SRE

-

G




20 | CONTENTS

MEDIA

B GCGymZvsCen/Z
B Whoare Gym Z?
B Switching off, to switch on

B Inthegym

B Outside the gym
B Thevalue of Gym Z

B ‘Zooming' in on our Gym Zs




MMMMM

=




ZO | DRIVING UK
OM | MEMBERSHIP

“‘Cym memberships in the UK
increased by 6.1% in 2024
reaching 11.5m members.

This has been driven by Gen Z
once again, with those aged
between 16-34 more likely to
be a current member. For
young consumers, a gym
membership has become an
essential rather than a “nice
to have”.

- UK Active
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LATEST NEWS

Gym beats pub for Gen Zers
when it comes to socialising, finds

Change Culture Tech Style Exclusives GenZ MNewsletters Focalda’ta’ researCh for The Gym

Group

G)ms AI‘C Helping Gell Z FC el News Opinion Sport | Culture Lifestyle e
Back In Control — I Get It

Listen to this article now

Gen Zis flooding the UK’s gyms, according to

new research. 11.5million people aged 16 and
over now have a gym membership, which is a
record high and an increase of 1.6million people o ” = 7
since 2022. It works out as 1 in 6 people I gO there lnStead Of gOlng OUt :
attending the gym. Honestly, none of this is why a gym s the place to be for
surprising to me as a Gen Z-millenial cusp gym UK's gen Z
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N . - By Kath Hudson 08 Oct 2024
One in six Gen Zers now subscribe to a gym

membership in the UK. A desire for physical fitness
isn’t the only reason why.

Guinness or gains? More young people are choosing the latter than you'd expect.

A record 11.5 million people aged 16 and over are now subscribed to a gym in the
UK, according to UKActive’s latest report. The key demographic behind the boom,
is Gen Z.

This cohort has may labels, not all of them with positive connotations, but the
‘fittest generation’ is undoubtedly one to be proud of. Is it born entirely of self-
care and a desire to be physically fit, though, or is that narrative perhaps a little

embellished? More young people are choosing the gym over the pub Credit: The Gym Group
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Fitness and friendship

combine for Gen Z as more
than a third view working
out as a way to socialise

Copy link O

Health

® Asurvey from The Gym Group highlights the rising
importance of fitness and exercise, alongside the
growing role of working out as a social activity,
amongst 18-24-year-olds
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Whilst this generation are grouped together and generalised as one audience, the
behavioural differences between Gen Zs and Gym Zs are stark.

Gym Z Non-Gym Z

GCym Z are those committed Non-Gym Z are those who
to going to the gym at least don't go to the gym (or
once a week (including classes) with any regularity

classes)
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2
OM WHO AREE;Y-M—Z-' Self-assured

(0
Ambitious 84 /0
say they're confident in

their abilities
VS. 62% of non-Gym Z
say when they visit the
gym, they're focussed on

specific goals

Growth mindset /

7%

51%
say wealth and financial success

: vs. 35% of
are very important to them non-Gym Z “I'm a glass half

vs. 45% of non-Gym Z full sort of person”




ydo THEY'RE AFELUENT AND MOST
OM WORK FULL TIME

ECymZ mNon-GymZ
Compared to

non-Gym Z, Gym Z: 60%

Employed full-time

m Are older (44% aged 25-

28 vs. 24% of non-Gym Z) Employed part-time

m Are of a higher social

grade (80% ABCI1 vs. 57%
of non-Gym Z)

Student in full time education
Student in part time
B Are based more education

frequently in Greater
London (40% vs. 15%) Self-employed or contractor

Not currently employed

Housemaker
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GCym Z are focused on their
financial and career success
alongside their health and
wellness goals.

WHAT'S IMPORTANT TO THEM?

Non-Gym Z

1

Career success

Health and
wellness

Wealth/financial
success

Connecting with
my community

Popularity and
having a wide
social circle

Fame/being

admired by
others

89%

89%

88%

79%

66%

63%

1

Career success

Wealth/financial
success

Health and
wellnhess

Connecting with
my community

Popularity and
having a wide
social circle

Fame/being
admired by
others

72%

71%

71%

41%

30%

22%
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ZO | WANT TO GO,
OM | NOT HAVE TO GO

VAN

love exercising and are
always looking for more
opportunities to do so

% who enjoy each type of exercise

79% Working out in a gym
72% Attending classes at a gym

o .
68 /o Attending non-gym classes <<<
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GCym Z feel the positive mental effects of
working out more so than non-Gym Z.
After a workout...

90%

feel happier and more
positive
vs 60% non-Gym Z

87%

have a better outlook
on life
vs 60% non-Gym Z
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INn a positive mindset, consumers are...

40%

more likely to be
receptive to advertising

15%

more likely to follow
up on advertising

Source: Yahoo, Receptivity of Emotions study, (2017)
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ZO | SWITCHING OFF, TO
OM | swITCH ON

Cym Z are more ‘online’ than the rest of their age group
outside of the gym, but they're using their gym time as
a digital detox.

62% 77%

say going to the gym is a pay more attention to
way for them to their surroundings when
disconnect from social they spend less time

media and the internet online

Do Not Disturb

Silence all notifications

Gym [»

Personal
urn off work, fo ny

Work

Get things done
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Gym Z rely heavily on social media for health & fithess

inspiration; this presents an omnichannel opportunity for

brands utilising social media alongside our OOH
network, fully priming and engaging with this valuable

audience.

S54%

Getting workout ideas

91% 51%

Following workout videos

use social media in BOO/
: : o
relation to exercise

Posting my workouts online —
sharing with friends/family

vs 55% of non-Gym Z

24%

Posting my workouts online —
publicly

14%

Using message boards

< Posts

livegood.channel
love this cheesy sprout pasta bake &% @ ... more
18 December 2023

livegood.channel
J7 Sunset Exotic - Jingle Jangle Bells

12 days of workouts
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Weekdays

Weekends

B ul6s m16-20 m21-24 m25-28

53%

47%

29%

26% 27%

21%21%
17%.197018%

14%139%13%
8% 7%
20, [ 3% 3%

Before 7am 7-9am 9am-12pm 12-2pm 2-5pm 5-7pm 7-9pm After 9pm
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29 | FOOD & DRINK
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Even outside of the gym, Gym Z put a lot of time and effort in to supporting their fitness journey
when it comes to nutrition.

What do Gym Z buy to support their fithess journey?

80% Energy drinks 54%
“| put time into researching Vitamins 52%
what food and drink is available ) )
Protein drinks 45%

\ to support my journey”

Supplements

Protein bars and snacks

\
80% Protein-enriched foods

“Il am willing to spend more Protein powders
money on food and drink that

. : , Electrolyte drinks
supports my fitness journey j

Energy gels
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This commitment translates to what they wear in the gym too.

Favourite gymwear brands among Gym Z

\
76% Nike 48% Under Armour 12%
(o}

GCym Shark 16%
“I notice brands other people

\ in the gym are wearing”

SL

Lululemon 8%

7% | >
0 67%

“I like to look good in the

\_ gym” “| follow the latest athletic _
fashion trends” J Adidas 36%

Puma 13%
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Where are Gym Z spending their money?

4 -
X
4 B3

Health & Wellness /

Beauty Fitness
£100.50 £1035.17
vs. £40.74 from vs. £32.77 from

non-Gym Z non-Gym Z

*How much do you think you spend on each of these categories each month? Mean spend

ZZZZ~

Entertainment

£91.39

vs. £53.01 from
non-Gym Z
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Gym Z’'s behaviour immediately after visiting the gym

36% 37% 51%
did grocery did non-grocery went out for food/drink
shopping post-gym shopping post-gym post-gym
26% 24% 24% 25% 25%

Grocery shop in-  Grocery shop online Online shop (non- High street shop on  Go to café/ coffee Gotoapub/bar Gooutforamealin Getfastfood/a
store (top-up or grocery) the high street bar a restaurant takeaway
main shop)



29 | LOYALTY

MEDIA

Gym Z are fiercely loyal to their favourite brands. Whilst this serves existing popular brands among
Gym Z well already, this is also an opportunity to break-through to this audience and become a
non-negotiable purchase for them.

35% extremely loyal

86%

are loyal to their
favourite brands
Vs 59% of non-Gym Z
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ZO | TRUSTED & RELEVANT
OM | ADVERTISING

% of Gym Z who agree that...

27% neutral

There are usually brands that | like
advertising in the gym

68%

feel more positive
towards brands
advertising in

the gym Advertising in the gym feels more relevant
70%
to me than other places
| am more likely to recommend brands that 69%
advertise in the gym than in other places °

Advertising in the gym is high-quality 71%
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Not only do they value our advertising,
when they're in the zone, they're paying
attention to it.

71%

pay attention to
advertising in the gym

69%

notice advertising more
when they're in the zone at
the gym




20 DON'T
OM UNDERESTIMATE
GYM Z

e

Gym Z are confident, self-assured and have a
growth mindset. Not only do they love the gym,
but they're receptive to advertising in the gym
environment. They trust brands that advertise in
gyms and are more likely to notice advertising
when they're in the zone on the gym floor.

When compared to their non-gym going
counterparts in Gen Z, they are more affluent and
willing to spend across all categories, especially
wellness and fithess. Appealing to the Gym Z
audience is key for in-gym advertising.
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When it comes down to those who spend time in the gym, Gym Z and Millennials aren’t as
different as you first might think.

Gym Z Gym M

Want to attain a

specific physique Positive outlook Want to aka gym-going
manage weight Millennials
Attitudes to
exercise

Use more media in the
gym (music, podcasts,
social media)

Attitudes to social Want to reduce social
media media use

In-gym behaviour

Heavier use of Attitudes to gym
Snapchat & fashion & nutrition

TikTok

Heavier Facebook
users
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Gym M report visiting the gym for
health reasons at higher levels,
perhaps because they're more
aware of the aging process. They're
also visiting the gym more to
reduce stress, potentially more of
an indicator of the stresses of
increased age and responsibility.

However, when it comes to the
main reasons for the generations
visiting the gym, these are pretty in
line regardless of age group.

GYM M IN THE GYM

For stronger muscles and bones
To boost my self-esteem

To improve my mood

To attain a specific physique/figure
To reduce stress

Weight management

For better cardiovascular health
For fun

To use equipment | don't have at home
To meet new people

To get professional guidance

To spend time with my friends

To get out of my house

To spend time alone

To train for a specific event

BCymZ BGym M
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