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With people wanting to be 
entertained, technol-
o costs coming down, 

and more on-demand sources 
providing better content, your 
group exercise room is probably 
beginning to look like a rock 
concert. In the past, it was sim-
ple: Cycling — dark and moody; 
Group X — bright and energetic; 
Yoga — calm and serene. But now 
the lines are blurred. Cycling 
classes are integrating Group X 
components that require you to 
see what you are doing. Group 
X can take on the life of a night 
club. And yoga can vary greatly 
from serene to more high ener.  

Consider the following when 
designing or renovating these 
�pes of rooms.

LIGHTING:
You want as much control as 

possible. During a �pical Group 
X class, you might want it to be 
brighter. However, if you provide 
on-demand monitors, dimmers 
enable you to bring light levels 
down, allowing members to see 
the monitors. 

NATURAL LIGHTING:
Ener codes are making it 

important to pull more natural 
light into studios. However, not 
all classes want natural light. 
One way to accommodate both 
is to provide full or partial 
blackout shades on the windows, 
which gives you ultimate control 
over converting spaces from 
dark to bright in minutes.

MONITOR LOCATIONS:
The no-brainer is putting 

monitors or video screens at 
the front of the space; but keep 
in mind many programs prefer 
mirrors up front, or even a stage. 
It’s imperative to find the right 
placement of monitors allowing 
members to see them, while not 
hindering instructors. One solu-
tion is to provide the option for 
the instructors to teach from the 
side of the space.

CONTENT:
As you consider adding more 

technolo and video options 
in your studio, remember the 
content you project reflects your 
brand. Most clubs don’t realize it 

requires someone to vet the con-
tent before it is allowed in a class. 
This is especially true if you are 
allowing instructors to bring in 
their own. It is easy to forget that 
when you take a normal video 
and project it onto a 10 foot by 
10 foot format, it can become 
grainy and unprofessional look-
ing. The other challenge is mak-
ing sure what instructors want 
to incorporate is in line with 
what you would consider appro-
priate and a good representation 
of your club. 

These studios can be very 
cool and add to your member 
experience. If you spend some 
time focusing on them, it will 
ensure you are delivering all 
that you and your members are 
hoping for.

� Bryan Dunkelberger is a principal 
for S3 Design and has designed 
health clubs for over 20 years. 
His firm specializes in designing 
clubs that maximize the member’s 
experience. For more information, 
email bdunkelberger@s3design-
inc.com, call 781.848.8804 or visit 
s3design-inc.com.
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Perhaps you’ve heard the term 
“omnichannel” being thrown 
around in marketing pitches 

and wondered, OK, what does that 
really mean? In the simplest terms, 
omnichannel marketing has the 
abili� to speak the right message, at 
the right time, to the consumers you 
want to target, when they are in the 
best position to hear that message. 

However, it’s not using just one 
kind of media, like digital banners 
or social channels or print or direct 
mail. Omnichannel incorporates all 
offline and online channels in order 
to speak with a more personalized 
approach to your customers. Put 
another way, you can’t just workout 
your arms and expect your whole 
body to benefit. Every muscle needs 
to be stimulated and used in order to 
achieve the perfect form. That is ex-
actly what omnichannel marketing 
does for your business. 

So what’s the best approach to 
having a more robust marketing 
strate�?

You want to spread your market-
ing dollars around, and have a portfo-
lio of tools at your disposal. In other 
words, a bunch of hammers won’t 
help a lick when what you really need 
is a saw. So, you want a strate� that 
will incorporate direct mail. And 
digital. And social. But, here’s what’s 

really key — you want a plan that will 
target your customers with the right 
channel when they are most recep-
tive to receiving that message. For 
example, you send them a banner ad 
while they’re shopping for athletic 
clothes. Or buy radio time to play 
during evening commuting hours. Or 
create a direct mail piece that comes 
after a big holiday, when getting in 
shape is on everyone’s mind. All of 
these messages together will drive 
customer engagement further than 
any one of them alone.

Remember, if you’re only talking 
at your customers, instead of with 
them, you’re not really understand-
ing their needs. Without listening 
directly to them, through data, how 
can you really know how to grow 
and evolve your business? Plus, the 
competition is only too ready to lure 
away those customers who aren’t 
getting what they want from you. 

You want an agency that knows 
the best times, places and tools to 
reach your customers, through 
comprehensive data that provides 
a whole and complete picture. You 
want an agency that believes in om-
nichannel marketing.  

� Greg Dowd is the president at Epsilon 
Local. He can be reached at greg.dowd@
epsilon.com or 858.900.3610.

A Whole-Body 
Approach to 

Marketing 

How omnichannel marketing 

can help you speak the 

right message to the right 

consumer at the right time.

TK

{ ACTIONABLE SOLUTIONS FROM THE PROS }

PROGRAMMINGMARKETING

PHOTO COURTESY OF S3 DESIGN


