
Why Health Clubs Are Changing 
How They Attract, Engage & Delight Members

Prepared By

@joshunfried
@TeamWindFarm

Prepared Sept. 2014 For
Health Club Execs

Thursday, September 25, 14



• California based, agile inbound-social agency 

• Powering brands people love

• Online awareness, traffic, engagement, leads, 
sales & loyalty

• Sustainable & compounding results

• Increase client valuation and leverage for 
growth

• Data-driven, direct paths to ROI
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• MISSION

Lead the inbound transformation of the 
health and fitness industries.

• WHY?

To inspire and empower more people who 
want to achieve health and significance.
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• The Changing Consumer

• Marketing Has Changed

• Why Traditional Marketing & Sales Fail

• How Inbound, with Social & Digital Delivers

Overview
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The Changing 
Consumer
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Trends

• Digital DNA - mobile driven

• More well informed buyers

• More connected to people & 
brands than ever

• More empowered to influence & 
control

• Decision-making driven by 
emotion, education & social 
proof
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Marketing Has 
Changed
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(Disruption)
From Traditional Marketing
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(Permission)
To Inbound Marketing
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(Innovation)
Fueled By

DVR

Satellite

Online Trash

Filter

ID
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The Empowered Consumer
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The buyer’s journey has changed
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The New Buyer’s 
Journey
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Health Care: 
2012 Google/Compete Hospital Study

2013 Hubspot State of Inbound 
Marketing Report

2013 Mayo Clinic Health Care Social 
Media List

Pew Internet & American Life Project, 
The Social Life of Health Information

2011

Inforgraphic - socialsitemedia.com
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Health Care:  Buyer’s Journey
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Health Care:  Buyer’s Journey
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Health Care:  Buyer’s Journey
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The New Reality
• Disruptive, one way communication channels 

becoming irrelevant & ineffective. 

• People now control what info they receive, 
from who and how. Scalable social influence.

• Relevant, timely, accessible, interactive, 
educational content is at the core of this shift.

• New perspective, people, methodology, 
tools & investments are driving more 
impressive results.

• New opportunities for leaders who build 
their own sustainable, compounding, data 
&ROI driven inbound platforms
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Match the way you market your health club,  

To the way people actually learn and shop for health clubs.

How to grow and be successful today?
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Why Traditional 
Marketing & Sales Fail
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High Costs for Impermanence
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High Costs for Impermanence
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Missing the Growing Consumer Marketplace
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Missing the Growing Consumer Marketplace
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Ignores Customer CX Opportunities  
@ Top & Middle of Funnel
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Ignores Customer CX Opportunities  
@ Top & Middle of Funnel Content Offers
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Near Impossible to Track Results
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Near Impossible to Track Results

Near Impossible to Track Results
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Near Impossible to Track Results

Near Impossible to Track Results
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Sample Inbound Results

• 662% fan growth in just over 2 years (from 6,416 to 42,508)

• Increased email subscribers by 53% in one year 

• 2 week social campaign received 31% non-customer 
participation, 48% asked to be contacted

• 1 mo co-marketing/social campaigns helped produce 2,400 
new FB fans, 112 new customers resulting in 134K sales

• Reduced unqualified leads by 70%, saving 8 mins labor/per
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2 Week Regional Social Media Promotion

✓ Regional brand

✓ Over 1,000 entries

✓ 31% Non Customers

✓ 156 Requests to be 
Contacted by sales 
person

✓ 48% Non-customers 
asked to be contacted
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Co-Marketing Social Media Promotion

✓ Over 1,100 entries

✓ 78% Non Members

✓ 372 FB Shares

✓ 56 Requests to be 
Contacted by sales 
person

✓ Lead nurture offers

✓ Monthly offers 
promoted on FB

✓ Single location

✓ 1,329 New FB Page Fans

✓ 399 New Email Subscribers

https://www.dropbox.com/s/jjpfndd7xzxsv1u/Screenshot%202014-09-19%2010.01.28.png?dl=0
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How Inbound
w/ Social & Digital Delivers
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End Result
2 Years Out

Windfarm via social-inbound efforts has helped us achieve hundreds of monthly sales 
leads. 

We also average anywhere from 40 to 140 new memberships from our social/inbound 
efforts monthly. 

Not all of these sales can be attributed to that month's campaign however. 

Many memberships realized in a certain month may have started many campaigns prior 
and were nurtured into memberships later.  

It's not a sprint. It's a marathon.

Member retention has improved slightly as well. 

Whereas there is not specific way to directly attribute the social efforts to this, it is 
coincidental that as we write more memberships through social channels and engage our 
members more as we grow our FB Fan numbers, that our attrition number has shrunk.
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Thank you!
josh@windfarmmarketing.com

windfarmmarketing.com

916-749-2664
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