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Our Target Audience is our community.
LeisureSK’s value proposition is to provide a physical activity and wellness 
network for our community, promoting healthy lifestyles, supporting well-being, 
and inspiring everyone to live a more active life.

As marketers, we must covey this core message across all generations whilst 
tailoring our marketing approach to the most prominent member segment. Of 
significance is the 35-44-year-old membership profile, a critical social media 
demographic and one with opportunities for sustainable growth.

The LeisureSK visual identity is key to our brand presentation. We have a striking 
brand palette, but we must adopt a less is more approach. We must focus 
on boosting brand understanding across our marketing and communications 
channels, online, in-venue and in-community. It’s not about being noticed, it’s 
about being understood, and our brand message is more important than ever.

We must develop our existing channels to improve brand recognition and deliver 
a clear and consistent brand message. We should also identify new ‘Above the 
line’ opportunities that enable us to reach more people and inspire them to make 
physical activity part of their everyday lives.

Context.
The Marketing Strategy workshop provided the context for a marketing strategy, 
for which a tactical plan is required to deliver the strategic change required. 

The marketing session helped clarify our goal and provide a focus for the 
strategy, identifying LeisureSK’s USPs and value propositions that need to be 
communicated effectively throughout the member journey.
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   Leisure SK’s brand message is 

‘Making your fitness 
 goals our own.’

But how do we present ourselves as the solution to a prospect’s problem 
throughout the member’s journey? Let’s break it into stages:

CUSTOMER 
JOURNEY

Contemplation  
Stage

According to the transtheoretical 
model of change, at this stage, people 
are often aware of the unhealthy 
consequences of their behaviour but 
are not yet willing to change. These 
people are looking for support whilst 
they weigh up the pros and cons, 
and as marketers, we must position 
ourselves as the expert, providing the 
‘health and well-being’ knowledge 
base that helps to inform their decision. 

Our marketing must also be inclusive 
and show through our brand positioning 
that we are here for all. Regardless of 
where you are on your fitness journey, 
what you look like, or where you live. 
Everyone is welcome at LeisureSK.

Preparation/ 
Determination

At the next stage- Preparation/
Determination; Leisure SK must 
present their USPs so we stand out in 
a competitive ‘fitness’ marketplace, 
leaving the prospect safe in the 
knowledge that LeisureSK has 
something for everyone in swimming 
classes or gym. This is the stage 
where we must be heard above the 
competition and should not be afraid 
to be more forthright in communicating 
our USPs.
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Maintenance 
Stage

Another crucial stage is the 
maintenance stage; at this stage, 
people have made progress and 
are aware of the value of change. 
However, the new routine may not yet 
be familiar and natural, and member 
retention poses a real risk. 

As marketers, we must give equal 
attention to all stages of the member 
journey. We should seek to develop 
the ‘experience’ stage of the customer 
journey; this should involve digital 
development that extends our brand 
experience and promotes social 
connections, building the Leisure SK 
community.

Action

This is the new member stage, where 
the support of LeisureSK is essential- 
consider our welcome, our first 
impression. How is our brand message 
presented in the centre? How are we 
motivating members to achieve their 
goals?

Relapse 
Stage

What is our process for reengaging 
lapsed members? How can we reignite 
their goals?

CUSTOMER 
JOURNEY
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GOALS, AIMS, 
OBJECTIVES

Goals
Our brand is visible and understood 
online, in-venue and in the community.

Aim
To improve LeisureSK’s reach and 
engagement amongst our target audience.

Objectives

1
Creation of a wellness hub

To develop the functionality of the website and app, build our knowledge 
base and enhance customer experience.

2
Establish a consistent multi-channel brand

To solidify the brand, not only in terms of visual identity but in ‘voice’ and ‘Key 
message’ across all online platforms.

3
Develop a digital customer journey

Improve e-marketing as a vital tool for member communications and 
introduce automation and journey building to maximise open/CTR rates.

4
To capture the customer experience

To establish a cyclical process to capture qualitative and quantitative 
insight into our member’s experiences and feed this insight into our outreach 
communications.

5
Improved Community Visibility

Identify marketing outlets for improved community visibility and enhanced 
brand recognition within catchment/competitor areas.

6
Improve communication of who we are and what we stand for

To identify the priority social media channels and ensure a consistent stream 
of content that boosts relevancy and authenticity and allows us to share our 
stories of real-life value-driven impact.
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OUR MEMBER 
PROFILE 

Age
Excluding 

Swim School 
Membership

Our member profile by site, where age declared.

Bourne  
Leisure Centre

Grantham Meres 
Leisure Centre

Stamford  
Leisure Centre

3-10 0 0 12 0

11-13 75 29 34 12

14-15 67 22 36 9

16-17 105 33 65 7

18-29 957 342 478 137

30-39 948 357 412 179

40-49 988 319 498 171

50-59 926 268 479 179

60-69 526 172 221 133

70-79 262 94 108 60

80-88 52 18 22 12

89+ 1 0 1 0

Total  
Members 4919 1654 2366 899

Going forward postcode level demographic data should be available so we can analyse 
member penetration at 2k, 5k, and 10k from LeisureSK venues. A key objective going 
forward will be to increase market penetration year-on-year by radial boundary.

Attention should also be given to how we can utilise our existing relationships with 
schools as a marketing outlet for cross-selling opportunities. Further data is required to 
understand the current uptake of parents/guardians of Swim school members in additional 
membership products.

Action- To review the data available and the data we capture at point of sale.
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INDUSTRY 
TRENDS
There are many industry trends at play, and careful attention should be given to those 
trends that could strengthen our marketing offer.

Trends for consideration include:

Consideration 1
‘Fitutainment’ and the gamification of exercise

Zwift became the champions of ‘Fitutainment’ when they launched their 3D ‘Tour De 
France’ in 2020. However, Fitutainment can be about something other than 3D events; it 
can simply be how we engage with customers in a hybrid manner, providing entertainment 
outside of the in-venue experience.

Supporting data: Whilst the Covid-19 pandemic can account for the surge in demand for 
the hybrid offering, the fact remains 53.5% of consumers have purchased workout products 
since March 2020 (Global Data) and the trend is set to continue.

Consideration 2
Social connection and LeisureSK’s role as not only a fitness solution provider 
but also a social solution provider

Brands that do well in this sphere have introduced leaderboards, virtual hangouts, 
competitions, and awards, with unlockable perks to engage, entertain and retain. How can 
LeisureSK make its fitness offering more interactive and community-led?
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INDUSTRY 
TRENDS

Consideration 3
Maximise the brand experience- ‘Fitness Unfiltered.’

How can LeisureSK build an emotional connection with its audience to facilitate broader 
engagement, and how can we share real-life moment- to moment-based benefits that 
boost relevancy and authenticity?

Consumers are attracted to brands that celebrate and give a voice to all identities, 
particularly those willing to participate in culturally relevant topics. LeisureSK should explore 
how it can become more representative of real-life wellness concerns and those affected 
by them through case studies and local PR.

Supporting data: Evidence from Sprout social revealed 70% of consumers felt brands 
should take a stand on social and political issues. When brands take a stand for diversity 
and inclusion, 50% are more inclined to purchase from them.

Consideration 4
The rise in Audio/Visual

TikTok and YouTube are on the rise, and podcasting is increasing in popularity. With the 
increasing popularity of TikTok and the introduction of Instagram Reels, we will see more 
raw and authentic video content than ever. Is this right for our member profile? Or are there 
more popular channels for our target audience?

Everyone’s an influencer.

Influencers continue to shape the fitness and wellness market, driving consumer demand by 
providing a sense of trust and credibility. Micro-influencers have the highest engagement 
rate, particularly those with fewer than 25,000 followers.
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CUSTOMER PERCEPTION 
ANALYSIS
Data collection needs to be a fundamental factor throughout the customer journey, and 
attention should be given to capturing customer experience, which can act as testimonials 
and support the Awareness, Engagement, Experience, Advocacy (AEEA) process.

Awareness

Engagement

Experience

Advocacy

To provide a base metric of brand impression, Leisure SK asked its existing members the 
following eight questions via online survey.

1.  What colours do you associate with the LeisureSK brand?

2.  What words or phrases would you use to describe LeisureSK?

3.  Did you know LeisureSK manages leisure centres in Bourne, Stamford and Grantham?

4.  How do you prefer to receive information from us?

5.  What content interests you the most?

6.   What would you like to see LeisureSK delivering more online, in-venue and in the 
community?

7.  Why do you use LeisureSK?

8.  What LeisureSK venue do you use?
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SURVEY 
RESULTS

Survey Participants

The survey was circulated to the entire member base of 3115 members, of which 9.5% 
responded. 

Of the 293 responses, members indicated they used the following venues: 

40% 41% 19%

BOURNE  
LEISURE CENTRE

GRANTHAM MERE’S  
LEISURE CENTRE

STAMFORD 
LEISURE CENTRE

37% associated the colour purple with the LeisureSK brand, and only 12% the colour pink. 
Dark blue was the second most dominant colour at 28%

37% 28% 22% 19%

Brand recognition across the venues is high, with 98% of respondents aware that LeisureSK 
managed centres in Bourne, Stamford and Grantham.
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SURVEY 
RESULTS
An email was the most preferred contact preference, with 70% of respondents indicating 
this was their preferred channel, followed by the app at 22%.
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40.00%

50.00%

60.00%

70.00%

Contact Preference

When asked what content is of most interest 62% of respondents indicated articles 
supporting the industry trend for unfiltered fitness content that discusses real-life wellness 
concerns. Photos followed at 18%.

0.00% 100%

Articles

Photos

Videos

Fun Facts

Content Preference
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SURVEY 
RESULTS
When asked what they would like to see LeisureSK delivering more online, in-venue and in 
the community 45% of respondents sought expert advice, followed by 22% who indicated 
on-demand workouts.

When asked why they are members of LeisureSK, value for money scored the highest at 
40%, with friends and family scoring the lowest at just 4%.
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FRIENDS & 
FAMILY

CONVENIENCE VALUE FOR 
MONEY

Reason for membership
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SURVEY 
RESULTS
When asked what words they would use to describe LeisureSK, 15% of respondents said 
‘Friendly’, and 7% said ‘Fun.’

Professional
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IN 
SUMMARY
The feedback gathered supports our objectives in the following ways. 

Our members have requested more expert advice and a desire for articles. By creating a 
wellness hub and developing the functionality of the website and app, we will be able to 
provide easy access to health and well-being advice and notify our members effectively. 

Content created can also be repurposed on social media and assists in our objective to 
create a consistent stream of relevant and authentic content supportive of the trend for 
unfiltered fitness.

The survey results also suggested a strong preference for email communications, our email 
distribution is sporadic, and we must create a consistent approach to engaging with our 
members. 

Whilst our members displayed good brand recognition and understanding. We know that 
we can improve our brand presence. We need to solidify our brand throughout the member 
journey and identify activities to bolster social connections, supporting our ambition to 
engage, entertain and retain our member base.

Lastly, our members clearly appreciate the value-for-money solution we provide for their 
fitness needs; they consider us friendly, welcoming, and supportive. Going forward, we must 
capture this content and use this to qualitative feedback to drive advocacy and generate 
social proof of our ‘community’ service.
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RESOURCES AND 
BUDGET
LeisureSK employs the services of a sports marketing consultancy Cock-a-doodle-doo 
on a retained basis to provide support across all marketing and PR services; this includes 
marketing strategy, campaign planning, e-mail marketing and social media. 

In 2022, we took social media in-house and marketing services focused on developing the 
LeisureSK app and creating and delivering quarterly marketing campaigns. 

The more strategic focus was positive in terms of generating leads and increasing traffic 
to the app. In the first 30 days of launch, the app registered 7970 downloads and 37,905 
module hits. The app currently has 10,516 downloads. 

However, social media growth has slowed. Instagram is the most affected, with a gain 
of just 9% over the last six months compared to 26% growth in the previous six months. 
Facebook similarly reported an improvement of 3% compared to 5% over the same period 
last year. Consistency is the influencing factor, and reach and impressions are down 51% 
from where they were in January 2022

The plan to allow us to reach new audiences is for the social media campaigns outlined in 
the implementation schedule (page 19) to be managed by Cock-a-doodle-doo. We will 
also use Cockadoodledoo’s expertise to deliver social media training to the membership 
team in Q1 to supplement campaign activity with weekly site-based content, providing 
relatable and authentic content aiding member retention.
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RESOURCES AND 
BUDGET

Supporting the pivot to well-being

To promote active well-being, as detailed in Sport England’s Future of Public Leisure Report, 
a priority for Cockadoodledoo marketing services in 2023 is to review www.leisuresk.co.uk 
and ensure it mirrors the growth achieved with the app in 2022.

The website currently attracts an average of 40k page views per month, an average  
of 4k membership page views per month, and an average viewing time site-wide of  
1.50 seconds. 

Whilst the viewing time is above the national average of 54 seconds, our bounce rate is 
high at 60% (the industry average recommends below 50%), suggesting a high volume  
of users aren’t visiting other pages on the website. This can be improved with a free- 
flowing menu structure that encourages ease of transition and enhanced interaction  
with e-mail marketing. We also need to consider customer experience and how we can 
boost interactivity.

The website is also focused purely on Leisure. To achieve our mission to provide a physical 
activity and wellness network for our community, we need to review our online presence 
and ensure our commitment to well-being is communicated clearly and creatively.

We are confident no extra resources are required. However we may need to boost the 
contracted hours for external marketing support during peak project delivery periods. 

https://www.sportengland.org/news/public-sector-leisure-set-transition-active-wellbeing-focus
http://www.leisuresk.co.uk/
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SWOT ANALYSIS - TOOLS, CHANNELS AND TACTICS
An analysis of our strengths, weaknesses, opportunities and threats was completed by the management team in November 2022.

Strengths Weaknesses Opportunities Threats

• Breadth of service offer

• Competitive prices

• Community ethos and our 
relationships with members

• Local PR

• Strategic Campaigns

• Inviting, welcoming and family 
orientated atmosphere 

• Helpful and multiskilled staff

• Clean open Centre’s

• Our team-friendly, 
knowledgeable, familiar faces

• Established facilities well 
known in the community

• Ability to offer a wide range 
of services from traditional 
fitness offering to well-being 
walks and social spaces

• App is eye-catching and easy 
to use

• Free parking-easily 
accessible

• Strong team developing

• Marketing throughout the member journey

• Qualitative feedback capture

• Inconsistent email marketing

• Inconsistent social media communications

• Local external marketing through banners, 
leaflets, and posters

• Branding

• Strong link with SKDC restricting some 
access to potential marketing avenues 
other providers may not have

• Lack of customer understanding of LSK 
brand values and objectives

• Limited scope to expand pool timetables 
in places

• Service recovery process lacking in places 
e.g., cancellations

• Induction process and follow up-
relationship building

• Too much focus on new members

• Difficulty measuring customer 
satisfaction- need to increase  
customer loyalty

• Are our user groups considered too ‘clicky’ 
so new members find it hard to belong?

• Influencer and Relationship Building

• Community awareness and advertising

• On-site experience

• Use of data analytics and insight

• Demand for Expert Advice 

• Demand for Articles- storytelling and 
authenticity

• Strong link with SKDC allowing preferential 
access to potential marketing avenues other 
providers may not have

• Links with healthcare providers across  
the district

• Links and partnership working through CSP 
with other leisure operators

• Focused promotion in local free magazines 
to build brand awareness 

• Opportunity to approach/engage with non-
user groups-potential long-term loyalty

• Wider range of activities for the community 
to engage with whole families

• Chance to use existing customers  
as advocates

• Private pools/facilities may struggle more 
due to utility costs

• Competitor awareness

• Low customer feedback

• Capability to develop website

• Increasing price of marketing

• Being left behind due to a lack of 
marketing and social media presence

• Rising cost of living and perception of 
leisure as a non-essential luxury

• Utility pricing-inability to control costs-
restrict plans

• Low expectation of service from 
public- nonusers

• Lack of perceived value for 
memberships
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SCHEDULE OF IMPLEMENTATION
January February March April May June

Web Dev

National  
Campaigns

Dry January

Blue Monday (16th)

Time to talk day (2nd)

Random Acts of Kindness 
Day (17th)

International Women’s 
Day (8th)

World Sleep Day (18th)

Nutrition and Hydration 
Week (14-20th)

Walk to Workday (1st)

World Health Day (7th)

Stress Awareness Month

Mental Health Awareness 
Week (9-15th)

Learning at work week 
(16-22nd)

National Walking Month

Bike Week (6th-12th)

World Well-being Week  
(26-30th)

BNF Healthy Eating Week 
(13th-17th)

Drowning Prevention Week 
(18th-25th)

National School Sport Week 
(20-26th)

LeisureSK  
Campaigns

Exercise your options  
(Gym, Swim, GEX)

Summer ready campaign 
TBC

Expert  
Advice- App

How exercise can improve 
sleep quality

How exercise can reduce 
stress

How exercise can  
support mental and 
physical well-being

Water Safety Advice

Monthly Member 
Challenge

Most Active Members Most Active Members Most Active Members Run 26 miles in 26 days 
(London Marathon)

Walk 1000 miles across all 
walking groups

Most Active Members

Most Active Members Most Active Members

Key Messages Nothing to pay until 1st 
February

Swim School
Free swimming in holidays 

Join for an Easter Egg 
until April

Half Term Crash Courses Team Time- The team’s 
favourite workouts

Nothing to pay until 1st July

Free 1- week pass to 
support Dry January

Half Term Crash Courses Swim School-Easter  
Egg Hunt

Free Friend Friday Water Safety Advice

Newsletter w/c 23rd w/c 20th w/c 20th w/c 24th w/c 22nd w/c 19th
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SCHEDULE OF IMPLEMENTATION
July August September October November December

Web Dev

National  
Campaigns

Cycle to Workday (4th)

Women’s World Cup

World Breastfeeding 
Awareness Week (1-7th)

National Fitness Day

Know Your Numbers Week 
(5-11th)

World Alzheimers Day (21st)

Zero Waste Week  
(19-25th)

Stoptober 

Go Sober for October 

National Cholesterol Month 

National Work Life week  
10-14th

Black Friday 

Children in Need

‘Movember’

Men’s Health Awareness 
Month

Christmas Jumper 
Day (8th)

LeisureSK  
Campaigns

Summer ready 
campaign TBC

National Fitness Day week – 
Access all areas

Black Friday TBC January campaign 
to launch Boxing Day

Expert  
Advice- App

Best exercises pre and 
post pregnancy

Exercise and Alzheimer’s- and 
how regular exercise can re-
duce the risk

The best exercises to lower your 
cholesteral

Why everyone joins a 
gym in January

Monthly Member 
Challenge

Most Active Members Most Active Members Most Active Members Most Active Members Most Active Members Most Active Members

12 Days of Christmas  
‘Fitmas’ Challenge

Key Messages Swim School Free 
Swimming in the holidays

Back to school/Back to 
swim school

On site recycling Halloween Crash Courses (Aqua 
Quidditch special)

Winter Well-being 
Walks promotions

Schools get set for 
summer swim passes/ 
free family swims

Free blood pressure/health 
checks

Free Friend Friday Macmillan Coffee Morning Free Friend Friday Men’s MOT’s  
(Men’s Health Week)

Newsletter w/c 23rd w/c 20th w/c 20th w/c 24th w/c 22nd w/c 19th
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