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To help guide you in setting pricing, always start with your costs of running the business, how much per year, then how 
much per hour.  This includes, pens, rent, your wage, paper, etc…. everything.  You must then adjust what you want to 
make to suit your lifestyle and a rate that suits your client’s perceived value.  You cannot charge less or the same for a 
service that it will cost you… there must be a profit your business to survive.  If your client complains about your 
pricing, explain the basis behind your fees, and then offer them a one-time bonus session to provide the sense of 
receiving something free.  Doing so helps to set their skepticism aside. 

If you raise or lower pricing, keep a watchful eye on your sales, to see which direction they take. You need to be aware 
of market trends and the effect your pricing has on business.  Note that increasing your price could anger your clients.  
However, if you do so, you must likewise provide a perceived increase in the value of the service.  You will need to 
explain either in person or through a letter that you now are subjected to more overhead (rent increase).  But, most 
importantly, what extra value is the client receiving for your price increase?  The overhead could be to the client’s 
benefit, such as new equipment and/or staff to better serve them, new training procedures that you obtained through 
continuing education, etc.  A sample letter is provided in Appendix A.  Pricing also is determined by your ability to sell 
(see Chapter 5).  Moreover, it’s always better to be a little too high priced than under priced, giving you room to provide 
discounts and incentives. 

If you offer price breaks, try to work that break into the cost by increasing your fees to cover the price break. Clients 
will not know the difference and will perceive it as receiving the same value at a better cost. For example, you can offer 
a package of 20 training sessions, which comes with a free T-shirt, water bottle and training journal, and a 
nutritionalysis, then offer a 10% discount for this package based on a price that is actually 5% higher than you would 
normally charge.  Potential clients are still getting a discount, but not as much as they think.  

Discounts can also be given for immediate payment, or payment without a credit card.  In the first instance, this saves 
you time and potential headaches of chasing down your clients for payment, and is worth a modest discount.  In the 
latter instance, giving a 5% discount, for example, is not that big a deal for your company since you would have to pay 
2.5-5% to the credit card company anyway.  Regardless, your clients perceive an extra value and may take advantage of 
the offer. 

Avoid increasing or dropping your price in response to competition or demand as your clients will feel ‘jerked’ around.  
Current and potential clients will also perceive your business as being unstable and uncertain, as if you’re ‘feeling’ your 
way around the industry, not quite certain what to do. 

 

 

 

 

 

 

Clients will also feel jerked around if you implement variable pricing, i.e., charging more for the wealthy, and less for 
the poor.  If word gets out, those paying more will feel quite upset.  Rather, it is best to offer packages that range in 
price in accordance to value, with the wealthy being more apt to buy the more expensive packages. You can create 
bronze, silver, gold, and platinum packages.  Consider the following hypothetical examples: 

TIP: Be aware of shifts in the marketplace, and be prepared to alter your pricing accordingly.  If 
some of the more competitive personal trainers drop their prices dramatically, you have to be 
prepared to answer.  This could be in the form of also lowering your prices, or marketing 
yourself to reflect why your prices are much higher… quality vs. quantity. 
 
TIP: If you offer something new on the marketplace that many people want, always raise your 
price higher than expected to cover more than your cost plus profit.  This will provide short-term 
income at a higher rate, plus once competitors come on board, you can lower them and still 
make a profit. 
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Bronze Package 
10 sessions @ $45 per session ($5 discount per session) – $450.00 

Silver Package 
15 sessions @ $42 per session ($8 discount per session); body composition analysis – $650.00 

Gold Package 
20 sessions @ $40 per session ($10 discount per session); body composition analysis; fiber type testing – $900.00 

Platinum Package 
25 sessions @ $38 per session ($12 discount per session); fiber type testing; nutritionalysis, body composition analysis 
– $1200. 

The ability to retail and market these packages, particularly silver to platinum, depends greatly on geographic area and 
income of your target group.  However, the above merely serves as an example, and package pricing can consist of any 
combination and cost. 

Another pricing method, similar to the above example, is called the bundling strategy, wherein you keep adding to the 
original package.  For example, buy 10 sessions and get a creatine supplement at 25% off, a free T-shirt, plus a chance 
to win dinner for two at a local restaurant.  Doing so can help sell larger packages and more training time that normally 
does not move quickly.  The idea is to offer a lot of incentives for a good price without costing you much.  The free 
dinner can be an agreement between a restaurant and your business (you provide free advertising and promotion, 
thereby costing you nothing).   The T-shirt can include the silk screener’s logo in exchange for the silk screening.  The 
creatine would be a supplement you bought wholesale from a manufacturer, again costing you nothing since you’re 
selling it wholesale.  In sum, it would cost you $5 or less for the T-shirt!  This is one of the best and proven promotional 
strategies available. 

NOTE: Few clients have the financial stability to retain your services indefinitely.  Clients come and go, so expect cost 
to be a major contributing factor in losing clients – that it may not be anything ‘personal’ about you or your quality of 
service. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TIP: When offering discounts or special pricing, make certain that the customer knows 
it's for a limited time offer, and wait before offering another bargain.  Offering specials 
too often will force you to always maintain low prices to sustain regular business. 
 
TIP: Personal training is viewed as a status symbol by some and will, consequently, 
result in those who can afford to spend more money to do so.  In other words, provide 
extra service (e.g., fiber type testing, nutritionalysis) for those who can afford it in a 
more expensive package. 
 
TIP: Avoid hidden costs or surprises, since this upsets customers.  Lay everything out 
on the line regarding costs and what the client is receiving for their hard-earned dollar.  
Also make all discounts or bonuses highly visible in your advertising and sales 
presentation. 
 
TIP: Be aware that other factors may be responsible for a rise or fall in business (e.g., 
summer holidays, Christmas holidays), not just price increases or decreases.  Pay 
particular attention to seasonal trends and what causes people to buy or avoid your 
services. 
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Location 
If the place is too expensive, your profit goes down, and it will require much more business to sustain it.  A place that is 
cheap is just that.  It may not be bad in regards to construction and layout, but the location may not promote good 
exposure or increased business.  Obviously you must find the best location for the best price.  If all you can afford is a 
poorly located studio, you must make certain your service is so superior that people don’t mind traveling out of their 
way to get to you. 

Piggy-Backing 
If possible, choose a location that puts you in the company of related businesses, but not competitors.  Places like 
fitness clothing, sports shoes and equipment, a health food store, massage therapist or chiropractor, bodybuilding shops, 
etc.  In essence, what you are doing is tapping off their energy and client base, and they yours (being the selling point of 
this partnership if they need convincing).  Banks are also good as they allow people to obtain cash for impulse buying, 
and there is always high traffic to and from banks.  Restaurants are likewise ideal as people frequent them so often.  In 
essence, think of places where a lot of people go, which may not necessarily be centrally located. 

An ideal scenario is to share your rent with another business.  This will help both parties involved.  It greatly reduces 
costs, since a 5,000 square foot building may be cheaper per square foot than a 2,000 square foot building.  Sharing a 
location can mean increased traffic for both businesses, particularly if they are complimentary, e.g., a bodybuilding shop 
and a personal trainer service. Can you imagine a training facility, massage therapist, a health food store, and a sporting 
goods store all under one roof!?  Other potential businesses that would be ideal to share a location include esthetician 
shops, clothing shops, hair salons, and juice and health bars. 

Also consider the possibilities of finding a 600 square foot location for your one-to-one business, versus a 5,000 square 
foot location – larger building are always available, whereas the smaller ones are always snatched up quickly by small 
businesses.  Although one-to-one businesses neither need nor can afford the 5,000 square foot location, if you could find 
entrepreneurs willing to exist with your business, it becomes affordable and potentially more profitable. 

Other ideal places include strip malls or refurbished buildings that offer various specialty shops.  Many of these 
locations offer reasonable rent since there is less traffic and they are not as well located.  Strip malls and refurbished 
buildings are ideal for one-to-one training facilities that house 6-10 pieces of equipment since floor space required will 
be minimal.  However, many one-to-one studios also lack showers with only one change room, reducing floor space 
requirements.  

 

 
 
 

 

 

TIP: You must supply a quality service, in the right quantity in the right 
place, for the lowest possible cost, without sacrificing customer needs.  An 
ideal location can help you do this. 
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Home-Based 
There is one often-neglected option, which is very affordable.  You can conduct business out of your home.  Renovating 
a garage or extra bedroom with heating, air conditioning, rubber mat flooring and drywall is much less expensive than 
paying rent for only one year.   

If you are running a one-to-one facility, traffic will not be heavy, and your business will go unnoticed.  However, if 
business picks up, and you begin working with other personal trainers, traffic and parking may become a problem.  
Consequently, you will have to apply for rezoning of your home, which means higher taxes.  In fact, most cities will not 
allow small home-based businesses to post signs or to operate if traffic and parking become a problem.  However, a 
home business is still ideal if you’re just starting out and have minimal investment power.   

There are a few problems with home-based businesses.  Sometimes it’s hard to get work done, taking breaks in front of 
the television, rather than working on business plans, marketing potentials, etc.  You must also consider how often 
friends and family drop by to see you. Clients may not appreciate the unprofessional atmosphere of cousin Bobby 
dropping by in the middle of a session to discuss weekend plans.  If you do operate a home business, set rules and 
working hours for friends and family, and make certain they stay clear during those times.  

In-Home 
This point has been brought this up before: always consider the option of training people in their own homes.  One of 
the biggest growing markets is microshopping and living, which refers to doing everything from the convenience of 
your own home, including shopping for groceries, electronics, clothes, etc.  As the world becomes more hectic, and the 
population older, people are looking for ways to decrease the time and effort of having to leave the house to pay bills, 
shop and even to exercise (that is why home gyms, barbells sets, and cardio equipment are such big sellers). 

Equipment for home training is very cost effective.  You need a vehicle, a set of PowerBlocks (selectorized dumbbells) 
and a fold-up travel bench (PowerBlock.com).  And you can add some elastics (Bodylastics.com), or perhaps you want 
to go with a Lean Abs Machine (LeanAbs.com).  That is it!  You can perform dozens of exercises with a set of 
dumbbells, at least 2-3 for each muscle group, and the same is true of Bodylastics and the Lean Abs Machine.  This 
could very well be an ideal niche for many personal trainers unable to afford their own facility, but who want to work 
independently without having to pay a gym a big commission for use of their equipment. 

Key Points to Consider in Choosing a Location 
1. Before looking for a location, make a checklist of assets the place should have to compliment your business.  You 

will need enough floor spacing to accommodate all your machines, free weights, plus room for expansion.  An 
office area is essential, and also a storage area for cleaning supplies, and old files.  You will require ample parking, 
depending on the size of your business and the number of intended clients during peak hours.  If you’re a one-to-
one facility, parking will not be as vital as a large, commercial gym. 

2. How strong is the local market?  Is it necessary to locate yourself centrally in order to compete, or is personal 
training a new phenomenon in your area?  If you don’t have much competition, particularly in your ‘style’ of 
training, then it is not as important to get that prime piece of real estate next to the ocean, or a large shopping 
complex. 

3. Is the site visible, and is there adequate traffic flow and parking?  This can be important, depending on your current 
positioning.  For example, if you already have a good client base, and are fairly well-known through advertising, 
you could probably set up shop just about anywhere (within reason).  However, if you are just starting out, it would 
be a mistake to rent out warehouse 43 at the end of pier 7 on Dead Man’s Lake.  Even a location that is somewhat 
out of reach is not too bad if you have regular traffic passing through.  If this is the case, and it’s all you can afford, 
you must give serious consideration to some very creative advertising to grab potential clients’ attention. 
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4. What are the initial costs (renovations, purchase) and ongoing costs (rent, utilities, taxes, cleaning, etc.)?  This is 
similar to buying a vehicle or your own home.  They may sell for ‘x’ dollars, but by the time you figure in all the 
extras, rest assured, you can add several hundred, or even thousands of dollars to the price tag.  Never stretch your 
budget thinking that the rent asked for is all that you will eventually pay.  Sit down and brainstorm all extra costs 
and be prepared to spend it. Find out if the lease per square foot includes cleaning and janitorial services, heat, etc.  
Sometimes it appears as though the price per square foot is reasonable only to later find out that all utilities, 
cleaning, repairs, remodeling, and many other costs are extra.  Consequently, although some places may be less 
expensive per square foot, by the time you hire someone to clean, or do it yourself, and pay for utilities, parking, or 
any other necessities, your savings of $100 or so per month may end up costing you an additional $200 per month! 

5. How is the community (high crime, complimentary businesses, low competition)?  The area in which you set up 
your business not only affects your potential income, but is a reflection of your professionalism.  Although you may 
be an upright citizen and a professional trainer, conducting business from a slum-like, high crime neighborhood 
will not attract the higher income crowd.  Even if you travel to their homes, it is unlikely that they will hire you, 
believing that you may steal from them once there.  If all you can afford is the run down, low-cost region, consider 
working out of your home, or merely advertise a phone number and get a post office box in a well-to-do 
neighborhood for mail forwarding. 

6. Are you in compliance to local zoning by-laws?  Don’t overlook this one!  Some businesses have been forced out 
of their location AFTER spending thousands of dollars in renovations since they were not in compliance with local 
zoning by-laws.  Make certain your town or city wants you there.  If not, and the location is ideal, look into what is 
necessary to change the local by-law. 

7. Does the demographics match your target market, and is the population large enough?  This is the most important 
aspect in choosing a location.  Before looking for an ideal site, be aware of who you are trying to target – consider 
step 5.  If you are targeting seniors, you must be in an area heavily populated by seniors.  This point may sound 
elementary, but many businesses ignore this oint, simply looking for a location that they like, without giving 
consideration to the needs of the consumer.  Hence, you must be in an area that matches your target, and the target 
must be large enough in order to draw an income. 

8. Does the site offer sufficient operational advantages (close to home for traveling, layout, cost, etc.)?  Once you 
satisfy steps 2 through 7, it’s time to look at the above aspects of a prime location.  Obviously it must be affordable, 
and it is best to find a location that is less than you can afford, to account for the ‘down’ times, when your client 
base is in a slump.  The layout must be spacious enough for expansion, but not so large that your facility appears 
empty, or you have several hundred extra square feet for which you’re paying rent, air conditioning or heat.  You 
also want a facility that is somewhat close to home.  If you have to travel 1+ hours each way, each day, that really 
adds up to wasted time.  For example, you’re looking at 520 lost hours a year, if working five days a week, or the 
equivalent of 21½ days! 

 

Getting Help 
Keep in mind that you’re not alone when looking for a location.  Commercial lease sites are often listed with real estate 
brokers.  Call them up and let them know that you’re looking, the size you require and the monthly price you can afford.  
However, don’t let anyone force you into a lease.  It is best to let the brokers and building owners know you have other 
possibilities, but don’t let them know where (particularly if you’re bluffing).  By doing so you may be able to strike up a 
deal on the rent, or start a bidding war between building owners – perhaps free renovations, a few months free rent, 
included utilities, a reduction in square footage costs, etc.    
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This is a perfect time to have showers installed.  Furthermore, change rooms are necessary, as some people may be 
coming from or going to work, and will be bringing with them a change of clothes.  Lack of shower facilities may turn 
some people off.  Having to drive or walk home or to work sweaty is not pleasant during the winter and in colder parts 
of the world.  Consequently, one shower stall in a single change room may be warranted for smaller one-to-one studios, 
and you should try to get the lessor to renovate accordingly.  

Many lessors will renovate if you sign a lease agreement for a certain period of time.  They don’t mind spending some 
money if they know they have guaranteed income for 5 or more years.   In effect, the more the lessor needs you, the 
bigger your potential score.  This will depend on the availability in your area and the length of time the location has 
been vacant.   

It is recommended to have a current client or an unbiased friend/associate view potential locations.  Having a second or 
third opinion increases the chance of someone spotting building flaws and location problems.  You will also get a sense 
from the client whether they would like to train in the proposed location. 

 

Fixing Up the Place 
When decorating your establishment, design the exterior, interior and window displays appropriately to make people 
want to come in feel comfortable and give reason to want to deal with your businesses. Atmosphere makes clients come 
back and will help to determine your overall image.  Make them feel uncomfortable and you will never see them again, 
regardless of your unbeatable service.  For example, one supplement/bodybuilding store has women’s lingerie and knee-
high leather boots in the window.  It’s uncertain what message the owner is trying to convey, but it looks more like a 
sleaze shop where hookers would frequent more so than fitness oriented individuals (particularly those over age 35).  

Moreover, and if possible, coordinate the exterior with the interior to provide unity of design and color.  Some malls and 
building owners will not allow you to alter the outside, so confirm this before signing on the dotted line. 

Integrate the senses whenever possible.  When setting up your establishment it should not smell of sweat or strong 
perfume.  It should neither be too bright nor gloomy, or dirty and dusty.  The atmosphere should cater to the target 
audience that you are attempting to attract.  For example, chrome and mirrors is ideal for the young, but plants and 
woodwork are more appropriate for seniors.  An athletic establishment should have photos and posters of famous sports 
heroes, autographed when possible, for inspiration.   

If you decide to play music in your establishment, it should be appropriate for the group of people with whom you’re 
working, such as heavy metal for the young and Sinatra for the elderly.  Always adopt the era in which the clients were 
in their teens, and chances are that is the music they prefer hearing.  Music should be kept as upbeat as possible, 
regardless of the era.  Many master trainees may enjoy ‘Moon River’, but it may be so relaxing they want to take a nap, 
instead of training to muscular failure.   

TIP: Be very cautious of rent increases.  Five percent per year may 
not sound like much until you figure it out.  If you are at all hesitant 
about signing a lease agreement, bring it to a lawyer for deciphering.  
It will well be worth the money to know what you're getting into. 
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Some facilities do not like any music playing as it interferes with proper instruction and concentration for both client 
and trainer.  In most cases this is appropriate. Furthermore, it is ideal (if you can afford to do so) to section and seal off 
a separate room for private instruction, and when the client possess the required technical skills, they can then be 
relocated into the general population area with background music.   

But don’t negate the motivational factor of music once the client clearly understands technique and proper form, and is 
more independent.  Few clients find a quiet, ‘cold’ atmosphere motivationally appealing; they want to enjoy their 
workouts, and music can often help them do that.  Consider when you shop or drive, and a song you enjoy plays.  Your 
first reaction may be a smile, but then you begin tapping your finger on the steering wheel, lip synching the words, or 
simply feeling euphoric.  Now, can you imagine if your clients felt this way every time they came in to train?   

 

Divisibility 
Divisibility refers to how you are distinguished from other companies, or what makes you unique.  It helps create your 
perception in the market and reflects your niche.  Why would Mr. X or Ms. Y want to obtain your services?  What 
special solutions do you offer to help solve their problems?  Also note that your niche, what separates you from others 
could be YOU!  You may have all the tools to train someone effectively, but if your clients do not like your personality, 
abrasive attitude, or teaching tactics, the highest quality standards will not help to retain them.  For further information 
on finding your niche, review Chapter 2.   

 

Follow-through 
Follow-through refers to the contact you make after the initial contact.  You can utilize follow-throughs to retain clients 
after a sale, to show your appreciation and to possibly make another sale.  Just because you sold a package or a few 
training sessions to a client does not mean that person will desire your services thereafter.  You must continuously 
remind your clients of your appreciation and value to them.  By doing so, you establish recognition and create constant 
reminders for them whenever they are not under your supervision.   

Reminders are just as important shortly after initial consultations, especially when a sale has not been finalized.  At least 
30% of potential clients will not retain your services, and you must do everything to show your appreciation and desire 
to work with them.  By doing so, there is a greater possibility of obtaining the 30% that almost got away. 

TIP: Make contact with your clients within 24 hours after their first session to get their 
thoughts on the experience.  This could help you fine-tune your approach with future 
clients. 
 
TIP: Make contact with your clients within 24 hours after their first session to get their 
thoughts on the experience.  This could help you fine-tune your approach with future 
clients. 
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Follow-throughs can take various forms, including thank you notes, a phone call or a letter to see if they’re happy with 
your services for potentially new clients.  They could also say that you enjoyed meeting them and look forward to 
working with them.   

A follow-through can also consist of a special offer relating to a previous purchase, such as a free T-shirt the next time 
they visit the gym for a personal training session, or a special-of-the-month, wherein the client gets 10 extra sessions at 
25% off.  Of course these specials could be continuous, but making such an offer will be appreciated by the client, that 
you’re going out of your way to help them save money and take advantage of a great, limited-time offer.   

A follow-through letter can be found in Appendix F, and can easily be adapted for a follow-through telephone 
conversation. 

 

Image/Identity 
Who you are, the image you portray and the image people perceive you as being, will either make you or break you.  
People hate being lied to, and will remember those instances above all the good you have done for them.  You must 
avoid any fraudulent acts or misrepresentation.  Don’t get caught giving deals to one person and not to another, unless 
it’s for good reason (signed up 2 friends at full cost). 

Above all, be sincere.  Listen like you care, train them like you care, and keep focused on them while you are training 
them.  Sincerity can really be expressed by having clients get involved in your business.  This could include success 
stories in newsletters and asking their opinion through surveys. 

Also, you must hire people who fit your identity.  If you prefer the clean cut, professional look, it doesn’t help to hire 
someone with several nose rings, long greasy hair, whose every second word is a cuss… regardless of their knowledge.  
If you can’t obtain clients due to image, that trainer’s knowledge will not be put to use. 

 

 
 
 
 
 
 

Networking 
Also called ‘fusion’ this is where you can establish business contacts and greatly increase your income potential.  The 
idea is "I scratch your back, you scratch mine” with each party making referrals to the other party for services they don’t 
provide.  For example, you could recommend a health food store, massage therapist or even a gym in exchange for 
referrals from those sources. 

It is important to fuse with only respected businesses, those who share similar standards and quality services.   
Moreover, you should both benefit and compliment each other.  It is illogical to network with another personal trainer 
(unless you both specialize and deal only with specific groups), or to network with a ‘trinket’ store, for example.  The 
ideal network partner is good at what they do.  They move in social circles that will generate leads for you.  Scan your 
local Yellow Pages or the internet for local companies you think may be interested.   

TIP: Your logo should reflect the identity, including font type and  
graphics, and message you want to convey.  You would not have a 
muscled bodybuilder in your logo if trying to portray an image of 
rehabilitation or that of catering to master athletes. 
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Both parties must be committed and enthusiastic about networking.  Although a sign inside their store is good, a verbal 
referral is much better.  To ensure enthusiasm, consider monetary rewards for referrals.  For example, special coupons 
could be provided to the client for a free initial consultation.  The person referring you could write his or her initials on 
the back so you know who was responsible for the referral (which is necessary if you have more than one network 
friend).  If the client signs up for a block of sessions, you could then issue a 10% commission check to the referring 
party.  This could also work the other way around, wherein you receive a commission.  This strategy does not require a 
coupon, but rather work verbally, such as “tell Precision Exercise that I referred you to them and they will give you a 
free session.”  Rest assured, your client will tell you in order to get that free session. 

Networking is also an excellent way of sharing the costs of a marketing activity, such as a local newsletter.  Both parties 
(or several parties) would receive advertising and split the cost of production.  Consider a chiropractor, health food 
store, massage therapist, physiotherapist, a local gym and your personal training business all in this project together, 
submitting articles and ads while splitting the cost six ways. 

To get other businesses on your side – those who can help you – it is vital to explain your services and how they can 
benefit your network partner.  If they don’t understand what you do, or cannot clearly see the benefit to them, they 
won’t be interested.  Would you?  Moreover, don’t keep score of favors.  If you help them more than they help you, 
that’s fine.  There will come a time when the shoe will be on the other foot and they will be in the position to boost your 
sales. 

Consequently, seeing the benefits of networking can also take time.  Give it at least 3-6 months, then reevaluate your 
relationship.  If you’re doing all the giving, and getting little in return, it’s time to move on and find another networking 
partner. But don’t break off the relationship if you begin resenting the time spent on your networking services rather 
than your own business.  It is best to cautiously budget your network time so you know how much effort you can afford 
to give someone else.  Do expect some network members to provide zero leads for you, but still regularly call and want 
something from you. 

 

 

 

 

 
 
 

Once you receive help, show gratitude.  Call up your network partner and thank them.  If the help provided a major 
income or positive change to your business, send a thank you card, or take that person out for lunch.  Showing your 
gratitude enhances the friendship, proves your sincerity, and urges the network partner to continue his or her role.  
Evidently, it is good business to work on personal relationships rather than selling.  If you build the relationship, the 
business will follow. 

Lastly, always keep your working relationship with your network buddy confidential.  Don’t share it with other 
businesses, clients, etc.  People should be on a ‘need to know’ basis when it comes to the operations of your business.  
The less they know the better.  Share your concerns with your networking partners so they understand and keep a tight 
lip. 

 
 

TIP: Don't be in a rush to network.  Be selective at choosing a network 
member because that selection reflects on you -- by the company that you 
keep.   
 
TIP: Always be on the lookout for new and potential network friends in case 
some of your old ones no longer work out, if they change jobs, sell the 
business, etc.  Networking is a relationship that may or may not last, and you 
must be prepared for such an event. 
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Innovation 
Innovation refers to something that is new and different.  What do you offer your clients that they can’t get anywhere 
else?  Moreover, what is your competition doing?  Are they always improving their services, or running stagnant?  You 
must not only offer something unique but prove that you’re on the cutting edge by sustaining an innovative image and 
business platform.   

 

 

 

 

Value=Quality/Service/Price 
Clients want the biggest bang for their buck and it must meet or exceed expectations.  Once you meet or exceed 
expectations, you will know the true value of your service and the ideal price to set.  In effect, this means noticeable 
results in a reasonable amount of time at a good price.   

Many personal trainers want clients in the gym 3-4 times a week for an hour at a time.  But soon clients detest training 
that often, and paying that frequently for meager results.  But through Prescribed Exercise™, the average person may 
only train 1-2 times a week for 15 minutes each time.  Producing optimum results with such brief volume and frequency 
will better guarantee a long-term relationship with your client than trying to ‘soak’ them for everything they’ve got in 
the immediate future.  Hence, your own formula for quality, service and price becomes a potential equation that 
separates you from your competitors. 

  

Case Study Example 
The following case study compares three companies, ABC Fitness, Max Strength, and Dynamic Strength.  This exercise 
will demonstrate the importance of originality and smart business marketing. 

Pricing: ABC is quite reasonable, charging $25 per hour. Max Strength is somewhat more expensive at $30 per hour; 
Dynamic Strength is most expensive, charging $40 per session, regardless of the time involved, which is sometimes 
only 20 minutes.  From this perspective it appears that ABC is the best buy, which does not indicate they will receive 
the most clientele.  People still believe that you ‘get what you pay for’, and will equate a higher price with a higher 
quality service.  However, if money is limited, it may be more difficult to obtain clients, and they may resort to the less 
expensive service. 

Location: ABC Fitness is located only a few minutes walking distance from the down town core.  Max Strength is not 
centrally located, but on the outskirts of the city, making it difficult for people to travel.  Dynamic Strength is not in the 
heart of the city, but in a high-traffic area in a strip mall, near bus stops and other major shopping areas.  Rent is nearly 
double in price, but the exposure could well be worth the investment for Dynamic Strength.  Obviously it is vital that 
Dynamic Strength begin with some start up capital until business becomes regular. 

TIP: Make certain to always contact existing customers about new services 
so they don't think you are limited to what you currently offer.  Being 
progressive makes your customers feel confident in your services – that 
you are always on the 'cutting edge.' 
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Divisibility: ABC Fitness caters to the general public, those overweight or just starting an exercise program.  They 
also cater to the lower income bracket, those who want to give personal training services a try, but without a high price 
tag.  Max Strength caters to the bodybuilding crowd, with a hardcore facility, trainers and attitude.  Their clients are 
typically under the age of 30 with few exceptions.  Dynamic Strength caters to everyone, young and old, advanced or 
overweight.  However, they strongly promote the idea of precise measurement, of being medically-based, able to take 
the challenge of the most difficult situation.  The public perceives the three businesses as a Volkswagon, Mustang 
Convertible, and Mercedes Benz.  All three get the job done, but the quality, image and price of each differ 
significantly. 

Follow-through: ABC Fitness follows through with clients after the initial consultation to confirm a first 
appointment.  Max Strength likewise follows through, but does so just before each appointment to confirm the 
commitment.  However, if a potential client does not hire them, neither company performs a follow-through to 
determine why, or to potentially change their mind.  Dynamic Strength follows through after sessions, after the client 
discontinues with their services, but does not follow-through if the client does not initially hire them.  This is one of the 
biggest failings of all three companies, that potential sales could be made if the trainer were to contact the potential 
client and possibly persuade them to buy a package, or take a few sessions to experience the quality of their service.  
And if the client was still not interested, properly constructed survey questions could provide valuable tools and tips as 
to why they were not interested, and how their approach could be rectified. 

Image/Identity: Although low key, ABC Fitness appears to be well known and respected in the community as a result 
of word of mouth and continual exposure on local television commercials and newspaper.  They appear to be ‘good old 
reliable’ in the local fitness market.  Max Strength is popular with the ‘hard-core’ crowd, but not well appreciated 
among those over 40.  Their niche is with bodybuilders and powerlifters.  Dynamic Strength has the best, but more 
limited reputation, promoting professionalism, and medically-based programs.  People view Dynamic Strength as the 
elite place to train if you can afford them. 

Networking: ABC Fitness does no networking, relying on their reputation to garner them new business.  Max 
Strength networks with their clientele, offering rebates and discounts on future training sessions each time they bring in 
a new client.  Dynamic Strength also networks with their clients, but also works with a local health food store and 
massage therapist, exchanging referrals regularly. 

Innovation: ABC Fitness has not changed their approach over the years, providing the same ‘canned’ programs to 
everyone, coupled with a workout card and basic instruction.  They cater to beginners and overweight individuals 
mostly, and are unable to tackle complex cases.  Max Strength is a bit more diverse, offering bodybuilding and 
powerlifting routines, and athletic programs, although they base each category on ‘canned’ programs found in the 
muscle magazines.  Dynamic Strength offers the greatest diversity in that they try to cater to the individual, measuring 
all aspects of workout, then analyzing the results on a continual basis. Their one downfall is that they appear to be 
locked into certain protocol (e.g., training to failure, fixed cadence for all exercises), refusing to structure the program in 
accordance to individual preferences. 

Value/Quality/Price: With ABC Fitness, the quality of instruction is average, but the price is right, making the sub-
optimal results for their clients ‘good enough.’  The value of Max Strength is that it meets the needs of a select group of 
‘hard-core’ athletes, and these people don’t mind spending a bit more to have ‘intense’ instruction from die-hard 
coaches and trainers.  Many clients are either taking anabolic steroids or have superior genetics, so the less ‘gifted’ 
clients tend to remain loyal as a result of the progress of a large minority, hoping someday to be like them.  Dynamic 
Strength is somewhat pricey, but people don’t mind paying for the service as the ‘clinical’ and professional application 
makes them feel more like an individual and that the service ‘must be better’ as a result. 
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Overall Ratings 

Competitor Dimension Rating (1-5, low to high) 
ABC Fitness  1 
Max Strength Pricing 2 

Dynamic Strength  3 
ABC Fitness  5 
Max Strength Location 2 

Dynamic Strength  4 
ABC Fitness  1 
Max Strength Divisibility 5 

Dynamic Strength  4 
ABC Fitness  2 
Max Strength Follow Through 2 

Dynamic Strength  5 
ABC Fitness  4 
Max Strength Image 3 

Dynamic Strength  5 
ABC Fitness  1 
Max Strength Networking 2 

Dynamic Strength  5 
ABC Fitness  1 
Max Strength Innovation 2 

Dynamic Strength  4 
ABC Personal Trainers  2 

Max Strength Value 3 
Dynamic Strength  4 

  

New Competition 
Consider that a new personal training business wishes to establish itself and has gathered the above data.  In order to 
create a niche, to become different, to garner the maximum percentage of population, they must take into account what 
other companies are doing.  The following is a hypothetical marketing plan based on this information. 

Divisibility: Prescribed ExerciseTM wishes to focus their efforts on the senior population, for two reasons: 1) this 
segment represents 40% of the population, and 2) this segment spends the most money on health and wellness products 
and services.  It’s apparent that ABC Fitness and Dynamic Strength are the biggest competitors. Prescribed ExerciseTM 
must now discover what they can offer that is different, unique, and they must develop strong selling points to sway 
seniors their direction. Prescribed ExerciseTM will also make certain all their staff are I.A.R.T. certified, thereby 
guaranteeing optimum service and individual care. 

Pricing: Prescribed ExerciseTM could try charging $30-35 per session, or $40 for an entire hour to entice more parties.  
They could also charge more to suggest a better quality product, but this approach may not work.  Seniors are known to 
be thrify and careful shoppers, rarely spending on the spur of the moment, nor going for the most expensive item.  
Consequently, it would be best to initially match or slightly undercut the most prestigious company, Dynamic Strength.  
With proper advertising and marketing it will quickly become apparent that the quality of service is much higher than 
ABC Fitness, so charging more than ABC Fitness is not a concern. 
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Location: Since ABC Fitness and Dynamic Strength are ideally located, Prescribed ExerciseTM could do one of several 
things (which will not exhaust all possibilities).  They could also become centrally located (if affordable), provide 
services on the outskirts of town but near the largest senior population (thereby challenging ABC Fitness for their piece 
of the pie), or offer unique services (shuttle or van pickup or drop off, in-home training), etc. 

Follow-Through: Prescribed ExerciseTM will always make phone calls or send personally addressed letters to 1) 
potential clients, those interviewed, but did not buy, 2) after sessions, and 3) after a package buy. They will discover 
why the person was not interested and create a package to better suit their needs, whether financial or otherwise.  They 
may not give lower pricing, but will offer incentives. 

Image: What makes Dynamic Strength so professional?  Perhaps it’s their white walls, choice of equipment (e.g., 
MedX), cleanliness, pressed uniforms, etc. Prescribed ExerciseTM does not have to duplicate their image, but it’s a good 
idea to take some pointers.  Also, Prescribed ExerciseTM will need to look at what seniors enjoy, inlcuding soft music in 
the background, few mirrors, plenty of green plants, communication ability of trainers (must be good listeners), perhaps 
a juice and lounge bar for socializing afterward, free promotional gifts, etc.  It would also be a good idea to hire trainers 
over the age of 40 to increase comfort level rather than young and spry fitness models and bodybuilders. 

Networking: To increase the image of Prescribed ExerciseTM, they will work with doctors and also rehab specialists, 
recommending work in exchange for business card and client referrals after the patient is finished rehab.  They will 
work with health food stores in exchange for client referrals, etc.  They will also conduct free public seminars in 
conjunction with the local government health unit. 

Innovation: To separate themselves from Dynamic Strength, Prescribed ExerciseTM will conduct fatigue/fiber type 
testing to determine optimum volume and frequency. Prescribed ExerciseTM will also prepare analytical worksheets and 
methods to fine-tune a program (as per the SATS Journal offered by the I.A.R.T.), and try to provide unique services 
and products (e.g., client newsletter) unique and available only to clients.  They will also conduct group workshops and 
training classes to increase socialization by having clients work in teams so they can help motivate and spot each other. 

Value: Prescribed ExerciseTM must provide the same quality service (if not better), for the same or slightly lower price 
than Dynamic Strength to compete.  They must gear their advertising toward seniors to also sway these clients from 
ABC Fitness toward their direction.  Their use of trainers over the age of 40 will give them a positive boost.  They 
should offer a money back guarantee, in that strength (functional ability) will increase by at least 200% in two months, 
or their money back. 


