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The Summary
of Key Findings



Two-thirds of Americans believe 
they are currently active. 

Indication that fitness is defined as 
broader than just physical exercise, 
and inclusive of mental health and 

acuity



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

fitness where they are.

Despite growing fitness awareness, 
regular exercise may be a privilege 
of the well-off, highlighting the 
need of the fitness industry to 
overcome barriers of inequity. 



The fitness club and studios will 
remain the go-to hub of active 

consumers. 

Among those who previously 
canceled their membership at big-
box gyms, half say they plan on 

returning in the next 6-12 months.



The pandemic has affected the 
ñNext Female Fitness Consumerò 
differently than the ñNext Male 
Fitness Consumer.ò Males are 
more likely to have returned to 
brick-and-mortar clubs, while 
females may be more likely to 
engage in digital and at-home 

fitness.



The new active Gen Z consumer 
values fun and the sense of 

accomplishment from regular 
exercise, along with the expertise 

and accountability of fitness 
coaching. 

Post-COVID, the active Millennial 
consumer has pent-up demand for 
in-club fitness. The health benefits 
and confidence boost associated 
with working out rank high as 

motivators.



The exercise regimen of 
Generation X remained relatively 
stable throughout the pandemic, 
but they were more likely to trade 

down than their younger 
counterparts. 

The most price-sensitive of all age 
groups, the active Boomer+ values 

fitness more now than ever. 



The Active 
Consumer 

Profile



The Active Consumer Profile

66% of consumers are currently 
exercising, working out or 
staying active in some regard

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

53% of active 
consumers are 
25 to 55 years 
old

51% female, 
49% male 
gender split

80% of those 
ages 66+ are 
active

Among men, 
71% are active 
compared to 
63% of women

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

51% of active 
consumers are 
employed full time; 
19% are retirees

51% of active 
consumers are 
married; 25% 
are single

66% of actives 
consumers do 
not have children 
at home



The Active 
Consumer 
ñFitness Mixò



The Active Consumer Fitness Mix

Summer goals å46%just  
want  to be active

37% of consumers use at 
home fitness equipment 

49% have purchased at-
home equipment (10% 
have spent more than 
$1000)

#1 exercise regimen 
remains outside fitness 
43%, +7 ppts

Post-pandemic 
growth of free online 
fitness 29%, +15 ppt

Usage of health clubs/big -
box gyms 17%, -8 ppt

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

Among those not meeting 
goals, 65% state motivation is 
reason

78% on track to meet goals

58% spend less than $25 a 
month on exercise 
expenditures, +5 ppt



Having a beach body is not the Summer 
priority for most.
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Regardless of workout 
modality, most active 
consumers feel they are on 
track to meet their fitness 
goals.
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Changes in monthly exercise expenditures (pre-pandemic versus current) has seen polarizing affects.
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Consumer 
Usage of the 
Big-Box Gym



Consumer Usage of the Big-Box Gym

34% of active users are 
current members

40% of current 
members have 
joined in past year

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

65% workout on 
own in the gym

55% of non -members 
have never been 
members

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

Among past members, 
40% canceled within 
last year

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

44% 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 not returned since gyms/health clubs have started re -opening, the majority still have 
lingering concern of the pandemic not being under control.
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Good news, among those who previously canceled their membership at big-box gyms, 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.
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MOST IMPORTANT FACTORS TO 
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MEMBERS HIP )
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Personal Exercise 
Regimens:

Programs, Services 
and Training


