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INTRODUCTION: 
HOW TO USE THIS SUCCESS KIT
The passion for helping people lead a healthy lifestyle drives many gym owners into the 

business. However, as with most entrepreneurs, they realize that the day-to-day issues 

they face require time, money, and more time. In fact, a study done by the UK-based firm 

Penelope showed that entrepreneurs work 63 percent more hours per week.

For those running and growing a fitness business, days are spent searching for new 

members, communicating with those leads, billing them once they sign on the dotted line, 

and keeping them happy so they do not move on. Oh, there is also dealing with vendors, 

maintaining staff, repairing equipment, and cleaning the occasional spill and overflowing 

toilet. Wouldn’t it be great to push a button and have the business run itself?

Though that idea may be a bit far-fetched (especially with the plumbing issues), with a 

solid strategy and the right software tools, having your health club run on autopilot may 

not be as impossible as it may seem at first blush.

In this success kit, you’ll get an in-depth look—including worksheets and checklists—to 

help you run your sales, marketing, retention, and billing with little more than a push of a 

button after putting the right strategy and software 

in place.

WE’VE BROKEN THIS KIT INTO THREE MAIN SECTIONS: 
SALES LEAD MANAGEMENT, CUSTOMER RETENTION, 
AND STAFF MANAGEMENT. THESE ARE THE KEY 
AREAS WE OFTEN SEE CLUBS LIKE YOURS HAVE THE 
MOST ROOM TO OPTIMIZE.
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We’ve broken this kit into three main sections: Sales Lead Management, Customer Retention, 

and Staff Management. These are the key areas we often see clubs like yours have the 

most room to optimize. In each section, you’ll find best practices, content ideas, and 

worksheets to help you evaluate your current processes, find the right tools for your club, 

and start seeing more success than ever. 

Let’s get started!



SALES LEAD MANAGEMENT
Leads are the lifeblood of the health club business. Every lead is worth its weight (and 

potential weight loss) in gold. According to the International Health Racquet and 

Sportsclub Association (IHRSA), the acquisition cost of every member averages $119.

However, too often those leads are lost in the shuffle of day-to-day operations, especially 

at smaller clubs where the owner often doubles as the sales manager—or even the lone 

salesperson. That is why a solid lead management plan and system is essential to 

converting those hard-won leads into paying members.

Leads come from a myriad of sources, both online and offline, for health clubs. Some 

clubs still use traditional routes such as lead boxes, health fairs, and advertising in 

newspapers and local radio and TV—and, if clubs are excelling with their current members, 

referrals. Increasingly, clubs are finding that leads are coming from the Internet as health 

clubs slowly embrace inbound marketing tactics. This online marketing strategy centers 

around methods to attract visitors, convert them into leads, and close them as customers. 

To this end, clubs have started using newsletters, blogs, social media, and downloadable 

content as key components of their marketing strategy—and sales teams are juggling 

more leads than ever. 

However, a lead is only as good as the 

follow-up from membership sales. 

Whether it is a lost paper entry at a 

health fair or a newsletter sign-up that 

doesn’t receive a follow-up, many leads 

are not contacted—as many as 27 

percent, according to research from 

InsideSales.com. That is too much missed 

opportunity that adds up to wasted time 

and money to generate leads that go 

nowhere.
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One of the best ways to manage these leads—and reduce lost leads—is through sophisticated 

yet easy-to-use lead management software. Instead of paper-based (or Excel-based) lead 

management, specialized software incorporates a database system that holds all lead infor-

mation, helps sales teams track leads through their buying process, and can ultimately help 

sales reps close leads more effectively and efficiently. 

So what makes a great lead management tool? The short answer: one that saves you time 

and money when it comes to turning leads into paying health club members.

When leads first come into your system, although we’d like them to be eager to join, they 

usually aren’t ready. In fact, according to research from Gleanster, even when it comes to 

qualified leads, more than 50 percent are not ready to buy on the day they first convert. That 

equates to many people who will need much contact from you and your sales team.

However, you’ll want more than just a list of leads. You want your system to help you and your 

staff manage leads on autopilot (that is the goal we started this e-book with). To do that, you’ll 

need a sales and lead management system that’s a little more intelligent than the days of 

Excel sheets to track calls. The following checklist highlights the essentials of any lead 

management system you’ll want to bring in to help your sales process run almost on its own.
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Checklist: Essentials for Evaluating Lead Management Features in Health Club Software
Evaluating software is never easy. Knowing your business and making sure the company you 

work with knows your business is important so that there is a good fit and robust features 

specific to your needs as a fitness center. Here are the key characteristics a solution should 

include:

Understands the fitness industry

Works with smaller, independent businesses—not just the big guys

Effectively gets new leads into your prospect database

Never has data issues that result in lead loss

Tracks which lead sources have the best ROI

Engages prospects immediately with email and SMS

Provides your sales staffers with whom to call (and when) each day when they log in

Follows up automatically to improve consult show rates

Keeps old leads in play months or even years later

Tracks show-set-close rates to hold staff accountable

Standardizes sales presentations—makes it easy for your staff to close new business

KNOWING YOUR BUSINESS AND MAKING SURE 
THE COMPANY YOU WORK WITH KNOWS YOUR 
BUSINESS IS IMPORTANT SO THAT THERE IS A GOOD 
FIT AND ROBUST FEATURES SPECIFIC TO YOUR 
NEEDS AS A FITNESS CENTER.



EMAIL MARKETING AND 
LEAD NURTURING
Although generating and effectively managing leads is important, how your marketing 

team communicates with them is vital to leading them through the buyer’s journey until 

they eventually sign up for membership.
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Though the dream scenario is to have a prospective member walk into your club with 

shiny, white sneakers and a credit card, that is not something that happens every day. As 

shown earlier, 50 percent of your leads will not be ready to join the first time they make 

contact with your club. That is why communicating with them from the beginning is so 

important, as is continuing those communications for as long as it takes to get them to 

join.

So, how do you do this? Often, through a 

two-pronged approach of marketing 

emails and lead nurturing campaigns.

Wait, aren’t those the same things? Well, 

not quite.

At its roots, email marketing involves 

creating a single email with content to be 

sent one time to grab the attention of a 

single audience, whether broad or specific.

These emails can be effective for specific 

promotions or for targeting a certain 

group, but too often, emails are sent to 

the largest possible list, with broad 

content. You might have heard someone 

say they are “blasting” a list. Though
cheaper than traditional advertising, this shotgun-like approach is barely more targeted 

and successful than a typical newspaper ad.

Lead nurturing, on the other hand, is a little more personal and long-term.
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In a nutshell, lead nurturing for fitness leads—and all leads, for that matter—is the 

process of building relationships with buyers as they move through the sales funnel and at 

every point in the buyer's journey: The steps they take when they are first researching 

their problem (how to get in shape), deciding how to solve that problem (Work out at 

home? Download an app? Join a gym?), and then choosing the right solution to meet 

their needs (Which gym is on my way home from work? Which locations are more cost 

effective? Who has personal training?). When that process is incorporated into 

longer-term nurturing (sometimes called “drip”) campaigns, your marketing messages can 

speak to your leads to the close of the sale.

Lead nurturing is the next step of email marketing. According to a study from Marketing 

Sherpa, targeted email results in a 208 percent higher conversion rate than batched email 

blasts that send the same message to everyone.

So what does that mean for your business? The short answer is more members.

Research from analytics company Kissmetrics showed that 79 percent of marketing leads 

never (yup, never) converted to sales. The reason for that: poor (or a total lack of) lead 

nurturing.

Of course, lead nurturing is not a quick fix to getting a sale. You may be “talking” to your 

leads for quite some time before they make the decision that your health club is the best 

place for them to reach their goals. In fact, early in the process, they may not even know 

what their goals may be—or even that they need a goal.

This is where your marketing content comes into play. A good lead nurturing program will 

deliver content that mirrors the decision process of potential members. In the early stage, it 

lets them know that they have a problem (losing weight, gaining muscle, training for a 

marathon, and so on). Later in the buyer’s journey, leads will be given information that will 

help them evaluate ways to solve that problem. Finally, your content will show them that 

your club is the best place with the best staff to help them solve that problem or reach 

that goal, thus leading to a membership purchase.

THIS IS WHERE YOUR MARKETING CONTENT COMES 
INTO PLAY.
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Quick Reference: Types Of Content For Each Stage of a Typical Member’s Journey
Awareness Phase

Content at the awareness, or beginning, phase of the buyer’s journey should speak to solving 

problems. Awareness content helps you attract new visitors to your website—people who 

have never heard about you before. This content educates prospects about their need for your 

services, and because the content is coming from you, your expertise in the fitness industry will 

become apparent. Content to create includes:

Consideration and Evaluation Phase
At this stage, your leads are now actively looking to solve their problems, which your content 

should speak to. In effect, your consideration content should walk leads through how to 

choose the right gym to reach their goals. At this stage, it’s good to include:

BLOGS WORKOUT VIDEOS EXERCISE TIPS

EVALUATION
CHECKLISTS

COMPARISON GUIDES MEMBER 
SUCCESS STORIES

NUTRITION TIPS FITNESS NEWSLETTER DOWNLOADABLE
WORKOUT GUIDES
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Decision and Intent Stage
Now that leads know they have a need and that you are the fitness expert to fill that need, 

bring them into the club with a direct incentive. Here are suggested offers to include in nurturing 

campaigns for this stage:

FREE TRIAL WEEK CLASS DEMO OFFER FITNESS SCREENING

FREE PERSONAL
TRAINING SESSION

DISCOUNT COUPON

Checklist: Essential Software Features for Lead Nurturing and Emails
All these marketing messages needing to go out to the right customer at the right time sounds 

like extra work, right? Not if you get them running on autopilot with the right software. When 

you’re selecting software for your club, look for a solution that:

Integrates lead management

Allows you to automate and schedule nurturing campaigns

Tracks emails and delivers analytic reports

 Segments your lists

 Is CAN-SPAM compliant

 Integrates with customer relationship management (CRM) software

 Is branded and customizable



Worksheet: Building Lead Nurturing Campaigns
Even on autopilot, it helps to have a map of where you want your lead nurturing campaign to 

take your business and your prospect. Take some time to fill out this worksheet to help map 

content for each campaign to ensure you are delivering the content that gets those results.

What is the goal of this campaign?
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Build AWARENESS of an issue or need

Help those aware of an issue with EVALUATION of answers to those issues or needs

Convince them to choose your health club to PURCHASE the answer to their issues 
or needs

What kind of content does this campaign need?

Email:

The key to successful nurturing is having content that matches every phase of the buying cycle. 

Although you may not think of yourself as a content company, in today’s business climate, 

every business needs to produce content that educates, entertains, and entices. However, even 

the greatest of books starts with an idea. 

Below, list three ideas for each piece of content for the campaign goal you’re planning (remember 

not every type of content fits every goal). Don’t worry, you’re not being graded, and you can 

always change your ideas later—the important thing is to get them down.

1

2

3

Blog Posts:

1

2

3

Videos:

1

2

3

Incentive/Offer:

1

2

3



CUSTOMER RETENTION
Though we often think of acquiring and nurturing leads as the end of the sales process, 

for health clubs, customer retention and happiness is equally as important and should be 

part of a club owner’s autopilot plans.

Fitness Owner's Success Kit: The Tools You Need to Run Your Gym on Autopilot 12

Not only are loyal members cheaper to keep than finding new ones, but on average they 

also deliver 23 percent more revenue and profitability than customers who don’t have 

loyalty to a business, according to Access Development, a loyalty and rewards company.

Fortunately, adding customer retention programs takes little more than tweaking the email 

and lead nurturing strategies you use for your leads. By tracking your members’ milestones, 

you can now send retention emails that help build the bond with your members and keep 

them coming back to you despite a sale from the big box club or boutique studio down 

the street.

Just by sending an email to wish members a happy birthday, membership anniversary, or 

achievement, you can solidify the relationship online that you and your staff worked so 

hard to build offline. Add to that email a perk such as a guest pass or discount on 

services, or even ask for referrals (with a prize to entice your member to send in a friend 

or family member), and you’ll see the extra benefits. If done well, you are not only retaining 

your current member, but are potentially selling additional services and acquiring new 

members for far less than the $119 industry average.

Use the following worksheet to help you create the customer retention content to help 

you build solid relationships.
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Worksheet: Mapping Customer Retention Content
The key to customer retention is building a relationship with customers that goes beyond just 

having space for them to run on a treadmill or take a class. By incorporating a member retention 

plan into your nurturing software, you can more easily turn those members into fans.

Below, think of ways you can use nurturing to touch members for milestones. We’ve provided 

some examples to help you get started:

Upon joining

1

2

3

4

5

After initial intake (email results, text offering a discount on training)

1

2

3

One-month anniversary

1

2

3

4

5

Email a welcome letter

Text a reminder about free personal training sessions

Email: Set an appointment to review fitness assessment results

Send a text offering discounted personal training sessions

For low-attending members, send an incentive offer to get them to come back in

For higher-attending members, send a “Great Job” email
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Purchases personal training (thank you email; their trainer’s bio; what to expect)

1

2

3

4

5

6

One-year anniversary (email an anniversary poem; give them a “gift”)

1

2

3

4

5

Birthday (email a coupon for a free service; send an invite to bring their “party” to the club with guest passes)

1

2

3

4

5

Email: Thank you for signing up

Email: What to expect at your training session

Email: Trainer’s bio and contact information

Email: Anniversary gift (gym swag, free training session)

Offer an updated fitness assessment

Email: Free service coupon

Email: Bring your “party” to the club with a free guest pass
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STAFF MANAGEMENT
Be it front desk, sales, housekeeping, or fitness, you invest a great deal into hiring the 

best people for the job. However, once you hire them, you may still find yourself losing 

valuable hours to schedule, book, and assign daily tasks to them. Though you must keep 

your club running and your members happy by having your staffers where they should be 

and doing what they should do, if it is taking your energy from growing the business, you 

may need to put scheduling and task management of your staff on autopilot as well.

With the correct systems and software in place, it will not matter whether you have a 

staff of 1 or 100 because you will find yourself managing less and working on the 

business more.

Much like a lead management system can help your sales team build a relationship 

with future members while ensuring they are aware of daily tasks, a sound member 

management system can help your front desk and administration quickly and effectively 

manage your members, boost revenues, and increase retention.

After you and the front desk, your fitness staffers are the “face” of your club. However, 

they need organization and management help as well—especially if they are responsible 

for selling and booking training sessions. Again, choose software that allows trainers to 

communicate with clients, provides them with notices of upcoming appointments and 

expiring packages, and can help them not only help their clients reach their goals, but 

also help the department reach—and often exceed—its revenue goals as well.

 
Putting your club on autopilot may seem too good to be true. However, by incorporating 

best practices and the right system, the club can better run itself while you focus on 

growing the business.

PUTTING YOUR CLUB ON AUTOPILOT MAY SEEM TOO 
GOOD TO BE TRUE.
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Checklist: Essential Staff Management Features in Gym Management Software

Staff management is integrated with lead and member management. 

Staff can communicate with clients to send appointment reminders, expiring packages, 
and so on. 

Back office features, such as collections, billing, and renewals, are automated.

Internal staff communication tools are included.

Staff can move away from paper-based management practices.



NEXT STEPS
As the owner of a fitness business, putting your gym management on autopilot can be 

tremendously appealing: It helps you run your business more efficiently while ensuring no 

one “drops the ball.” Plus, you get more time for what you love: fitness. 

Ready to see how you can run your club on autopilot? Use these tools to help you 

evaluate gym management software providers, and don’t forget to request a demo of 

ClubReady today!

REQUEST A DEMO

Sources:
http://blog.accessdevelopment.com/index.php/2013/11/the-ultimate-collection-of-loyalty-statistics 

https://blog.kissmetrics.com/effective-sales-process/?wide=1

http://cdn1.hubspot.com/hub/53/archive/lead-management-blueprint/the_definitive_blueprint_for_lead_management.pdf

https://www.clubready.com/sales.asp

http://www.ihrsa.org/financial-operations-research/

http://www.insidesales.com/insider/responseaudit/sales-lead-follow-up-test/ 

https://www.marketingsherpa.com/article/case-study/208-higher-conversion-rate-targeted

http://realbusiness.co.uk/article/22838-entrepreneurs-work-63-longer-than-average-workers

http://www.clubready.club/demo

