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 Introduction:

The Global Fitness Landscape

The fitness industry is a vibrant, multi-faceted domain encompassing traditional gyms, boutique studios, at-home 
fitness tech, and wellness apps. It has rebounded strongly post-pandemic, with the global market valued at over 

 and projected to nearly double by 2030. This growth is fueled by rising health consciousness 
and technological innovation. Key players span various segments and regions:
$104 billion in 2022

Gym Chains:
19 

million members in 2024

 Large operators lead memberships in many markets (e.g., Europe’s Basic-Fit with 3.8M 
members, RSG Group ~2.0M, PureGym ~1.9M). In the US, budget-friendly Planet Fitness surpassed 

, while high-end clubs like Lifetime and Equinox command premium segments. 
Asia-Pacific is rapidly expanding, with markets like China and India seeing new chains and franchises.

Digital Fitness & Equipment:

86.3 million in 2022

 Companies such as Peloton (connected bikes/treadmills), Lululemon’s Mirror, 
and Tonal offer home workouts via subscription content. Fitness apps have proliferated – the number of 
health & fitness app users in the US climbed from 62.7 million in 2018 to  – and global 
fitness app usage is expected to reach 12.2% of the population by 2027. Wearable tech giants (Apple, 
Fitbit, Garmin) also integrate with fitness services, blurring the line between tech and traditional exercise.

Wellness and Trackers: Beyond gyms, the ecosystem includes wellness platforms (meditation/yoga apps), 
nutrition tracking (MyFitnessPal, Noom), and wearable fitness trackers. These players often collaborate 
with gyms or offer complementary services in pursuit of holistic health engagement.

Geographical differences:
(with 67.6 

million gym members in 2023, exceeding pre-COVID numbers)

 North America’s industry (led by thousands of independent gyms and franchises) was a 
~$40 billion market in 2023, whereas Europe boasts higher membership penetration and mega-chains 

 with brands like Basic-Fit. Markets like the UK 
have consolidated under brands like PureGym and David Lloyd, while Asia-Pacific shows the fastest growth in 
equipment and club openings. This dynamic environment sets the stage for emerging trends and future 
opportunities that transcend borders.
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 Industry Trends:

Shaping the Future of Fitness

2.1. Hybrid Fitness Experiences – Physical Meets Digital

The fitness sector is evolving beyond traditional models, driven by technology and changing consumer 
expectations. In this section, we delve into both the current and next-generation trends – not just the obvious 
shifts, but “what comes next” – emphasizing how technology and a strong  power these 
developments.

subscription/loyalty focus

Digital transformation
hybrid models

 is arguably the most profound trend. Gyms are expanding from purely on-site experiences 
to  that blend in-person workouts with virtual content and on-demand classes. Consumers now 
expect the freedom to exercise on their own terms: at the club, at home, or on the go. Key aspects of this trend 
include:

Online Training & Virtual Classes: Live-streamed workouts and on-demand class libraries surged during 
the pandemic (online fitness jumped ~30% YoY from 2020–2026). Many clubs continue to offer virtual 
class options alongside gym memberships, extending their reach beyond physical walls.

At-Home Fitness Tech:
30% of people 

still exercise at home 1–2 times a week, with 33% preferring online on-demand content.

 The popularity of connected fitness equipment (e.g., Peloton bikes, Hydrow 
rowers) and fitness apps has normalized working out from home. Even as gyms reopened, 

 Forward-looking 
gyms partner with or create digital platforms to remain part of members’ home routines.

24/7 Access and Convenience: Embracing a digital mindset means reducing barriers like strict schedules. 
Many clubs offer 24/7 keyless entry and robust mobile apps so members can use facilities or content 
whenever it suits them. This caters to modern consumers’ demand for flexibility and helps overcome 
“gymtimidation” by enabling novices to start online before transitioning on-site.

Technology is the enabler here – from user-friendly mobile apps for class bookings 

to Zoom-integrated training sessions. The result is a more omnichannel fitness 

experience, where membership isn’t just a keyfob to a building, but a subscription 

to a fitness lifestyle that is accessible anywhere.
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2.2. Personalization, Data, and AI-Driven Coaching

Today’s fitness consumers value highly personalized experiences. Data from wearables and apps, combined with 

AI, allows fitness providers to tailor workouts, nutrition, and communication to individual needs:

Wearables & Health Data Integration: About 

35% of exercisers now use fitness trackers or smartwatches

personalized training plans

 Wearable technology remains a top fitness trend globally. 

 to monitor activity and health metrics. Gyms 

leverage this data (with user consent) to offer  and real-time feedback. For 

example, a member’s heart rate and attendance data can trigger customized class recommendations or 

recovery plans. Such personalization keeps members engaged and progressing toward their goals.

AI-Powered Coaching: The next evolution is AI-driven personal training. Emerging fitness apps use 

artificial intelligence to analyze a user’s performance (e.g., form in exercise videos or progress metrics) and 

adjust their program accordingly. Some gyms have introduced AI coaches or chatbots that answer fitness 

questions, check in on members’ habits, and provide encouragement. This can scale personalized attention 

that was once only possible with human trainers.

Gamification & Social Motivation:

community is key

 Fitness is increasingly “gamified” to boost engagement. Challenges, 

leaderboards, and reward points tap into competitive and social instincts. Notably, the number of health & 

fitness app users has grown alongside such gamified features. Integrating games (e.g., virtual races, badge 

systems for class attendance) with member data keeps workouts fun and fosters a community spirit. In 

fact, having “accountability buddies” and community support significantly increases motivation and 

adherence. Many clubs are investing in community-building initiatives – both via social media groups and 

in-app social features – because  to retention.

Subscription & Loyalty: Personalization and gamification directly feed loyalty. When members feel a 

program is tailor-made for them and see tangible progress, they are more likely to stay subscribed. 

Moreover, data-driven insights can trigger timely offers (e.g., a membership upgrade for someone who 

maxes out their monthly class limit, or a loyalty reward for a streak of check-ins), effectively using 

technology to deepen member commitment.
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2.3. Evolving Membership Models and Loyalty Programs

The  has firmly taken hold in fitness. Traditional annual contracts have given way to more 

flexible, customer-centric membership models aimed at maximizing lifetime value and loyalty:

subscription economy

Flexible Membership Options:

tiered plans, month-to-month subscriptions, class bundles, or pay-as-you-go 

pricing.

59% said they wouldn’t return to a gym full-

time after office reopenings

 Modern consumers demand flexibility in how they engage with fitness. 

Many gyms now offer 

 This caters to those who might be reluctant to lock into long contracts. A 2023 survey found that 

83% of remote workers continued working out at home, and 

 – indicating that gyms must accommodate hybrid habits. By providing options 

(e.g., a lower-cost digital membership or short-term passes), clubs can capture a wider audience. Flexible 

plans have been shown to boost retention by aligning with individual needs.

No Contracts & Value Emphasis: The success of low-cost, no-contract gym chains underscores a trend: 

members gravitate to value and freedom. These models thrive on large volume and low friction – anyone 

can join or cancel anytime. The onus is then on delivering such a good experience that people choose to 

stay. This has shifted the industry’s focus toward continually earning loyalty rather than relying on contract 

lock-in.

Loyalty Programs and Community Rewards:

loyalty programs to reward engagement.

Regular incentives give members extra reasons to continue their subscription

 Beyond the membership structure itself, fitness operators are 

introducing  Turning workouts into a rewards game (points for 

each visit, prizes for milestones, referral bonuses, etc.) keeps members active and encourages them to 

stick with their subscriptions. Well-designed loyalty programs can significantly improve retention and 

engagement rates. For example, some gyms grant points for check-ins that can be redeemed for 

merchandise or discounts, or offer tiered perks (silver, gold, platinum member status) based on longevity 

and activity.  – it’s not just a 

gym membership, it’s a club where loyalty is appreciated. These programs also provide valuable data on 

member preferences, which can feed back into personalized offers.

Overall, the membership model is shifting from one-size-fits-all to dynamic and 

customer-centric. In an era where 50% of new members quit within 6 months, 

strategies that improve stickiness – like flexibility, ongoing rewards, and 

community belonging – are becoming imperative. Technology (from CRM systems 

to mobile apps) underpins these innovations, enabling real-time tracking of 

member activity and automated reward delivery.
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2.4. Holistic Wellness and Expanded Services

Consumers increasingly view fitness as just one component of overall wellness. Thus, leading fitness brands are 

broadening their services and partnerships to address holistic health:

Mind-Body Wellness:

“holistic fitness” trend

$66 billion market by 2027.

 Programs in meditation, yoga, and mental health are now commonly offered 

alongside strength and cardio training. The  recognizes that members seek stress 

reduction, better sleep, and mental resilience in addition to physical gains. Gyms are adding recovery 

lounges, mindfulness classes, and workshops on nutrition or stress management. This not only attracts a 

wider audience (including older adults or those focused on well-being) but also increases engagement of 

existing members by catering to more of their needs. (For instance, yoga and Pilates are booming and 

expected to become a )

Connected Health Ecosystems: Some fitness providers partner with healthcare and wellness companies – 

for example, offering health assessments, physical therapy, or dietician consultations as part of premium 

membership tiers. Wearables and fitness apps already track health metrics; forward-looking gyms 

integrate these insights (with user permission) to provide recommendations or alerts (e.g., a gym app 

nudging a member to consider a recovery day if their wearable shows fatigue). This convergence of fitness 

and health data is an emerging area where tech platforms play a big role.

Community and Social Impact: A holistic approach also means fostering a sense of community and 

purpose. Group events (charity runs, fitness challenges supporting causes) and in-gym communities 

(running clubs, member meet-ups) are on the rise, often organized via social platforms. Members who form 

social connections through their gym are far less likely to cancel, as the gym becomes a key part of their 

social life. Cultivating these communities has become a strategic priority in the industry.
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2.5. Emerging Tech: AI, VR, and Beyond

Looking ahead, several cutting-edge technologies promise to further revolutionize fitness experiences:

Artificial Intelligence & Machine Learning:

predictive analytics

AI-driven insights allow gyms to proactively address 

issues

 We’ve touched on AI for coaching and personalization; 

additionally, AI is being used behind the scenes in  (e.g. predicting member churn or 

optimal class scheduling). Some large gym operators are using AI to analyse usage patterns – for instance, 

to predict peak times and adjust staffing or to personalize marketing outreach (like identifying members at 

risk of dropping out and triggering retention offers). 

 (such as early intervention with at-risk members) and optimize operations.

Virtual Reality (VR) and Augmented Reality (AR): Immersive tech is making inroads with gamified 

workouts. VR fitness games (like boxing, dancing, or cycling in virtual environments) are becoming popular 

for home users. Gyms might start incorporating AR into classes (e.g., AR goggles that display real-time 

performance stats or virtual scenery in a spin class). While still niche, these technologies point toward 

highly engaging, tech-enabled workout experiences of the future.

Automation and Smart Facilities:

staff-less gyms during off-peak hours

 Beyond member-facing tech, gyms are adopting IoT and automation for 

operations. Examples include smart locks and facial recognition for club entry, automated check-in kiosks 

and fully  (a trend in Europe where clubs average several unattended 

hours daily, covered by automation). Even equipment is getting smarter – e.g., connected machines that 

automatically log reps and sets to a member’s app, or cardio machines that adjust settings based on the 

user’s profile. These innovations improve convenience and reduce labour costs, aligning with the low-cost 

high-tech model many chains pursue.

In summary, the industry trends centre around 

enhancing customer experience through 

technology and innovating the business model for 

loyalty and recurring revenue. Fitness businesses 

that leverage these trends – creating a seamless 

blend of digital and physical services, using data 

to personalize and improve engagement, and 

offering flexible, loyalty-driven memberships – are 

positioning themselves for future success.
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 Strategic Imperatives for

Fitness Organizations

3.1. Embrace Digital Transformation and Omnichannel Engagement

In light of the evolving industry landscape, fitness companies (especially large chains and franchises) face a set of 
strategic imperatives. These are the critical focus areas and  to remain competitive and 
overcome common challenges. Importantly, while inspired by typical pain points in the sector, these imperatives 
apply broadly to any fitness business aiming for sustainable growth and operational excellence. We outline the 
key strategic priorities and how addressing them will indirectly solve many underlying issues.

“must-do” moves

Modern fitness consumers expect a tech-enabled experience. For operators, this means 
 It’s imperative to:

digitising services and 
interactions end-to-end.

Develop robust digital platforms: from mobile apps for members to manage bookings/payments, to online 
workout content – to complement the in-person experience. A strong digital offering not only attracts 
tech-savvy demographics but also provides resilience (as seen during COVID-19 closures). Businesses that 
had hybrid models in place were able to retain members via virtual classes; going forward, omnichannel 
fitness is a baseline expectation.

Invest in user-friendly self-service:

when 12% of new memberships occur,

 Allow members to sign up, change plans, freeze memberships, or get 
support through digital channels. A digital-first approach can alleviate pressure on physical staff and call 
centres, especially during peak periods. For example, instead of hiring temporary call agents every January 

 a gym with a comprehensive online onboarding and AI enabled 
chatbot can handle the surge more smoothly. (Peak demand from New Year’s joiners or “back-to-school” 
season has historically strained operations; digital self-service mitigates this by deflecting routine inquiries 
and enabling automated processing of new sign-ups.)

Leverage data across channels to create a unified view of the customer. If a member takes an online class, 
checks in at a gym, and buys a protein shake on the app, all those touchpoints should feed into one profile. 
This 360º data is the foundation for personalization and ensures consistent, informed service whether the 
member is interacting virtually or in person.

In short, having a very strong digital backbone and customer experience is no 

longer optional. The imperative is to integrate technology into the core offering 

so that the business meets members wherever they are (gym, home, or on the 

move) with a seamless experience.
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3.2. Centre on Member Engagement, Loyalty, and Lifetime Value

Acquiring a new member is far more costly than retaining an existing one – a truth in fitness as in any 

subscription business. Improving  is a strategic and financial necessity:member retention and loyalty

Build a Community and Fitness “Culture”: People stick with gyms where they feel a sense of belonging. 

Fostering community can be as simple as hosting member events, creating online groups, or running club-

wide challenges. The goal is to turn a faceless gym membership into a supportive social network. High 

engagement reduces churn; members who have friends at the gym or who participate in group activities 

are much less likely to cancel (since they would be losing a community, not just a building access card).

Implement Loyalty and Reward Mechanisms: As noted, loyalty programs can directly increase retention by 

rewarding consistency. Even without a formal points program, gyms can reward loyalty through 

recognition (e.g., shout-outs for “member of the month”), incremental benefits for long-term members, or 

surprise perks for frequent users. These efforts signal that the business values its members’ commitment, 

encouraging them to continue. Regular communication of progress (like monthly emails summarizing 

workouts completed or achievements unlocked) also reinforces the value they’re getting from their 

membership.

Personalized Support and Onboarding:

87% of members with a positive onboarding remain active after six months.

 A critical (often underappreciated) phase is the first few months of 

a new membership. Since 50% of newbies drop off within 6 months, focusing on onboarding can pay huge 

dividends. Ensuring new members get guidance – be it a complimentary personal training session, a 

“getting started” workshop, or AI-driven check-in messages – can boost the percentage who become long-

term customers. In fact,  This 

demonstrates that investing in early engagement through automated outreach is strategically vital. A well-

onboarded member is likely to see results and feel comfortable, which directly correlates to loyalty.

Why this matters to the C-Suite: Maximizing lifetime value (LTV) through 

engagement and loyalty drives profitability. A loyal member not only pays recurring 

fees longer, but is also more receptive to cross-sells, like personal training, 

merchandise, or higher-tier plans, and often refers new customers at no 

acquisition cost. Improving retention by even a few percentage points can 

significantly boost revenue and margins in a subscription-based model. A 

systematic focus on engagement and loyalty – backed by metrics like churn rate, 

LTV, Net Promoter Score – is a strategic imperative, not just a nice-to-have. 
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3.3. Optimize Operations and Scalability (Efficiency at Scale)

As fitness chains grow (whether in membership count or geographic footprint),  becomes 

crucial. Many gyms face the challenge of scaling up while keeping costs in check and quality consistent. This 

imperative involves:

operational efficiency

In summary, scalability is about  – with 

systems, processes, and cost discipline that enable expansion 

without a commensurate rise in complexity or cost. For a COO or 

CFO, this is critical: it’s how you turn a good concept in one 

location into a profitable enterprise across hundreds of locations. 

Technology, again, is a key enabler – whether it’s an integrated 

management platform or AI tools for forecasting and process 

automation, which brings us to the next imperative.

being prepared for growth

Streamlining and Automating Processes:

without linear 

increases in headcount.

24% reduction in agent hours needed,

 From billing to customer support, identify repetitive manual 

tasks and automate them. Automation reduces errors and frees staff for higher-value interactions. For 

example, instead of finance teams manually reconciling membership payments each month, an integrated 

billing system can automatically charge members, send receipts, and flag any payment failures for follow-

up. Similarly, automated email/text reminders can nudge members about class schedules or membership 

renewals without staff intervention. The result is the ability to handle a larger member base 

 In a case study scenario, a gym operator that digitized its contact centre saw a 

 even as demand spiked, by leveraging self-service and AI chatbots. 

Robust Infrastructure for Peak Periods: Gyms experience cyclical peaks (e.g., January rush, seasonal 

trends). Operationally, the business must cope with these surges without service degradation or 

overspending on temporary fixes. Solutions include scalable cloud-based systems (able to handle traffic/

spikes), cross-training staff to handle multiple roles during busy times, and using data to anticipate peaks 

(so staffing, inventory, and class capacity can be planned optimally). For instance, predictive analytics 

might show that a 50% membership surge in January leads to a 70% increase in support tickets –  a gym 

with an AI chatbot can easily handle these peaks.

Cost Management and Lean Operations: A hallmark of successful value-segment gyms is running very 

lean operations – minimal front-desk staffing, high automation, and efficient use of space/equipment. All 

fitness businesses can adopt some lean practices. This might mean implementing energy-saving systems 

(smart thermostats, lighting) to cut facility costs or using AI-driven inventory management for any retail or 

food/beverage operations on-site and avoiding overstock of protein bars that don’t sell, for example. The 

imperative is to remove waste and tighten expense control, so that as you grow your member base, your 

cost per member goes down, improving margins. Modern ERP and intelligent subscription management 

software can provide the visibility and controls to achieve this, ensuring that rapid growth (organically or 

via expansion) doesn’t lead to operational chaos or margin erosion.
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3.4. Leverage Data and Integrate Systems for Informed Decision-Making

Fitness businesses accumulate a wealth of data (sales, attendance, utilization rates, member demographics, etc.), 

but it’s often trapped in silos (separate systems for membership management, finance, CRM, etc.). A strategic 

priority is to  across the organization:unify and harness data

Integrated Technology Stack:

breaking down data silos

 Ensure that critical systems – membership databases, billing/finance 

software, CRM, class scheduling, etc. – are connected or centralized. When systems talk to each other (or 

ideally, when one robust platform handles multiple functions), it eliminates inconsistent data and manual 

transfers. For example, having an integrated membership system with finance means that when a member 

upgrades their plan, no matter the complexity, the billing system automatically adjusts the recurring fee 

and the finance ledgers – no human error, no delay. Issues of fragmented systems still haunt enterprises 

and drastically hinder resource planning; the solution was a new unified platform. The broader lesson: 

 improves accuracy and gives management a real-time picture of the business.

Analytics for Strategic Insights:

One practical outcome could be optimizing marketing 

spend by analysing which referral sources produce the most loyal customers, and focusing on those.

 With integrated data, leaders can extract insights to guide strategy. Data 

analytics can reveal patterns like which membership tier has the highest lifetime value or which time slots 

are under-utilized (indicating an opportunity to introduce new classes or promotions at that time). 

Advanced analytics even enable predictive modelling – for example, forecasting revenue based on current 

sign-up trends (useful for budgeting and investment decisions) or predicting which members might be 

about to cancel (allowing targeted retention efforts). Fitness companies that treat data as a strategic asset 

can outmanoeuvre those with weaker systems. 

Continuous Performance Monitoring:

The aim is to move towards data-driven 

decision-making at all levels – from HQ deciding where to open the next gym based on member density 

maps, to front-line managers adjusting gym floor layout because heatmaps showed certain machines are 

always crowded.

 The C-suite should have a set of live KPIs, fed by integrated 

systems, to monitor the health of the business. These might include weekly active members, monthly 

recurring revenue (MRR), churn rate, class occupancy rates, etc. By monitoring these in near real-time, 

leaders can spot issues early (e.g., a sudden up-tick in churn at a specific location might signal an 

operational or staffing problem there) and respond quickly. 

Executing on this data integration imperative often involves 

investment in a suitable enterprise platform (or enhancing an 

existing one) that covers membership, finance, and analytics 

in one. The payoff is better decisions and a more agile 

organization that can adapt strategy based on evidence 

rather than conjecture.
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3.5. Agility in Offerings and Revenue Streams

Finally, in such a fast-evolving industry, fitness enterprises must stay agile in how they generate revenue and 

deliver value. This means regularly innovating and  in response to trends and being ready to 

 if needed:

expanding offerings

pivot the business model

Develop New Services Quickly:

For example, if your billing system can easily 

handle add-on services or different pricing tiers, you can roll out a premium “Wellness Package” add-on 

without months of re-coding.

 Whether it’s adding a new class format that’s trending (say, a dance fitness 

class during a Zumba craze, or recovery/stretch sessions as demand for recovery grows) or launching a 

nutrition coaching service, time-to-market is important. Being late to offer what customers want can cede 

ground to competitors or external providers. Thus, an imperative is to cultivate an innovation mindset – 

pilot new ideas, possibly in a few locations or as limited-time offerings, and scale up what works. Having 

modular systems (and a flexible subscription platform) helps. 

Diversify Revenue within the Membership Economy:

Diversification can increase total revenue per member and reduce vulnerability to any single product’s 

downturn.

platform for wellness services

 Relying solely on basic membership dues can be 

risky if competition drives prices down. Many gyms seek additional recurring revenue streams: small-

group training packages, corporate wellness programs (selling bulk memberships to companies), online-

only memberships for digital content, merchandise subscriptions (supplements or apparel), etc. 

 For instance, if another lockdown occurred, a gym with a strong digital subscription arm could 

retain revenue from online classes even as physical visits drop. The strategic mindset is to view the 

business not just as “a gym” but as a , some of which might be delivered 

virtually or through partners.

Stay Customer-Centric and Adapt Pricing: Agility also means listening to customer feedback and usage 

patterns to refine offerings. If data shows many members are only using the gym 10 days a month, maybe 

a 10-visit monthly pass product could be introduced at a lower price than an unlimited plan – capturing 

price-sensitive users who otherwise might quit, or users whose lifestyle can only fit 10 visits a month. 

Conversely, if your high-end members are clamouring for more exclusive experiences, consider a higher 

tier with VIP perks. Regularly reviewing pricing and packages ensures they align with what different 

segments are willing to pay and how they prefer to consume services. The subscription management 

system must handle fragmented changes at scale (proration, upgrades/downgrades, etc.) smoothly on the 

back-end – which is a nice segue into the next section of this eBook.

Underlying many of these imperatives is the concept of powerful subscription enterprise 

resource management – because at the heart of it, modern fitness is a recurring-revenue, 

subscription business. In the next section, we dive deeper into how mastering the 

subscription lifecycle, especially with advanced technology and AI, can become a game-

changer for finance, operations and revenue teams.
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 Subscription Management Excellence in 

Finance & Operations

In this section, we outline a narrative of what cutting-edge subscription management looks like in practice. This is 
where the trends and imperatives discussed earlier converge into concrete capabilities. By effectively managing 
the subscription lifecycle – from a member’s sign-up and upgrades/downgrades to billing and retention – fitness 
companies can unlock r  And by infusing AI and automation into these processes, 
business teams can achieve a level of efficiency and insight that elevates both the finance function (revenue 
operations, billing, compliance) and  (service delivery, customer experience).

ecurring revenue excellence.

operations

4.1. Recurring Revenue Excellence: Managing the Subscription Lifecycle

Managing subscriptions is not just an administrative task; done right, it is a strategic advantage that underpins 
revenue stability and growth.  a powerful end-to-end Subscription Management solution 
embedded within Microsoft Dynamics 365 ERP, is an example of a platform built to supercharge this process, but 
regardless of tools the principles of excellence include:

LISA Enterprise,

Flexible Plan Configuration: Fitness businesses must be able to design and tweak membership plans 
rapidly – whether it’s introducing a new tier, offering a limited-time promotion, or bundling services. A 
powerful subscription system allows for myriad pricing models: flat monthly fees, usage-based billing (e.g., 
pay per class beyond a certain limit), family plans, corporate plans, etc. Leading solutions support multiple 
monetization models and billing types, from straightforward monthly dues to hybrid setups (e.g., monthly 
fee + one-time onboarding fee + usage overages). This flexibility means the business can respond to 
market changes and customer demands with agility (as noted in strategic imperative 3.5). For example, if 
data shows demand for short-term passes, the system can handle a new weekly subscription product 
without custom work.

Seamless Subscription Changes & Lifecycle Management:

automation of the entire lifecycle from 

activation to renewal to cancellation.

 Over a member’s lifecycle, changes are 
inevitable – upgrades to higher tiers, downgrades, freezes, cancellations, add-ons like personal training 
packages, etc. Excellence in management means these transitions are frictionless for the customer and 
automatically handled in the back-end systems. When a customer makes a complex change (say, upgrading 
their membership mid-month and adding a locker rental starting next month), the system should prorate 
charges accurately, schedule the new billing, and update revenue forecasts – all without manual 
intervention. Modern subscription ERP solutions emphasise 

 This ensures no revenue is lost (or overcharged) during changes, and 
finance teams aren’t firefighting billing errors. A well-managed lifecycle also enhances customer 
experience – the member sees their requests enacted immediately (e.g., new access granted, correct 
charge applied), reinforcing trust that the company has its act together.
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Accuracy in Billing and Revenue Recognition:

Revenue recognition compliance

payment collection:

 Financial excellence in subscriptions means every recurring 

fee, one-time charge, discount, and refund is accounted for precisely.  is 

critical for the CFO’s team – especially if selling prepaid annual memberships or multi-element packages 

(e.g., an annual plan that includes free personal training sessions which need amortization). The 

subscription platform must handle rules like IFRS 15/ASC 606 (allocating revenue over time appropriately), 

so that finance can close books confidently and quickly. For instance, LISA Enterprise integrates such 

compliance into Dynamics 365, reducing manual spreadsheets in finance closes. Accurate billing also 

means integrated  storing payment methods securely, retrying failed payments, and 

automating dunning (reminders for overdue payments). A superior system offers one-click invoice 

generation, automated delivery, and integration with payment gateways (like Stripe, Adyen or GoCardless) to 

streamline collections.

Self-Service and Transparency:

member self-service portals

 Empowering members to manage their own subscriptions is both a 

customer satisfaction booster and an operational cost saver. A good subscription management approach 

includes  where individuals can view invoices, update payment info, upgrade 

or pause their plan, etc. This not only meets modern consumer expectations for autonomy but also 

deflects workload from customer service. Autonomy to manage their subscriptions, account details, 

payment methods, add-ons, etc., leads to both happier customers and leaner operations. Transparency 

with clear communications of billing, changes, next renewal dates builds trust, reducing disputes and 

churn. If a member can easily see “I have 5 days left in my billing cycle and I’ll be charged X on the 1st of 

next month,” they are less likely to be unpleasantly surprised or to call support with questions.

360 Customer View: This mantra appears in various visions or objectives of a typical digital transformation 

project. For subscription business this should not just be a cliché or a ticked requirement but an end-to-

end philosophy aimed at driving customer life-time value. Another vision or objective which is tightly 

coupled to this one is achieving true omnichannel excellence. For subscription companies such as Gyms 

this means mastering subscription excellence across all customer touchpoints such as customer portals, e-

commerce sites for memberships, POS devices within the gym itself and also back-office customer service 

personnel. A practical example would be around renewal notifications. Bluefort LISA coupled with 

Microsoft Dynamics 365 Commerce capabilities can be configured in a way to show the current active      

subscriptions for a specific member and also flag subscriptions that are up for renewals across all channels 

for example gym staff can alert customers of an upcoming renewal from the POS 360 customer view, 

customer service personnel over the phone or in a chat can do the same thing while the e-commerce site 

or customer portal can consume this information to display alerts and potentially even renewal offers to 

existing customers in order to entice them to extend their relationship further with the gym.
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Pushing the limits of the subscription lifecycle narrative means imagining what’s next. We can expect even more 

creative subscription offerings like “gym as a service” models, truly personalized pricing based on usage patterns, 

or loyalty-based subscriptions where your rate drops the longer you stay. It also means 

For example, when a member cancels, an automated workflow could immediately trigger a win-back marketing 

sequence with special offer email or a prompt for feedback to learn why. Or if a member upgrades to a premium 

tier, the system auto-flags it to the gym manager who might, say, personally welcome them to reinforce the value. 

In essence, recurring revenue excellence is about  – one 

that blends robust technology, smooth processes, and creative business thinking to maximize the value of each 

member relationship.

interconnecting the 

subscription system with every part of the business.



treating subscription management as a core competency
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4.2. AI – Next Generation Automation in Subscription Management

Artificial Intelligence is turbocharging what’s possible in subscription-based businesses. In the context of fitness, 

AI and automation extend the capabilities of fitness enterprises, bringing intelligence to both finance operations 

and member-facing operations. 



Let’s explore how AI-driven automation can revolutionize this space, and illustrate with a couple of use-case 

journeys that show these concepts in action:

Predictive Analytics for Revenue and Churn:

forecast future membership levels and revenue with high accuracy.

 AI can analyse historical membership data, seasonal trends, 

and even external factors to  For a 

CFO, this means more predictable cash flow and better budgeting. Importantly, AI models can incorporate 

leading indicators of churn – for instance, identifying members who have decreasing gym visits or who 

rated their last class poorly – to predict who might cancel soon. By flagging high-risk members, the system 

enables proactive retention efforts, such as sending a targeted incentive or alerting staff to do personal 

outreach. In essence, AI turns large datasets into actionable insights, moving the business from reactive to 

proactive. Finance teams in telecom (another subscription industry) rely on AI-based forecasts to guide 

capital planning; the same idea applies to gym chains, which can plan new locations or expansions 

knowing projected membership growth 6-12 months out.

Real-Time Anomaly Detection and Assurance: With thousands of transactions (membership fees, class 

bookings, retail sales) flowing through, AI helps monitor and catch irregularities automatically. This 

includes spotting billing errors (perhaps a batch of accounts erroneously not charged), usage anomalies (a 

member whose check-in frequency jumps – could indicate card sharing abuse), or even potential fraud. AI-

driven anomaly detection in real-time serves as a safety net, ensuring revenue “leakages” are caught and 

fixed promptly. For example, if a system glitch causes a subset of subscriptions not to renew correctly, AI 

might detect the revenue shortfall pattern in days rather than this going unnoticed for a month. The 

benefit is both financial, protecting every pound in revenue and operational, maintaining trust through 

accurate admin.
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AI in Operations & Customer Experience:

workforce and resource optimization

 On the operations side, AI can enhance how services are 

delivered. For instance, AI-powered chatbots or virtual assistants are available 24/7 to answer member 

questions (“How do I upgrade my plan?” or “What’s my next billing date?”), troubleshoot issues, or even 

help with fitness advice. Another operations use:  – AI can forecast 

how many staff are needed at peak hours or when to schedule maintenance for machines (predictive 

maintenance) based on usage data. It can also dynamically personalize content: for example, an AI 

scheduling system might auto-send a suggestion to a member’s app like “It’s been 5 days since your last 

visit; here’s a recommended yoga class tomorrow at 6 PM.” This kind of personalization at scale keeps 

members engaged and distributes gym usage more evenly by nudging individuals at the right time.

Intelligent Automation of Finance Tasks:  Routine finance processes associated with subscriptions can be 

dramatically accelerated with AI. We’re talking about things like invoicing, payment reconciliation, 

updating the general ledger, and compiling revenue reports. Leading firms have cut month-end closing 

times from weeks to days by using AI for data entry and error checking. Imagine a gym’s finance 

department where at 12:01 AM on the first of the month, the system has already generated and sent all 

membership invoices, applied any freezes or discounts automatically, and updated the deferred revenue 

schedules – without human involvement. The finance team can then focus on reviewing summary reports 

and exceptions, not crunching numbers. Automation also extends to handling failed payments: an AI-

driven collections module can distinguish between a customer who usually pays but forgot (send a friendly 

reminder) vs. a customer who might be in financial hardship (route to a customized win-back plan). This 

nuanced approach improves recovery rates and preserves member relationships by responding in an 

understanding way based on AI insights.
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Use Case 1:

Seamless Subscription Change Journey

Consider a scenario that happens daily in large fitness clubs: A  For 
instance, Jane is currently on a basic plan, and mid-month she wants to upgrade to the premium tier for the 
added classes, and also add her spouse as a family add-on for the next billing cycle. Traditionally, this could be a 
nightmare of proration calculations, manual database updates, and potential billing confusion. Here’s how it 
unfolds with advanced subscription management and AI automation:

customer decides to change their membership.

Customer Self-Service Initiation: Jane logs into the member portal or mobile app. The interface shows her 
current plan and offers upgrade options. She selects “Premium Plan” and chooses to add a spouse 
membership. An AI assistant pops up to inform her: “Your new plan will start immediately. We’ll prorate 
the difference for the remaining 10 days of this month, which comes to £X, and your next monthly bill on 
the 1st will be £Y for two members.” This real-time calculation is done by the system using the 
subscription rules – no staff involvement, no waiting. Jane confirms.

Automatic Finance Updates:

prorated charge

discount or promotion

 Behind the scenes, several things happen in milliseconds. The system creates 
the spouse sub-member account, links it to Jane’s billing account, and adjusts the pricing. It calculates the 

 for the upgrade effective today and charges Jane’s saved payment method immediately 
for that amount (or schedules it on the next bill, depending on policy). The next invoice is already updated 
to include the new premium rate for two members. The revenue recognition schedule is adjusted too – 
any unearned revenue from Jane’s previous plan is recalculated, and the finance module is updated 
accordingly. In short, the entire billing impact is handled automatically. If there’s a  
applicable (say there was a family add-on half-price for the first month), the system applies it and accounts 
for its expiration next month. All these entries flow into the ledger correctly, so the finance team doesn’t 
have to manually reconcile Jane’s change at month-end – it’s as if Jane was on premium from day one in 
terms of system integrity.

Operational Triggers:
(a)

(b)

(c)

  Now, on the operations side, because Jane added a spouse, the system might 
trigger a few actions:  It sends a welcome email to the spouse with app login instructions and an 
encouragement to come in for a free fitness orientation – driving engagement.  It alerts the gym’s front 
desk or membership manager that a new family member has joined under Jane’s account, ensuring that 
when they first visit, the staff can greet them by name and maybe give them a quick tour (a personal touch 
made possible by the data flowing instantly).  If premium plan members are entitled to say a free 
monthly personal training session, the system credits Jane’s account accordingly and makes that visible to 
trainers who manage bookings. All of this is automated via workflow rules tied into the subscription 
change.



Use Case 20

AI Oversight and Experience Enhancement:  Suppose this upgrade is a signal of high engagement – AI 

algorithms note that members who upgrade are great candidates for upselling other services. The system 

might queue Jane (and her spouse) into a “high potential” segment for marketing, meaning next week she 

might get a personalized offer for a discounted PT package or a push notification highlighting a feature of 

the premium plan she hasn’t used yet (e.g., “Explore our Yoga classes, now included in your Premium 

plan!”). Conversely, if Jane had been downgrading or pausing her membership, AI could have flagged a 

retention risk, possibly offering an incentive to stay. In our case, it’s an upgrade, but the point is AI 

monitors these changes to optimize revenue opportunities and retention.

From start to finish, Jane’s journey – a complex mid-cycle upgrade with add-on – is handled in a few clicks with 

full transparency to her and no manual intervention by staff. The finance department sees accurate revenue 

updates; operations see a happy customer whose experience was smooth, and they have the info needed to 

provide great service to the new member.
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Use Case 2:

AI-Driven Operational Planning for Peak Demand

For a second example, let’s tackle a pain point many gym executives will recognize:  (and 
similarly, seasonal peaks like back-to-school). Historically, gyms would scramble with temporary staff to handle 
the influx of new members and inquiries in January. Here’s how an AI-enhanced system turns this into a well-
managed opportunity:

the January surge

Predictive Membership Surge Forecast:

72% increase in 
new member sign-ups

 By analysing years of data, the AI model predicts that this 
upcoming January, based on current sign-up momentum, social media interest, and even macro factors 
(e.g., an easing pandemic or a new year’s marketing campaign), the gym should expect a 

 compared to December, also predicting peak times for inquiries. This forecast is 
shared in a dashboard to management in, say, November so they can plan.

Automated Prep in Finance Systems: Knowing a surge is coming, the finance system (via rules or an AI 
scheduler) temporarily increases the frequency of billing runs or payment gateway capacity to handle the 
volume of joining fees or first dues. If normally billing is done in nightly batches, it might switch to hourly 
during peak days to ensure new members get processed and activated quickly. The CFO’s team also sees a 
projected cash flow boost for January and can allocate budget for any necessary overtime or system 
scaling costs. Essentially, AI has translated the surge into concrete numbers for finance and ops to act on.

Workforce and Support Scaling via AI:
AI chatbot and knowledge base

resolving 6,000+ inquiries a week automatically

workforce management

contacts handled per hour go up by 

double-digits

  Instead of hiring dozens of temp call centre agents as before, the 
gym leverages its  more aggressively. Common questions that flood in 
(“How do I use my free trial?” “What’s included in membership?”) are anticipated and updated in the self-
service help centre. The chatbot is trained with new year-specific queries. During January, it handles 
thousands of queries concurrently,  that otherwise would 
have tied up phone lines. Smaller teams of human support agents focus on complex issues or high-value 
interactions, and an AI-driven  tool dynamically reallocates some staff from quieter 
departments to assist member services during peak hours. The result: even with a 70%+ demand spike, 
response times remain good, new member onboarding is smooth, and 

 thanks to efficiency gains. Meanwhile, existing members aren’t feeling neglected because 
classes and gym floor aren’t overcrowded – the ops team used AI to recommend class schedule tweaks 
and capacity adjustments (like adding extra beginner classes in early Jan to accommodate newbies).

Continuous Feedback Loop:  As January unfolds, AI monitors the situation in real time. If certain clubs are 
hitting capacity issues (too many people at 6pm? parking lot full?), it can alert those location managers to 
take action (e.g., issue a communication encouraging off-peak visits or open an overflow workout area). 
For finance, if an unusual number of payment failures occur (maybe a lot of expired cards in January 
renewals), the system flags this and automatically shoots out reminders or in-app notifications to update 
payment info. After the surge, AI analytics churn through what happened: which marketing offers 
converted best, which new member cohorts are attending vs. dropping off, etc., providing insights to refine 
next year’s approach.



This use case demonstrates how 

 ensuring maximum revenue capture (getting all those sign-ups processed without 

abandonment) and maintaining service quality without brute-force costs

AI can help a fitness business turn a challenging peak period into a well-

orchestrated campaign,

In conclusion, the marriage of robust subscription management and AI-driven automation creates a forward-

looking vision for fitness industry finance and operations. It’s a future where: billing errors are a thing of the past; 

every membership change is executed flawlessly; the finance closes are faster and compliant; and operations are 

so intelligently optimized that even massive influxes of customers feel seamless. All the while, the company can 

introduce innovative membership options and loyalty incentives at will, because their systems and processes are 

built to adapt.



This narrative, rich with trends and possibilities, underscores that technology like Microsoft’s Dynamics 365 

FSCM enhanced by Bluefort’s LISA Enterprise is ready and capable of achieving these outcomes. Fitness 

organizations that embrace these approaches position themselves to not only ride the current waves of industry 

change but to lead in creating the next wave – delivering exceptional value to customers and stakeholders alike 

in the subscription-powered fitness economy.

Bluefort, Triq l-Oratorju, 
Naxxar NXR 2504, Malta

www.bleufort.io

info@bluefort.io

Let’s talk
Get Started

https://bluefort.io/saas-services-form/
https://bluefort.io/fitness-gyms-form/
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