

The IHRSA Foundation



Background and Objectives

Background

With the COVID-19 pandemic creating significant disruption within the health and fitness club industry throughout most of 2020 and into 2021,
government mandated health club/gym closures, restricted access,and consumer health safetyfears have all combined to engender significant
lossesin member usage and membership resignations. As health clubs begin to reopen, a concerted effortto re-engage consumer usage will be
paramountto the future success of the industry. IHRSA Foundation, and its sponsor ABC Fitness Solutions, wish to understand the underlying
motivations of human behaviorthatwill be barriersto and opportunities for building marketing and communications,and programmingthat will

appealto consumer’'s mindsetto motivate trial, usage and membership matriculation.

Study Objectives
To profile pre-pandemicand current exercise behaviorto include workoutregimen, monthly expenditures, and effectiveness of workout.
Measure marketshare of big-box gym members andtheir consumer’sinteractions.
Prioritize elements within the fitness club experience that will encourage membersto return post-pandemic.

Define changesin active consumer’s fitness regimen mix pre-pandemic and currently; measure importance of each as it'srelated to the
consumer’s overall workout routine.

Measure both behavioral and cognitive (mental)influencesthat may impact/encourage exercise motivation inthe gym/with a club.

* Behavioralwillinclude factorsthat may be obstacles inthe physical and/orsocial environments.

« Cognitive(mental) will include factors thatare influenced by beliefs and attitudes (goals, outcome expectations, outcome value, and/or self-

efficacy (confidence)).

Profile consumersto determine unique differencesthat may exist between consumer segments (geographic, gender, generational).



Methodology and Disclaimer

Methodology

1

In June 2021, survey participants were recruited for this study using a series of screening questions to qualify a highly targeted profile of “active’
consumers. This study reflectsthose who are ages 18 and older, and who are currently exercising, working out or staying active. The study also
capturedresponses from consumers who stated they were not active but had aninterestin doing so. If a consumer was not currently active and
had no interest, they were disqualified from the study. The study captured 2,113 qualified consumer responsesvia anonline survey within major

U.S. marketsandacrossall U.S.regions. The study was administered in collaboration with Dynata,aninternational research panel firm.

Disclaimer

The statistical information contained in this reportisrepresentative of the individualsresponding to this survey. All reasonable efforts were taken
by Clublntel to assure data comparability within the scope and limitations of the reporting process. However, the data contained in this reportis
not necessarilybased onthird-party audited data. The statistical validity of any given number varies depending upon sample sizesand the amount
of consistency amongresponsesforany data point. The data in this survey is representative of the sentiments reported by the targeted

respondents.

Clublntel, The IHRSA Foundation and ABC Fitness Solutions therefore, make no representations or warranties with respectto the results of this
study and shall not be liable to clients oranyone else forany information inaccuracies, or errors or omissions in content, regardless of the cause of
such inaccuracy, error or omission.In no eventshall Clublntel, The IHRSA Foundation or ABC Fitness Solutions be liable for any consequential

damages.



“You can't yuse an Ol maR
explore a newworld”

Albert Einstein

The Summary
of Key FIindings

The conceptof changeisinevitable,asseen with this pastyear’s
disruption of the COVID pandemic. The impact has been farreaching,
necessitating proverbial changes everyindustryand every consumer will
have to contemplate.We are anindustry that has witnessed first-hand the
magnitude of interruption a health crisis caninflict with unexpected
closures, the cancellations of clientsand members, re-imaging, re-
branding, re-opening, and significantchangesin consumer behavior and
attitudes.

Albert Einstein eloquently stated, “You can'tuse an old map to explore a
new world.” Asour new world emerges, understanding these shifts with
the consumeris paramountto the rebirth and growth of anindustry we
have all poured our heartsand soulsin to. This study reveals the latest
and dynamic behaviors, beliefs,and motivators of The Next Fitness
Consumer beyond traditional demographics. The insights presented in
this reportwill inform how we as operatorswithinthe health and fitness
industry must deliver a personalized and curated member experience

with our offerings, programming, and communications.

How canwe continueto innovate and anticipate the evolving wants and
needs of those who haveinterestin living an active, healthylifestyle? This
reportshows us that by delivering the Total Fitness Experience wherever

fitnessis consumed, is the only way forward.



Twothirds of Americans believe
they are currently active.
Indication that fithess is defined as
broader than just physical exercise,
and inclusive of mental health and
acuity

The pandemic has accelerated a pre-covid trend of increasing interest in health
and fitness. The majority of Americans believe they are currently living an active
lifestyle (66%); indicating that consumers have broaden their definition of health

and wellness. This is also evident when examining overall motivation.

While being active isthe number one goal for consumers (46%), mental wellbeing
ranks second (35%), and weight loss ranks third (32%). Improving mental acuity
ranks fourth as an extrinsic fitness motivator, closely behind the top three
perceived exercise rewards of feeling good, the sense of accomplishment, and

improved physical appearance.

It’s no secret, the next fitness consumer is aware of the mental and cognitive
benefits of regular exercise. Club operators should educate the staff, particularly
fitness professionals, on how exercise benefits mental health and cognition. Also,
consider implementing initiatives promoting the mental wellness benefits of

physical activity as a supplement to your regular programming.

There is still a significant segment who are interested in exercising but are not
currently active (25%). There are only 9% of Americans who indicate they do not

work outand are notinterested in being active.

The inactive segment who has an interest in working out represents an opportunity
for fitness businesses and professionals. Understanding and addressing their
attitudes, motivations, and barriers towards working outis critical to successfully

shifting their current behaviors in favor of becoming active.



Outdoor activities, digital/online
workouts are here to stay. Deliver
fitness where they are.

Despite growing fithess awareness,

regular exercise may be a privilege
of the welloff, highlighting the
need of the fitness industry to
overcome barriers of inequity.

As consumers gradually return to their gyms and studios, home and online fitness
engagement continues. Relative to pre-COVID, active consumers increased usage
of free online workouts (+15%), at-home fitness equipment (+13%), and other
digital exercise programs (+8%); use of at-home workoutoptions now exceed that
of health clubs and fitness studios. Outdoor exercise participation continues to

lead the category, up further 7% since the pandemic started.

In-person gym and studio usage is down by single-digit percentage points (-8%
and -5%, respectively). Club operators that have employed a hybrid approach to
fitness delivery via live or on-demand workouts can benefit from the staying power
of home and online fitness. Digital fitness content can be an effective pre-sales

tool as a trial offer and/or a standalone membership option.

The use of at-home digital has been an effective source for improving the active
consumers level of fitness and is integral toward achieving their fitness goals.
Delivering the Total Fitness Experience is not aboutthe “or” but rather the “and”:
convincing the at-home user to returnto and/oruse brick-and-mortar gyms will
require clear messaging on the benefits and value proposition of what gyms have

to offer thatis complementary or adds value to their at-home regimen.

Americans from household incomes of at least $150,000 a year are more likely to
be active than those from households with an income of less than $50,000 (78% vs
59%). Nearly one-third (31%) of Americans from the lowestincome group
observed do not work out but are interested in regular activity. Full-time
employees and retirees have higher rates of physical activity at 71% and 76 %,

respectively.

Unemployed and disabled workers have the lowest rate of working out at 53% and
44%. Among the disabled, 40% that do not exercise are interested in getting
active. This interest ranks highest among all demographic groups observed in the
report, providing fitness businesses with an opportunity to build programs and
offerings inclusive to individuals with disabilities.



The fitness club and studios will
remain the gdo hub of active
consumers.

Among those who previously
canceled their membership at big

box gyms, half say they plan on
returning in the next 612 months.

Four of the five most relevant exercise modalities among active consumers are
featured in the vast majority of big box gyms and fitness studios. Cardio
equipmenttraining, flexibility/stretching, free-weight training, equipment-based

exercise classes, and health/wellness coaching round outthe top 5.

The exercise preferences of active consumers attest to the gyms and studios as the
go-to hubs of fitness and wellness. As you re-engage members and attract new
prospects, keep the attractions of your clubsupgraded regularly, in working order,
andin compliance with safety guidelines. The next fitness consumer values what
fitness what fitness clubs have to offer and is poised to engage with gyms and

studios now and in the future.

Although the pandemic negatively impacted membership numbers with
unprecedented cancellations, 49% of those who cancelled are eager to rejoin their
health/fitness clubs. With the previously mentioned reduction in monthly
expenditures, affordability and convenience are key drivers for their decisions to
join. Additionally, these individuals are looking for a more welcoming and less

intimidating atmosphere atthe gym.



Relative to active men, active women are less likely to have resumed in-person
fitness activities since the pandemic started. Women are more likely to utilize free

The pandemlc haS aﬁ:ected the online workouts (63% of all active consumers), premium digital fitness content

(59%), and at-home fié;ess equipment (55%)in comparison with studios (53%)and

ﬁ N e X t F e ma I e F I t hQa/tec/(Sbséyms(ll o).O\che/Senu'emre/ikg/thusea health club/gym
d | f f eren t | y t h a 53%) rstﬁogélﬁ%) anNe@ury(dl{/ta/f/thfamlenté7%)orfreeon/me

orkodts (

Fitness Consumer. o Males ar e

Leverage the fitness universe of the active woman. Pre-pandemic, IHRSA’s Health

more ||ke|y to have returned tO Club Consumer Report showed that women utilized a variety of in-club attractions,
including exercise classesand training equipment, while men favored fitness

brICk'and'rnortar ClUbS, Whlle equipment and sports amenities. According to a separate study by the Physical
females may be more ||ke|y to Activity Council, three of the five fitness activities that were the largest gainers

over the pandemic, yoga (+7.8%), Pilates (+7.2%), and dance/choreographed

engage |n dlgltal and .abme exercise (+5%) skew towards women.

fltneSS_ Use online delivery to showcase yourstar yoga instructors, standout dance
classes, or topnotch Pilates equipment. If this approach doesn’t reel in active
females to your club in-person, it may help your business attract new digital-only
members.



The new active Gen Z consumer
values fun and the sense of
accomplishment from regular
exercise, along with the expertise
and accountabillity of fithess
coaching.

PostCOVID, the active Millennial
consumer has pexip demand for
iInclub fitness. The health benefits
and confidence boost associated
with working out rank high as
motivators.

The majority of Gen Z consumers (18-24 years old) reportbeing active (59%),
while a separate 31% indicate interestin regularexercise. Active Gen Z'ers are
slowly returning to brick and mortaras their share of gym and studio usage is
down relative to pre-pandemic at-1% and -7%, respectively. But their exercise

motivators and regimen preferences bode well for fitness clubs.

The 18-24 age group inherently enjoys exercise as the element of “fun”ranks high
as an intrinsic motivator. The sense of accomplishment ranks first as an extrinsic
motivator for exercising. Generation Z has also increased in-person personal
training usage pre-pandemic (+3%). The youngest adult active consumer also
values premium coaching, is committed to regular exercise, and actually takes
delight in staying active. Make sure your fitness coaches can match this

enthusiasm with high-level expertise and accountability techniques.

Nearly two-thirds of Millennialsindicate being active (64%), the second highestof
observed age groups. More than one out of four Millennials do not work out but
are interested in getting started (27%). Consistent with older age groups, the
health benefits of regular exercise rank high as an intrinsic motivator, while

building self confidence is the number one extrinsic motivator.

Morethan one-third of active consumers that use a gym/health club are
Millennials, up four percentage points priorto the pandemic (36% vs 32%). Nearly
half of active consumers that use a studio are Millennials (48% vs 40% pre-
pandemic). A notable segment of Millennials continue to use free and premium

digital fitness content, accounting for 44 % of all active consumers.

Millennials are the bread and butter of the fitness club industry and more likely

than any other generational group to belong to a health club, gym, or studio. They
also likely expecttheir fitness club to offer digital fitness content. Meet their needs
with live and on-demand exercise classes and programs that mirrorthe experience

and feel of your club or studio.



Approximately 63% of Generation X consumersindicated being active. Only
engagement with studios (-4%) and sports activities (-2%) declined significantly

among this age group.
The exercise reglmen Of Relative to younger cohorts, Generation X (48%)was more likely to spend less
o e : than $25 per month on their exercise regimen. A little over a decade removed
Generation X remained relatively | Seree ceace |
fromthe Great Recession, Generation X is no stranger to the financial uncertainty
Stable throughout the pandem|c’ associated with economic downturns, a by-product of the pandemic. Balancing

potential layoffs and pay reductions against home responsibilities of childcare and

bUt they were more Ilkely to trade eldercare, Gen X may have had to cut back on fitness spending.

down than thelr younger The good news is that for the generation that grew up with the rise of brick-and-
Counterparts mortar fitness, exercise is an essential and enjoyable outlet. The long-term

benefits of regular exercise and feel-good endorphinsrank high as motivators
among Gen X. At-home fitness saw a boost of 2% and gym usage dipped by only
2%, providing traditional health clubs an opportunity to use remote exercise plans

and equipment sales to re-engage the active Gen X'er.

More than 71% of active consumers between the ages of 56 and 65 and 80% over
the age of 65 reported being active. Participation in sports(+4%)and free online
fitness content (+3%) were the greatest gainersamong active Boomers. Their

share of studio usage also grew slightly by 1%.

The most pricesensitive of all age | ‘ |
. Pre and post-pandemic, Boomers were more likely than any other generation to
groups’ the actlve Boomer+ Values invest less than $25 per month in exercise expenditures (66% pre vs 75% post).
fltness more Now than aver. Understandably, the health benefits of staying active rank the highest as a

motivator in comparison with other age groups.

A high-touch group, the Boomer’s uptick in sports participation and studio usage
highlights the importance of in-person social interactions. Fitness club operators
can meet this need by emphasizing the social aspects of the club and providing

small group exercise workshops focused on a sports activity or discipline.

Also, Boomers’increased market share of free online fitness over the pandemic
indicates a market for digital content. Consider offering freemium flexibility, yoga,
and strength training classes targeting the needs of the older consumer, along

with educational seniorfitness/active aging workshops.
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The Active Consumer Profile

00 53% of active

| Y ) consumers are
()
2302 ];ig::le’ 25to 55 years
gender split old

\ ' 66% of consumers are currently /

exercising, working out or
staying active in some regard .o

80% of those
ages 66+ are
eeo0o0000 gctive

' 51% of active

consumers are
married; 25%
are single

25% are not active, but have an
interest in doing so

™~

o Among men,
66% of actives 71% are active
consumers do compared to
not have children 63% of women

at home

66% of active
consumers have
incomes of less
than $100k; 32%
with less than
$50k

)

ﬁ 51% of active
consumers are

- employed full time;
19% are retirees

o
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The Active Consumer Fithess Mix

Post-pandemic " Summer goals 446%just
growth of free online want to be active

fitness 29%, +15 ppt

AN

0 K
S of_consumers use at 78% on track to meet goals
home fitness equipment L
#1 exercise regimen _
remains outside fithess Among those not met_atlng .
49% have purchased at- 43%, +7 ppts goals, 65% state motivation is
home equipment (10% reason

have spent more than
$1000)

58% spend less than $25 a

Usage of health clubs/big - month on exercise
' box gyms 17%, -8 ppt expenditures, +5 ppt

Usage of studios 14%, -5 ppt M Workout frequency has
grown post -pandemic




Having a beach body is not the Summer
priority for most.

As the Summer months approach,
most just want to continue living an
active lifestyle; nearly half of active
consumers have set goalsto remain
active throughoutthe Summer season.
In addition, maintaining/improving
mental health, relieving stress and
losing weight round out the top
priorities.

FITNESS GOALS FOR THE SUMMER
(% OF MULFCHOICE AMONG THOSE WHO ARE ACTIVE)

TO LOSE WEIGHT TO BE IN TO BE ACTIVE NONE OF THE
VACATION/BEACH MAINTAIN/IMPROVIEAINTAIN/IMPROVE ABOVE
SHAPE MENTAL SHAPE FOR
HEALTH/STRESS ATHLETIC SPORT
RELIEF



RegardleSS of workout ON TRACK TO MEET FITNESS GOALS BY

modality, most active WORKOUT MODALITY
(% YES AMONG ACTIVE CONSUMERYS)
consumers feel they are on
track to meet their fithess HEALTH CLUB/BIEDX G Y 84
goaIS' AT-HOME FITNESS EQUIPMENT 79
. 82
Goals have been met slightly R
stronger for those who FREE ONLINE FITNESS 77
exercise at: N -
Health Clubs/Big-Box Gyms
SPORTS ACTIVITIES/LEAGUES 84
Digital-only programs
Studios OUTSIDE FITNESS 80
Sports Activities/Leagues
IN-PERSON PERSONAL TRAINING 83

In-person Personal Training



Changes in monthly exercise expenditurespgmdemic versus current) has seen polarizing affects.

Monthly expenses have shifted up in the lessthan $25 segment and shifted downin the $25-$74 category,
while slight shifts upward are seenin the $150+ expenditure categories. Although, half of the active
consumers have not purchased at-home equipment, the others have done so. About40% of the active

consumers spent lessthe $1000 and about 10% have spentmore than a $1000.

MONTHLY EXERCISE EXPENDITURES EXPENDITURES FORHOME
INCLUDES THE COSTS OF MONTHLY DUES, PERSONAL EQU|P|\/|ENT IN PAST 12 MONTHS
TRAINING FEES, DIGITAL FITNESS SUBSCRIPTIONS, 0
CLASS FEES, ETC. (% AMONG THOSE WHO ARE ACTIVE)
(% AMONG THOSE WHO ARE ACTIVE)

51
58
53
19
10 10
2 3 3 4 NONE, LESS THA#251-$500 $501- $1001- $1501- MORE THAN
HAVE NOT $250 $1000 $1500 $2000 $2000
PURCHASED
LESS THANS25-$49 $50-$74 $75 TO $9%$100-$149$150-$199 $200 OR EQUIPMENT

$25 MORE IN THE

PAST 12

Pre-Covid Pandemic = Currently MONTHS



Consumer
Usage of the
BigBox Gym




Consumer Usage of the EBgx Gym

i

34% of active users are

current members

40% of current
members have
joined in pastyear

60% are core users
(between 4x and
12x a month)

65% workout on
own in the gym

T~

55% of non-members
have never been
members

52% of those never
being a member,
are just not
interested in ever
joining

T~

Among past members,
40% canceled within
last year

Among past members,
effectiveness of
workouts has slipped
slightly (36% less
effective)

449% state not
confident the
pandemic is under
control as reason for
not rejoining yet

49% state they plan
to rejoin within next
six to twelve
months; 54% -
affordability is key to
rejoining



The range of equipment, amenities and variety of workouts were the top functional elements that

triggered past members to join.

Of note, and on a more psychological level, past members also used the gym experience as a means for getting out of the

house, a routine (discipline) for exercising and stronger motivation.

Of those who canceled and have notreturned since gyms/health clubs have started re  -opening, the majority still have

lingering concern of the pandemic not being under control.

REASONS FOR JOINING GYM/HEALTH
CLUB

(% MULTICHOICE AMONG THOSE WHO ARE ACTIVE AND
CANCELED MEMBERSHIP)

FOR THE RANGE OF EQUIP M s 53
THE AMENITIES AVAILABLE AT A G /| 5

TO GET OUT OF THE HO Usssi= 43

THE VARIETY OF WORKOUTS | CAX e /|()

THE ROUTINE OF GOING TO THE Geivivk 38
IT'S MORE MOTIVATING TO W OR ROsi——— 35
| WORKOUT HARDER AT A G Yaivk 31

TO WORKOUT WITH OTHER P E O eis——— )"/
TO WORKOUT WITH A P ER S O\wie— ) (§

| SEE MORE RESULTS WITH AXCrivisiy 24

CONVENIENCE/LOCATION OF THE FA Chimlify— ) 3
FOR SOCIAL INTERACT | Cunm—— 7))

THE ABILITY TO CHALLENGE M X$iinmm— 1/

FOR ACCOUNTABI L | Ty—— ] G

FOR THE SENSE OF COMM U Ny | G

TO GET GUIDANCE FROM F|TX S-S |5

REASONS FOR NOT JOINING
GYM/HEALTH CLUB SINCEGHENING

(% MULTICHOICE AMONG THOSE WHO ARE ACTIVE AND
CANCELED MEMBERSHIP)

NOT CONFIDENT THE COY9DP ANDEMIC
IS SUFFICIENTLY UNDER CONTROL I_
MARKET/REGION TO WARRANT 44
RETURNING

MY WORK/LIFE BALANCE HAS CHANGED

AND IT IS NO LONGER CONVENIENT NN 08
ME TO DO SO

I'VE ADOPTED AN ALTERNATIVE OPTION

AND CURRENTLY NO LONGER NEE NN 5
HEALTH CLUB FACILITY

MY CURRENT FINANCIAL SITUATION HAS

CHANGED AND CANNOT AFFORD A CENIIINNENENNNNN 0/
MEMBERSHIP

MY PREFERRED CLUB/GYM I-_ 14
PERMANENTLY CLOSED

THE AMENITIES FORMERLY AVAILABLE
HAVE CHANGED OR ARE NO LONdEEEE 8
AVAILABLE



Good news, among those who previously canceled their membershijpatgyins, half say they plan on
returning.

Again, affordability and convenience are key drivers for their decisions to join. Additionally, these individuals are looking for
a more welcoming and less intimidating atmosphere at the gym.

PLANNING TO REJOIN YOUR GYM OR A

NEW BIGBOX GYM IN NEXT SIX TO MOST IMPORTANT FACTORS TO
TWELVE MONTHS ENCOURAGE JOINING A GYM
(% YES AMONG THOSE WHO ARE ACTIVE AND (% AMONG THOSE WHO ARE ACTIVE AND CANCELED

CANCELED MEMBERSHIP) MEMBERSHIP)

MAKE MEMBERSHIP MORE AFFOR D/ 54
49

CONVENIENCE/LOCATION OF THE FACb 38

TO MY ROUTINE AND LIFESTYLE
MAKE IT MORE WELCOMING (OR Lh 25
INTIMIDATING) FOR PEOPLE LIKE

WHEN/IF MY CURRENT ROUTINE IS % 19
HELPING ME MEET MY FITNESS GO

PROVIDE A DIGITAL FITNESS MEMBERSHIP
SO | CAN TRY OUT CLASSES AND TRAINEREEENE 16
ON MY OWN AS A TRIAL TO SEE IF KLIKE

HAVE EQUIPMENT AND EXERCISE OPTIONS
YES MORE ACCESSIBLETO PEOPLE WITIHIEEEN 12
DISABILITIES



Personal Exercise
Regimens:
Programs, Services
and Training



