
SPEAKER: Richard Piekaar

DATE: 07 / 11 / 2019



10.00 - 10.05    Welcome

10:10 – 10:35 Strategy update – Rene Moos

10:35 – 11:00 Product & content – Henkjan Thoes

11:00 – 11:20 Digital strategy– Marcel Boots

11:20 – 11:35 Data science – Adriaan Bos

11:35 – 11:45 Alarm Receiving Center – Otto Vroegop

11:45 – 12:00 Human resources – Marie-Véronique Bernard

AGENDA

2

Morning



13:00 – 13:20 Marketing – Erica van Vonderen

13:20 – 13:45 Customer Care & Retention – Jennifer Halsall & Pierre Coolen

13:45 – 14:10 Business Development – Niek van Wieringen

14:10 – 15:00 Expansion plans and next steps – Redouane Zekkri

15.00 – 15:30 Financial update and medium-term targets – Hans van der Aar

15:30 – 16:00 Q&A – Rene, Hans & Redouane 

16:00 – 16:05 Wrap up – Richard

16.05 - 17.00    Drinks

AGENDA
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Afternoon



SPEAKER: Rene Moos

DATE: 7 November 2019



AGENDA
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THE GROWTH STORY 

CONTINUES

OUR JOURNEY

SO FAR
SECONDARY REVENUE

OPERATIONAL

DEVELOPMENTS
OUR CONCEPT RANGE



OUR JOURNEY SO FAR
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OUR JOURNEY SO FAR IN NUMBERS
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Revenue and adjusted EBITDA nearly tripled in less than 5 years

46
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2016 - IPO 2017 2018 2019

Club 
openings

Revenue 
growth

DELIVERING ON OUR MEDIUM TERM CLUB ROLLOUT TARGET

8

Accelerated club rollout supported continued strong revenue growth 

30

20% 20% 20% 20%

65 - 75
100 100

155

28% 26% 23%
27% 

9 months
year on year

81 102 108
YTD

Communicated target

125

Fitland acquisition

123

Reported



BASIC-FIT CONSOLIDATED ITS LEADING MARKET POSITION
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Limited changes to European competitive landscape

Avg club

size (sqm)

1,200 –

2,000

700 –

1,500

500 –

600
n/a

1,200 –

2,000

300 –

1,500
~1,800 n/a n/a

400 –

1,500

300 –

1,500
~1,500

1,500 –

2,000

Franchise No Mainly Mainly Mainly No Mainly No No No No Mainly No No

5 4 7 2 6 1 1 12

Source: company websites, company information and Deloitte and EuropeActive – European Health & Fitness Market 2017 & 2019 reports
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THE GROWTH JOURNEY
CONTINUES



OUR GROWTH STRATEGY REMAINS UNCHANGED

11

New club rollout remains key; continuous development of 

non-fitness revenue

Yield management &

other revenue

• Basic-Fit is committed to keeping 

membership fees low

• Increase membership yield by offering 

value-added products and services

• Other revenue sources from day-

passes, vending machines, licensed 

personal trainers and physio

Maturation of existing estate

• Visible and consistent maturity profile 

for new openings

• 24 months for a new club to reach 

maturity with an average membership 

levels of ~3,300

• Potential for further membership 

growth utilising club capacity

New club rollout

• Significant whitespace potential in 

existing geographies

• Visible and secure rollout pipeline

• Proven model that can be applied to 

expansion in new markets
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SCALABLE CLUB ROLLOUT PROCESS
Ready to shift gears again

Standardisation of processes assures consistent 

level of quality

Scalable site selection and construction processes

Site selection based on local knowledge and market 

insights

Centralised approval process and monitoring of club 

returns above 30% ROIC target

Continued strengthening of the new club pipeline

Opportunity to further accelerate the execution of 

growth strategy



FURTHER ACCELERATION OF CLUB ROLLOUT

13

1,250 clubs by 2022

Continue to build clubs in white spaces

Increase fitness penetration by making affordable fitness accessible to 
all people 

Replace mid-market clubs with our value offering

Growth potential optimally utilised with broader concept range



CONTINUE THE STRONG GROWTH PATH THE COMING YEARS

14

Accelerated club rollout supports continued strong revenue growth 

2019 2020 2021 2022

Club 
openings

Revenue 
growth

125

>20% >20% >20% >20%

155 150 150 150
30



SECONDARY REVENUE



SECONDARY REVENUE

16

Non-club revenue to become more significant

Webshop
 NXT LEVEL, Basic-Fit’s nutrition brand

Partner revenue
 Basic-Fit’s media service company

Vending machines
 Now also rolled-out in France

Day passes
 35,000 a month sold

Physio & PT
 Available in all countries in 450 clubs



OPERATIONAL DEVELOPMENTS



Information on who is visiting the club 

Personalised training advice

Better communication with our members

Membership structure optionality

Does not increase capex budget

SMART PHONE ACCESS

18

Rolled out in 2020 on all clubs



OPERATIONAL IMPROVEMENTS

19

What else to expect today

Member retention
 Customer service and the customer journey

Optimised employee utilisation
 Added value of hosts

Technology
 App development and the use of member data

Smart camera system
 More flexible staff utilisation and club opening hours



OUR CONCEPT RANGE



OUR CONCEPTS

21

New and improved

Basic-Fit club concept tweaked to perfection 

Basic-Fit Express clubs for smaller villages and 
large city centres

Basic-Fit Ladies clubs for selective places in large 
cities 

Concept range enables the opening of clubs that 
are better attuned to local demand….

…and enables us to open clubs 
in more locations

All concepts are build with a ROIC target of >30%



SPEAKER: Henkjan Thoes

DATE: 7 November 2019



INTRODUCTION

23

International fitness product and content manager

Joined Basic-Fit in July 2018 

Over 20 years experience in the Fitness Industry globally. 

Background in Physiotherapy, Program development 

and Product Management at Technogym SpA, Italy

Runs 1000k per year and loves to ride the wind and the waves
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BASIC-FIT CONCEPT REFRESH

25

Evolution of the basic-fit club concept

Changing consumer behavior

Future proofing the Basic-Fit Club Experience

Improve the Member Journey resulting in more stickiness

OBJECTIVE

Delivery of an affordable, comfortable gym experience

A place for everyone, anytime

Freedom of choice, a variety of workout options and digital training guidance

Remaining identity and creating consistency within Basic-Fit in all countries

WHY



BASIC-FIT EVOLUTION
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BASIC-FIT CONCEPT REFRESH

27

Experience pillars

Customers are guided in such a way as to enable 

them to intuitively navigate the space and self-

direct their workout.

Intuitive Guidance

Customers feel welcomed into an inclusive 

and social environment that encourages 

interaction.

Welcoming Inclusive

The open, clean design combines ultra modern 

facilities with clear fitness zones and 

communications.

Open Direct



BASIC-FIT CONCEPT REFRESH

28

Zoning

Arrival Physio Staff

Social & 
Vending

GXR

Stretch & Abs

Functional

Free WeightStrength

Free 
Weight 

Light

Technical

Changing

Lobby

Cardio

Customer Centric Approach

Inviting, Positive, Comfortable

Inclusive, Low Barrier Experience

Self Led and Digital Guidance

Data based Equipment Selection

Key Elements:



MORE ATTENTION TO GXR LIVE

29

Positive impact on club results

Why we want to improve GXR LIVE in our clubs

Creates sense of community 

Offers promotional opportunity

Service more members during peak hours

Increases length of stay

Positive impact on male/female balance in the club 

How we will achieve this

Increase visibility of GXR classes in the club and online

Put class rooms closer to the entry

Make visible what is happening in the GXR room

Instructor app improves reliability and quality of GXR classes

GXR part of Basic-Fit’s USP



BASIC-FIT
CONCEPT 
REFRESH
Customer journey 

- Anthony

30

Functional

Vending

Arrival

Free WeightStrength

Locker



BASIC-FIT
CONCEPT 
REFRESH
Customer journey 

- Pauline

GXR Virtual
Class

Arrival

Changing
Room

Cardio
Warm up Stretch & Abs

Free Weight 
Light

31

Social corner
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Gradual Implementation guaranteeing consistency in Brand

New zoning following changes in exercise behavior

Increased digital guidance

No impact on OPEX – staff model remains the same

No impact on expansion budget – CAPEX remains the same

BASIC-FIT CONCEPT REFRESH

34

Evolution of the Basic-Fit club concept
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BASIC-FIT EXPRESS CLUBS

36

Opening new markets

The current Basic-Fit Formula works extremely well, however due to the 1500SQM model 
we do miss out on opportunities on places where the SQM price is too high, or simple not 
available.

Creating a profitable (30% ROIC) Club formula based upon 600 - 1000 SQM

Full Functionality Gymfloor design as compared to a regular Mix Club

Objective

Why



BASIC-FIT EXPRESS CLUBS

37

Adds to the Cluster Strategy

Reduction of non-effective training space

Specifically selected  Equipment Package, based 
upon research guaranteeing maximum equipment 
availability for users 

No Group X



BASIC-FIT EXPRESS CLUBS

38

Strategy

Successful in member numbers

First Express Clubs are being rolled out



BASIC-FIT LADIES

39



Basic-Fit has an experience with already
24 successful Ladies- Only clubs.

Field research as well data analysis shows
an even bigger potential for a specialized
Women’s only formula.

Basic-Fit developed an enhanced ladies club 
concept that attracts and retains a diversity of 
female target groups.

The new Basic-Fit Ladies is fully adjusted to 
Women’s Fitness needs which shows in multiple 
aspects of the club.

BASIC-FIT LADIES
Improving success

40



BASIC-FIT LADIES

“Basic-Fit Ladies provides a comforting and affordable space for women to

exercise with confidence, without intimidation or distraction. Holding true

to key elements of the Basic-Fit, Basic-Fit Ladies will be aspirational while

maintaining a sense of simplicity as a value-for-money offer.

Members are invited to make themselves at home, take control and direct their own 

fitness program to achieve specific goals. A group mentality drives and elevates the 

brand, emphasized through class-based exercise and the creation of social spaces. 

Feminine considerations underpin every choice, from visual brand identity to gym 

services and even vending machine products.

Together we can create a comfortable, supportive and motivational

gym environment for all women. “

41



Home of Fitness – Domestic essentials

Elegant, simple and feminine 
but still sports environment

Supportive and motivational

BASIC-FIT LADIES
Interior design & lay-out

42



Intuitive wayfinding and communication

Low Barrier Strength Circuits supported by Digital 
guidance through in-club screens

Equipment package composed specifically for the 
Ladies club based upon usage data

BASIC-FIT LADIES
Training and guidance

43



Opened First Club in Gent, Belgium. Second one, 
Amsterdam, Netherlands to be opened 
November 25th, 2019

Roll out new Ladies Clubs  - new locations

Conversion of existing Ladies Clubs follows the 
regular 5-year update cycle

BASIC-FIT LADIES
Improving success

44



SPEAKER: Marcel Boots

DATE: 7 November 2019



INTRODUCTION

46

Product & Innovation  Director

Joined Basic-Fit in February 2016

More than 25 years GM experience in the International

Sport & Fitness Industry

Previously worked as MD of Technogym Benelux, MD of K.Swiss Europe, 

and held International marketing positions at Clarks and Puma

Previously founder of internet start-up ( in 2012 > sold in 2016) 

and consultant in new technology in sports industry



OUR OMNICHANNEL STRATEGY



THE FITNESS MARKET IS CHANGING FAST TO OMNICHANNEL 

48



WHAT DOES THIS TREND MEAN FOR CLUB OPERATORS ?
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RESEARCH: POSITIVE EFFECT OF DIGITAL FITNESS ON CLUBS



Home

Always 
part of life

Audio workouts
home (2019)

Home training app

Customer 
journey e-mail

My Basic-Fit

Virtual assistant

Foodtracking app

GXR Video 
platform

Recipes

Club

Audio workouts 
club (2019)

Club Training app

Kiosk

QR code reader

Virtual coach 
training

Virtual Coach 
body analyser

WiFi access app

HOW BASIC-FIT IS CONNECTING 24/7 WITH MEMBERS

51

Basic-Fit app
Central Communication Hub



BASIC-FIT APP WITH VIDEO, AUDIO, VIRTUAL ASSISTANT 

52



BASIC-FIT APP HAD 1,6 MILLION USERS IN 2019 AND 4,5 SCORE

53

BASIC-FIT APP HAD 1,6 MILLION USERS IN 2019 AND 4,5 SCORE

9



STRONG TREND IN ACTIVE USERS OF APP  (LAST 30 DAYS)

54



GROWING USERBASE : BASIC-FIT VIDEO PLATFORM

55



ADDED OCTOBER 2019 : BASIC-FIT AUDIO WORKOUTS

56



FURTHER DEVELOPMENT : BASIC-FIT RECIPES FOR YOUR GOAL

57



LAUNCH NOVEMBER 2019 : BASIC-FIT APPLE WATCH APP

58



CONSUMER DEMAND DRIVERS

59

How to win the battle with High Value at Low Price

Value

Q + S
(Quality) (Service)

$
(Cost)

Convenience
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INTRODUCTION

61

Director Business Control & Analytics

Joined the Company in July 2011

15+ years experience in Finance & Control

Previously worked in Telecom, FinTech and Audit

Focusses on the story behind the numbers and value creation through data



DATA SCIENCE OPPORTUNITY



DATA PLATFORM TO ENABLE DATA-DRIVEN BUSINESS

63

Decision 
Support

01

Root Cause
Analysis

02

Site 
Selection

03

Product 
Management

04

Performance 
Management

05

Modular cloud based data platform utilized for business value



AI IS ALREADY PART OF EVERYDAY LIFE

64

Member
Value 
Delivered:

Algorithm
Recommendation 

Engine

“If you like squats you 
will also like 
GXR Booty “

Voice Assistant
NLP 

“Book a Live GX lesson 
next Thursday at 

19:00”

Cross Sell

“To reach your gain 
muscles goal buy 
Nxt Level Protein 

Powder”

Congestion
Prediction

“If you change the 
order of your work out 
routine, you don’t have 

to wait for the cross-
trainer”

Known use cases can be translated to deliver value to members



DATA SCIENCE AS ENABLER OF CUSTOMER VALUE

65

The logic behind the data science calendar is customer relevance

Time

Customer
Value

Optimize current  processes

Cross- & upsell

Customer insight

Length of stay

S

Increase customer relevance

One-to-one marketing

Dynamic work-out schedules

M

New / Disruptive

AI lifestyle coaching

L



DIGITAL INITIATIVES

66

DATA INTENSIVE



TAILORED SOLUTIONS FOR MASS PERSONALISATION

67

Business 
Knowledge

Member
attributes

Club
attributes

Behavioral 
patterns

External 
Data

Algorithms Next 
Best Actions

Data

Use business knowledge and data to build intellectual property 





REINFORCING VIRTUOUS CYCLE STRENGTHENS PROPOSITION  

69

Better 
Predictions

More Users

Better Actions

More
Data

Data Science 
cycle

Head start as a result of extensive userbase 

Usage

Quality Neural 
Network

Normal 
Improvement



DATA SCIENCE RESOURCES





72

Data preparation ~ 80%

Data science  ~ 20%



STANDARDIZED PROCESS TO ENSURE VALUE CREATION

73

Discuss data sources 

and processes with 

domain experts

Define OKR’s and 

KPI’s

Collect, clean, 

structure

and enrich data

Build machine 

learning models and 

select the best 

performer

Flagging 

memberships in 

database and 

deliver Proof of 

Concept

Bring the PoC to a 

production 

environment

PoC

Relatively short cycle of iterations

Step-by-step process, adapted from industry standard CRISP-DM

2. Data preparation 3. Data analysis 4. Modelling 5. Evaluation1. Approach Operationalisation

Exploratory data 
analysis to determine 
correlations and the 
relevant input 
features

Not pure linear and sequential but iterative process. 



BUILD OWN IP WITH HELP FROM BEST IN CLASS PARTNERS

74

To inspire, update, train & build data science capabilities

Infrastructure Methodology Knowledge

Extensive

Partners structure



IN-HOUSE CENTRE OF EXCELLENCE

75

To build, run & maintain the tailored algorithms

Data 
Engineering

Data 
Analysis

Data 
Science

In-house 

Centre of Excellence
International experienced team

Use of best-practices

Open-source tools 

(Python, R, Anaconda)

Analytics Tools 

(PowerBI, Azure, Google Suite) 



SENSITIVITIES

76

Clueless Creepy

Cool

RelevancePrivacyBias

Focus on diversity and 

inclusiveness 

Continuous monitoring and 

improvement processes

Privacy by design

Full Compliance with GDPR / 

AVG rules

Increased algorithm 

awareness among 

consumers 

Being relevant is key to 

engage members



CREEPY METER

77

Creepy
You just weighted and you get: 
”Buy NXT Level fat burners with 
10% discount”

Clueless

You just logged a record on 
Strava but you get: 
“I missed you in the spinning 
class”

Cool

On Saturday you get: “You set 
your goals on 3 times per week 
and your almost there! Try 
now this GXR class @ home” 

Clueless Creepy

Cool



BUILDING BLOCKS FOR SUCCESS

78

First Mover 

Advantage

Data-Rich

Head start

Business 

Knowledge

Focus

& Conscious

Resources & 

Partners

Virtuous 

Cycle

Omni-

Channel 

Approach

Data Science to enable the digital initiatives



“From “KNOW-IT-ALL”…

to “LEARN-IT-ALL.”

79
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INTRODUCTION

81

DIRECTOR ALARM RECEIVING CENTER 

36 years in the security market

Joined the 24/7 team of Basic-Fit in 2017
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AGENDA

83

ALARM RECEIVING CENTER

Operator

Operations

Monitoring situations

Alarm Management System
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OPERATIONS

Certified

EN 50518

ISO 27001

Quality

European Quality Model

Lighting

Bio dynamic lighting system

No-break systems 

Power supply

Airconditioning



OPERATOR

85

Re-active

Alarm verification

Pro-active

Video surveillance on the 
basis of current and 
historical information

Certified 

BOCA and VOCA



ALARM MANAGEMENT SYSTEM
MONITOR OPERATIONS

86

Monitor right

Real time status of all connections of the 
club to the ARC

Weather map

Upper monitor left

Response time of all alarm events per 
24h per Operator

Lower monitor left

Real time monitoring of all security 
sensors of the ARC 



ALARM MANAGEMENT SYSTEM 
MONITOR TECHNICAL SUPPORT

87

Upper monitor left

Ticket system

Upper monitor right 

Monitoring system

Lower monitor left

Planning

Lower monitor right

Event Monitor



MONITORING SITUATIONS

88

UNWELL DETECTION FRAUD DETECTION VANDALISM REMOTE ACCESS



SPEAKER: Marie-Veronique Bernard
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INTRODUCTION

90

HEAD OF HUMAN RESOURCES

Joined Basic-Fit in June 2018 

Over 15 years experience in managing, coaching and advisory roles in Human Resources. A 
proven track record at adidas in developing efficient HR initiatives and aligning people 
strategies and business objectives. 

🏃♀️ 🚴♀️ 🧘♀️



GOALS

91

Support ambition and change management 
HR need to align on future strategy and quickly adapt to new business demands. 

Rapid and efficient communication flow is critical for success. 

Partner with existing operations 
In order to win, HR must continue to be presence on the ground and partner closely with the business.  

HR will contribute to optimize current organizational structure.

Hire basic-fitters and make it fun to work at basic-fit
All employees should be proud to work for Basic-Fit and share the same values. 

Working at a club should be a positive and rewarding experience.

Grow and retain talented people
HR need to align on future strategy and quickly adapt to new business demands. 

Rapid and efficient communication flow is critical for success. 
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SO I DECIDED TO VISIT A FEW CLUBS AND MEET PEOPLE



WHY GOOD HR IS IMPORTANT?
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H(E) * H(M) = R

By:

Listening to our people

Acting

Changing

Doing it again



AN EXAMPLE OF AN HR PROJECT
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And againChanging

Listening Acting



WHAT DOES THAT LOOK LIKE?

95



HOW HOST 2.0 
IMPACTED OUR CLUBS?

Employees are always friendly and helpful! “

Employees of Basic-Fit Beetslaan are always hospitable 

and are happy to chat with you. “

Great attitude and contact. I especially remember the friendly 

employee who showed me around the gym when I first came.

He let me work out for free the first time. I found that amazing!

In addition, the contact and assistance with

staff are usually friendly and effective. “

They were really helpful in the beginning, 

and they keep onbeing nice. “

Nice people who greet you nicely. “

 Reduce employees turnover

 Positive eNPS

Goals

96
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Offer varied 

career path

Employees must feel they 
can have a career at Basic-Fit

Ensure 

succession

Top management and 
critical roles with clear plan

WHAT’S NEXT FOR 
OUR PEOPLE?



SPEAKER: Erica van Vonderen - Hahn

DATE: 7 November 2019



INTRODUCTION

100

Joined Basic-Fit in 2015 

A history of marketing management in Retail & FMCG
(La Place, United Biscuits & Struik Foods Europe)

Recently awarded as Marketing Talent of the year 2019 by NIMA

Proud owner of a Puppy called Miss Cooper

If you don’t know where you are going,

any road will get you there.
(Source: Lewis Caroll)

International Marketing & e-Commerce Manager
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WHAT CHARACTERISES

OUR WORLD TODAY?



“Change has

never been this fast.

And it will never be 

this slow again.” 

102
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Maslow

People don’t change, 

but expectations do!



62%
of people expect brands to deliver a 

consistent experience every time they 

interact with the brand

104



People just expect faster,
relevant and frictionless experiences, 

whenever and wherever they ask for it.

105

faster

relevant frictionless

whenever wherever
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FITS OUR POSITIONING

Basic-Fit is the innovative & affordable fitness 
brand that empowers you to simply be fit 

anywhere, anytime in anyway you like.

innovative affordable

empowers

anywhere anytime anyway



HELP ME
FASTER

AUTOMATION

KNOW ME
BETTER

DATA DRIVEN

WOW ME EVERYWHERE
DISTINCTIVE FULL FUNNEL



WEBSITE: LAUNCH WAS A SUCCESS FROM DAY 1

108

Ready in time for the 

main campaign

Conversions

went up from day 1

No drop

in traffic

User-centered 

subscription flow

Completely

revamped design



WEBSITE: PERFECT AGILE DELIVERY IN ONLY 4 MONTHS

109

Design sprint

User test with target audience 

Design optimisation

DESIGN

SPRINT

I N  1  W E E K

Integration of all services SFRA 

Architecture

Content & Promotions

I N  4  M O N T H S

X 10

SPRINT

D E L I V E R Y



KNOW ME BETTER
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Personalized experiences

Member versus Non-member 

Male versus female

Age groups

Add ons

And more…



FURTHER DEVELOPMENT: TEST TEST TEST

111

Data driven (heatmap) 

Hypothesis:

By making the text clickable, users will not have 

to leave the page to inform themselves 

concerning the USP’S which will lead to a lower 

drop off rate.

(Expected) Results:

 Lower bounce rate  

 Improved click through rate

 Increased conversion rate

Situation:

High click rate on non-clickable text



THE BRAND EVOLUTION

112

From:

 Being a cheap brand

 Very busy advertising

 Promotion driven

 Push communications

 Focus on awareness

 No focus in messaging

 Creation based on traditional 
media

 Being a value and meaningful 
brand

 Motivational communication 
with story telling

 Showing the value of our club 

 Taking a stand as a brand

 Focus on awareness AND 
consideration

 Celebrating human power

 Creation based on consumer 
insights

To:



A NEW TAGLINE

113

BASIC-FIT. GO FOR IT
The beauty of GO FOR IT is that it means the same to every person, 

yet at the same time it can be very personal. It doesn’t matter what  your
fitness goal is, how big or small, it’s realizable at Basic-Fit. 

It has everything you need to empower you. It’s the smart way to get fit. 
All you need to do is GO FOR IT!



RATIONALE

114

Insight

Every day the media are telling us how to become 

perfect. All of this is useless, because each of us are 

totally different. Every body has its own challenge and 

its own greatness.

Rationale

Screw all the pressure and focus on what’s truly good 

for you. In the end you’re the only one who knows your 

body. Each of us is capable of elevating their own 

human power. You just have to GO FOR IT!



BASIC-FIT. GO FOR IT

You decide for yourself.

115

WITH A NEW CAMPAIGN
I’ll decide for myself

Basic-Fit doesn’t judge.
No matter how you choose to get fit,
we supply the tools to do it your way.

No rules. No pressure.



BROAD MEDIAMIX WITH CUSTOMIZED ASSETS PER CHANNEL 
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DEEP DIVE FRANCE

117

Television Learnings Mediamix
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>50 MILLION IMPRESSIONS

118

https://www.adformatie.nl/campagnes/basic-fit-laat-zangers-tabitha-zweten
https://www.marketingtribune.nl/bureaus/nieuws/2019/08/campagne-basic-fit-fit-zijn-bepaal-jezelf/index.xml
https://www.emerce.nl/wire/basicfit-rekent-af-vooroordelen-nieuwe-campagne
https://www.adformatie.nl/campagnes/je-hoeft-geen-strak-kontje-te-hebben-vindt-basic-fit


BRAND AWARENESS KPI’S

Source: Brand Tracker results jan 2017 – may 2019 

Netherlands

2017 2018 2019

Aided

Unaided

Consideration

TOMA

France

2017 2018 2019

Aided

Unaided

Consideration

TOMA

= Growth = Stable = Decline = Significant
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BRAND ENGAGEMENT : 2019

120 Source: internal data

LIKES

247,852
+66% YoY

FOLLOWERS

169,770
+106% YoY

PROFILE
IMPRESSIONS

105,886,074
+395% YoY

REACH POSTS

8,263,918
+71% YoY

COMMENTS

14,322
+110% YoY

PAGE LIKES

955,234
+6% YoY

IMPRESSION

692,698,878
+21% YoY

ENGAMENT RATE

2.17%
+12% YoY

ORGANIC
KEYWORDS TRAFFIC

9,101,744 
+50% YoY

ONLINE
VIDEO TRAFFIC

482,618 
+327% YoY

SNAPCHAT TRAFFIC

431,174
+452% YoY

BOUNCE RATE
ORGANIC TRAFFIC

47.11%
-7% YoY

BRAND
AMBASSADORS 

100

AMBASSADORS
REACH

>1mio / month



The Best Pitch award 2017 
Instore Shopper Marketing Institute 

Cannes Lions Shortlisted 2018  
Use of Ambient Media

Epica Award 2018 - Bronze 

ADCN Award 2019 - Bronze

Marketing Company of the Year finalist 2019

Marketing Talent of the Year 2019  
Erica van Vonderen-Hahn

Dutch Design Awards scouted 2019

AWARD WINNING 
TEAM & COMPANY 
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SPEAKER: Jennifer & Pierre

DATE: 7 November 2019



NICE TO MEET YOU!

123

International retention manager

Joined the company in 2007

12 years of experience in Fitness 
Industry 

Started as a club manager and 
worked through all roles in 
operations

8 years experience for large 
International Contact Centers

International customer care manager

Expert in Fitness, Personal Training; joined  
the company in 2011

Over the past 18 years, I have been at the 
heart and helm of the Fitness Department for 
4 of the biggest corporately-run gym chains in 
the world.

Active in Branch Organizations:  Europe 
Active Professional Standards Committee 
Member, CEN-TC 136 Workgroup Committee 
Member.



MEMBER EXPERIENCE PROMISE
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Dear Member,

We want you to have a great experience.
Starting with setting clear goals and finding your
fit with our smart tools, programs and classes.
We are happy to welcome you to our community of members 
getting stronger, fitter and better at life.

Every step along the way we proudly celebrate and facilitate 
who you are and where you are in your fit journey.  

Getting fit has never been easier, your perfect workout awaits 
you wherever you are and whenever you want.

All you have to do is… GO FOR IT!

~ TEAM BASIC-FIT



IF YOU ARE FIT,

YOU FEEL 

WHY
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At Home 
Experience

Fitness 
Instruction

CUSTOMER EXPERIENCE
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Customer 
Service

In-club 
Experience

Member Sign Up 
Process

Nutrition 
Advice
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CUSTOMER SERVICE:  IN WITH THE NEW…



SAVING COST AND IMPROVING CUSTOMER SATISFACTION
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Our self-service strategy is scalable, accurate and efficient



Recognition of questions by ruby

86%

87%

88%

89%

90%

91%

92%

93%

130

SAVING COST AND IMPROVING CUSTOMER SATISFACTION
Ruby can accurately answer 90% of questions being asked
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SAVING COST AND IMPROVING CUSTOMER SATISFACTION
Our customers are happy with our self-service tools
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may jun jul aug sep okt nov dec jan feb mrt april

Customer care & Call center costs per club     

2019

2018

Customer care & call center costs per club

€

SAVING COST AND IMPROVING CUSTOMER SATISFACTION
Our costs and case volumes are decreasing relative to the club growth



THE NY RESOLUTION STORY…
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DECEMBER JANUARY

NOVEMBER OCTOBER



CUSTOMER JOURNEY
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O N B O A R D I N G R O U T I N E

Set your 
goal

01

Find your 
fit

02

See results

05

Get 
rewarded

06

Make it a 
habit

04

Discover Your 
Membership

03

Keep your groove

01

Push past 
plateaus

04

Set the next goal

02

See results

05

Get 
rewarded

06

Discover what’s 
new

03



IMPROVE ENGAGEMENT BY LEARNING MORE ABOUT MEMBERS



IMPROVE ENGAGEMENT BY LEARNING MORE ABOUT MEMBERS
Continued growth of our LoS requires focus on Gen. Z’s and Millennials



IMPROVE ENGAGEMENT BY LEARNING MORE ABOUT MEMBERS

Female Male

65+

51 - 64

36 - 50

35 - 26

25 - 18

0 - 17

Unknown

We are effectively targeting this group with our digital customer journey



IMPROVE ENGAGEMENT BY LEARNING MORE ABOUT MEMBERS

Get stronger

Lose weight

Get fit

Improve
performance

Better condition

Members who start with personalized 6 week program visit more frequently



IMPROVE ENGAGEMENT BY LEARNING MORE ABOUT MEMBERS
We know our members and use this to provide relevant, personal advice at the right time
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WE ARE



SPEAKER: Niek van Wieringen

DATE: 7 November 2019



INTRODUCTION
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International Business Development Manager

Joined Basic-Fit in January 2016 

Rotterdam, May 15th 1986

Household run by 3 girls

Travel to an exotic destination every year (Uganda 2020)

Tries to fitness/ play soccer / kitesurf / run

History in FMCG

AT WORK
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The idea

Insights/market trends

Basic-Fit media
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the power 
of Basic-Fit
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01.
Traditional media: 
What do I buy?

02.
Media spend 
– more precise

03.
Connect data + 
visibility

04.
Need for innovation 
in (D) OOH
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Nope! 

Common business

in retail

commercialise

touchpoints
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>2
Million

members

8 NC
8 NC screens per 
club in Benelux 

before end 2020.

110
Million

visits per year

750
Clubs in

5 countries

#1
Market position 

in Europe
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4%

17%

30%

49%

+ 61

46 -50

31 - 45

18 - 30

Age

55%
Women

45%
Men
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2018 2019 2020 + 2021 

0.2 Mio
1.5

5-10 
Mio

1.5 Mio

2.5 Mio

2017

Potential

How?

0 Mio
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Direct Media agencies Online booking
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1. DOOH is a growing market segment

2. Need for innovation in advertising industry

3. Basic-Fit = connecting data + visibility + millenials





WHY DEVELOP A NUTRITION BRAND?
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The global whey protein market valued at USD 8.2 billion in 2016. 
Projected to reach USD 12,4 billion by 2021; 



WHY DEVELOP A NUTRITION BRAND?

161
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“42% of the respondents aged 16-24 have consumed sports nutrition products in the past three months.”

“Almost half (47%) of consumers who use the products say these are part of their everyday diet”

“Both sports protein RTD and bars are expected to continue to help recruit new consumers and be a 
first step towards using sports protein powder, still the most valuable product in the overall 
category.”

WHY DEVELOP A NUTRITION BRAND?
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• BUILDING A RELATIONSHIP WITH OUR MEMBERS;

• 42% already uses sports nutrition;

• BASIC-FIT INNOVATION;

• ADDITIONAL REVENUE WITH +/-25% MARGINS;

WHY DEVELOP A NUTRITION BRAND?



THE ORIGINS:
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• STAND ALONE BRAND;
• The ‘N’ symbolizes moving up and going to the next level. 



THE BRAND
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Help reaching
your goal

D
IE

T

SPORT GOAL

Accessible for everyoneUser friendly/Education



THE RANGE – UMBRELLA FOR ALL 70 SKU’S

166



EDUCATION

167

https://www.nxtlevelsportsnutrition.com/en/your-goal/
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360 TOUCHPOINTS



SALES CHANNELS

170

Where
can I buy 

NXT LEVEL 
products?

GYMS

ONLINE

AMBASSADORS



SPEAKER: Redouane Zekkri

DATE: 7 November 2019



INTRODUCTION

172

Chief Operating Officer

Previously International Strategy & Expansion Director

Previously Managing Director Belux & France

Joined HealthCity (Basic-Fit) in March 2008

15 years in the Fitness industry

Let’s see together how we will at least triple the size of our company…



AGENDA
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4 markets
4 different plans

Our countries
in figures

Competitive landscape by 
country

Fitness penetration, pipeline 
& expansion goal

The next step following our 
current countries

Our improved strategy to 
match our ambitions

Conclusion



OUR COUNTRIES IN FIGURES



ACHIEVEMENTS & GOALS
… In figures

22 427 1M

1.2 + X + Y + Z = 1.2

7  > 15

351 752 1,250

33

75 2,000 10 

150+      500+

0 7215

31 > 2 + 2 

5 > 100 – 100%      100 >150 (+) – 50  %

100% 

100

2 > 2,0003 1 > MORE  



OUR SUCCES WAS BUILT IN SMALL COUNTRIES
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With low fitness penetration rate

Listing of the company in 2016 with leading 
position in the BeNeLux and the promise that 
we would grow quickly in France

BeLux, France & Spain with lower fitness 
penetration rate but still opportunity to reach 
2,000 clubs

We developed a rational approach to grow in 
in these countries



4 MARKETS 4 DIFFERENT PLANS
The Netherlands

Belux

France

Spain



THE NETHERLANDS

178

Solid base to guarantee strong long-term results

17 million inhabitants and 17% fitness 
penetration rate.

We are market leader and much bigger than 
number 2.

Expansion strategy fully prepared to further 
reinforce our clusters.



HIGH LEVEL ANALYSIS BY CITY
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Inhabitants - Km² - BF clubs - Potential  

AmsterdamHaarlem

Zaandam

Haarlemmermeer

Alkmaar

Amstelveen

Hilversum

Purmerend

Hoorn

Heemskerk

Gooise
Meren

Heerhugowaard

Den Helder

Hollands KroonSchagen

Medemblik

Huizen

Beverwijk

Velsen

Edam
Volendam

Castricum

Aalsmeer Diemen



2.9 km

3.3 km

DETAILED ANALYSIS OF ALL AREAS OF EACH CITIES
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3.7 km4.3 km

1.5 km

1.8 km

To cross our current member base with potential and local coverage

OPPORTUNITY TO OPEN AT LEAST 100 NEW CLUBS



POPULATION DISTRIBUTION THE NETHERLANDS
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What do we learn?

13,068,740 4,086,144

397K

95K

COMPLETELY 

DIFFERENT SITUATION 

COMPARED TO FRANCE

Inhabitants reached

Inhabitants not reached



4 MARKETS 4 DIFFERENT PLANS
The Netherlands

Belux

France

Spain



BELUX
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Solid base to guarantee strong long-term results

We are already market leader in Belgium & 
Luxembourg and are much bigger than the 
number 2.

We need to stimulate initiatives to increase the 
fitness penetration rate. Growing from 8% to 12% 
means an increase of 440,000 people doing 
fitness… and 12% is still not as high as some other 
European countries.

Our expansion focus now is to fill the white 
spots that remain, especially in smaller cities 
with a regional function.



POPULATION DISTRIBUTION BELGIUM
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What do we learn?

5,324,125 6,107,618

BIG OPPORTUNITY TO 

INCREASE THE FITNESS 

PENETRATION RATE



REGIONAL CLUBS
Where does this idea come from

Areas with 
low population

Very limited
fitness offer

Opening clubs
the fitness penetration

Prospects are willing 
to travel

H
O

M
E

C
LU

B

up to 8 km or even
12 km to go shopping, go to 

the cinema,…

Cities with less than 
10,000 inhabitants

More than
3,000 members

Tested in many 
cities

185



ALREADY TESTED 
IN MANY CITIES 

LOCAL
INTELLIGENCE
(Regional coverage)

TECHNOLOGY
(Business control

analysis)

HOW TO
OPEN REGIONAL

CLUBS?

REGIONAL CLUBS SELECTION
How to find the best locations

186



CLUBS IN SMALLER CITIES DO WORK
10 cities – 11,433 inhabitants – 3,000 members on average – 26%

CITY 1

INHABITANTS
Opened in 2014

3,234 MEMBERS

CITY 6

INHABITANTS
Opened in Dec 2018

2,067 MEMBERS

CITY 2

INHABITANTS
Opened in 2013

4,347 MEMBERS

CITY 7

NHABITANTS
Opened in 2017

3,345 MEMBERS

CITY 3

INHABITANTS
Opened in 2016

2,996 MEMBERS

CITY 8

INHABITANTS
Opened in 2013

2,945 MEMBERS

CITY 4

INHABITANTS
Opened in 2013

2,397 MEMBERS

CITY 9

INHABITANTS
Opened in 2014

3,251 MEMBERS

CITY 5

INHABITANTS
Opened in Oct 2018

2,528 MEMBERS

CITY 10

INHABITANTS
Opened in 2014

2,890 MEMBERS

187



REGIONAL CLUBS ARE A BIG OPPORTUNITY 

188

With attractive figures

BENEFIT FROM NATIONAL MARKETING

LOWER RENTS

REINFORCE OUR NATIONAL COVERAGE AND PROVIDE GREAT VALUE FOR 

MONEY IN SUCH CITIES



4 MARKETS 4 DIFFERENT PLANS
The Netherlands

Belux

France

Spain



FRANCE
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Solid base to guarantee strong long-term results

Expansion launched in 2015

Highly fragmented franchise focused fitness 
market

Expansion strategy developed in 2014 and 2015 is 
being launched and further improved



EXPANSION OVERVIEW 2014-2019
France

2014 2015 2016 2017

10
25

71

158

2018 Q3 2019

252

330



EXPANSION STRATEGY

1. Lille 185,000 inh.

2. Roubaix 97,000 inh.

3. Tourcoing 94,000 inh.

4. Calais 77,000 inh.

5. Dunkerque 71,000 inh.

6. Villeneuve-d’Ascq 65,000 inh.

7. Boulogne-sur-Mer 45,000 inh.

8. Douai 43,000 inh.

9. Wattrelos 43,000 inh.

10. Valenciennes 41,000 inh.

11. Arras 41,000 inh.

12. Marcq-en-Barœul 37,000 inh.

13. Lens 36,000 inh.

14. Cambrai 34,000 inh.

15. Maubeuge 34,000 inh.

192

Step 1/4 > 30K inhabitants
Club opened 
or contract signed

Location 
in negotiation

Still looking for 
a good location

Lille
Roubaix

TourcoingCalais

Dunkerque

Villeneuve d’Ascq

Boulogne-sur-Mer

Douai

Wattrelos

ValenciennesArras

Marcq-en-Barœul

Lens

Cambrai

Roncq

Noyelles-Godault

Maubeuge



EXPANSION STRATEGY
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Step 1/4 > Green = Club(s) opened

BY THE END OF 2019, 

WE WILL HAVE AT 

LEAST 1 BF CLUB IN ALL 

CITIES WITH AT LEAST

30K INHABITANTS



EXPANSION STRATEGY

194

Step 2/4 > Ile-de-France region: 8 districts – 12,000,000 inhab.

12,000,000 inhabitants11,300,000 inhabitants

12,000 km²
(2.5x smaller)

30,528 km²

1,000 inhabitants / km²370 inhabitants / km²

B E L G I U M Î L E - D E - F R A N C E



EXPANSION STRATEGY
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Step 2/4 > Our strategy for region Ile-de-France

PARIS

2,295,000 
inhabitants

HAUTS-DE-SEINE

1,592,000 
inhabitants

SEINE-SAINT-DENIS

1,552,000 
inhabitants

VAL-DE-MARNE

1,354,000 
inhabitants

SEINE-ET-MARNE

1,365,000 
inhabitants

ESSONNE

1,254,000 
inhabitants

VAL-D’OISE

1,195,000 
inhabitants

YVELINES

1,419,000 
inhabitantsSTEP 1

STEP 2

Essonne

Yvelines

Val-d’Oise

Seine-Saint-Denis

Val-de-Marne
Hauts-de-Seine

PARIS

Seine-et-Marne



EXPANSION STRATEGY
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Step 2/4 > Hauts-de-Seine - 175 km² - 1,592,000 inhabitants

4

1

2

6

3

5

7

8
9

1011
13 1218

15

16

17

14

22 19

20

21

31

23 24

26

25

30

27

28

32

3429

33

3635

1. Antony
2. Châtenay-Malabry
3. Sceaux
4. Bourg-la-Reine
5. Bagneux
6. Fontenay-aux-Roses
7. Le Plessis-Robinson
8. Clamart
9. Châtillon
10. Montrouge
11. Malakoff
12. Vanves
13. Issy-les-Moulineaux
14. Boulogne-Billancourt
15. Meudon
16. Sèvres
17. Chaville
18. Ville-d’Avray 
19. Saint-Cloud
20. Marnes-la-Coquette
21. Vaucresson
22. Garches
23. Rueil-Malmaison
24. Suresnes
25. Puteaux
26. Nanterre
27. Colombes
28. La Garenne-Colombes
29. Bois-Colombes
30. Courbevoie
31. Neuilly-sur-Seine
32. Levallois-Perret
33. Clichy
34. Asnières-sur-Seine
35. Gennevilliers
36. Villeneuve-la-Garenne

62,000 
32,000
20,000
20,000
38,000
23,000
28,000
53,000
33,000
49,000
31,000
27,000
64,000
114,000
45,000
23,000
19,000
11,000
62,000 
32,000
20,000
20,000
38,000
23,000
28,000
53,000
33,000
49,000
31,000
27,000
64,000
114,000
45,000
23,000
19,000
11,000

DETAILED MAP 

PER DISTRICT



EXPANSION STRATEGY
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Step 2/4 > Our strategy for region Ile-de-France

Essonne

Yvelines

Val-d’Oise

Seine-Saint-Denis

Val-de-Marne
Hauts-de-Seine

PARIS

Seine-et-Marne

BY THE END OF 2019, WE 

WILL HAVE 50 CLUBS

IN ILE-DE-FRANCE 

(EXCL. PARIS) 



EXPANSION STRATEGY
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Step 3/4 > Cities with less than 30K inhabitants (Regional clubs)
Inhabitants reached943,000 

Inhabitants not reached3,115,000



EXPANSION STRATEGY
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Lille
Roubaix

TourcoingCalais

Dunkerque

Villeneuve d’Ascq

Boulogne-sur-Mer

Douai

Wattrelos

ValenciennesArras

Marcq-en-Barœul

Lens

Cambrai

Roncq

Noyelles-Godault

Maubeuge

ALREADY 11 CLUBS 

OPENED / 2 SIGNED 

AND 8 IN LOI

Step 3/4 > Cities with less than 30K inhabitants (Regional clubs)



EXPANSION STRATEGY
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Competitors by % clubs in certain population range

100%

80%

60%

40%

20%

0%

Compe.1 Compe.2 Compe.3 Compe.4 Compe.5 Compe.6 Compe.7 Compe.8 Compe.9 Compe.10

<10K 10-20K 20-30K 30-40K 40-50K 50-100K >100K

We only reach 25% of the inhabitants (excl. IDF) with our 30K cities clubs

Inhabitants 
reached

12,847,000 38,652,000

Inhabitants 
not reached



STRATEGY ALREADY TESTED IN  IN MANY CITIES

Opened in Feb 2018

4,025 MEMBERS

Opened in May 2018

3,412 MEMBERS

Opened in Oct 2018

2,623 MEMBERS

CITY 1

INHABITANTS
Opened in Nov 17

3,228 MEMBERS

Opened in June 18

3,459 MEMBERS

CITY 2

INHABITANTS

CITY 3

INHABITANTS

CITY 4

INHABITANTS

CITY 5

INHABITANTS

CITY 6

INHABITANTS
Opened in Aug 2019

922 MEMBERS

Opened in July 2019

875 MEMBERS

CITY 7

INHABITANTS

201

Opened in March 2017

3,195 MEMBERS

CITY 8

INHABITANTS
Opened in March 2017

3,149 MEMBERS

CITY 9

INHABITANTS

9 cities – 13,033 inhabitants – 2,765 members on average – 21%



EXPANSION STRATEGY
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Step 4/4 > Region Paris : 20 districts – 2,295,000 inhabitants

2,295,000 inhabitants1,194,000 inhabitants

105 km²
(35% smaller)

161 km²

21,857 inhabitants / km²7,416 inhabitants / km²

B R U S S E L S P A R I S



EXPANSION STRATEGY
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Step 4/4 > Paris  2,295,000 inhabitants

1. EXPERIENCE ON THE FRENCH MARKET 

2. BRAND RECOGNITION (IN FRANCE & IDF)

3. ATTRACTIVE FINANCIAL RESULTS 

4. STRATEGY > MOBILITY 

DISTRICTS

1. 75015
2. 75018
3. 75020
4. 75019
5. 75013

INHABITANTS

237,127
199,519
194,771
185,953
183,713

INHABITANTS

92,494
60,273
59,427
56,325
43,479

DISTRICTS

11. 75010
12. 75005
13. 75009
14. 75007
15. 75006

DISTRICTS

6. 75017
7. 75016
8. 75011
9. 75012
10. 75014

INHABITANTS

170,077
166,552
153,461
144,719
140,799

INHABITANTS

39,175
35,666
27,689
21,914
17,165

DISTRICTS

16. 75008
17. 75003
18. 75004
19. 75002
20. 75001



RESULTS OF 4 TEST CLUBS IN PARIS
On our way to open 80 clubs in Paris

GREAT RESULTS

(Without brand 
recognition or big 

marketing Investment)

=

PARIS TEST 1

Opened in Q4 2015

6,237 members

PARIS TEST 3

Opened in Q3 2018

3,237 members

PARIS TEST 2

Opened in Q3 2016

7,387 members

PARIS TEST 4

Opened in Q1 2019

2,387 members

204



EXPANSION STRATEGY
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Step 4/4 > Paris  2,295,000 inhabitants

BY THE END OF 2019, 

WE WILL HAVE 14 BF 

CLUBS IN PARIS



EXPANSION STRATEGY & POTENTIAL FOR FRANCE
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OPPORTUNITY TO 

OPEN 950+ CLUBS 

IN FRANCE

STEP 2: ILE-DE-FRANCE REGION 
(EXCL. PARIS)

220 CLUBS

Essonne

Yvelines

Val-d’Oise

Seine-Saint-Denis

Val-de-Marne
Hauts-de-Seine

PARIS

Seine-et-Marne

STEP 1: CITIES WITH MORE 
THAN 30K INHABITANTS

350 CLUBS

STEP 3: CITIES WITH LESS THAN 
30K INHABITANTS

300 CLUBS

Inhabitants 
reached

12.847.000 38.652.000

Inhabitants 
not reached

STEP 4:
PARIS

80 CLUBS

Small difference compared to the strategy presented in 2017 



POSITIVE RESULTS IN OUR FOCUS MARKET (Q3 2019)
Mature clubs performance

Number of clubs

Mature clubs

198

NL

CLUBS

189

BELUX 

CLUBS

330

FRENCH 

CLUBS

35

SPANISH 

CLUBS

752

TOTAL 

CLUBS

146

NL

CLUBS

163

BELUX 

CLUBS

71

FRENCH 

CLUBS

27

SPANISH 

CLUBS

TOTAL 

CLUBS

407

Average members in mature clubs

AVERAGE ALL 

CLUBS

FRENCH 

CLUBS

N°1

Mature clubs Jan 1st 2020 > 158 > Already same trend



4 MARKETS 4 DIFFERENT PLANS
The Netherlands

Belux

France

Spain



SPAIN

209

Opportunity to become market leader in the short term

Huge country with 47 million inhabitants

Highly fragmented fitness market with 11.4% 
fitness penetration and no clear market leader 
(0 vs 5 - 7% vs 35%)

Our expansion strategy has been prepared 
the previous 18 months

SPAIN

40

Opportunity to become market leader in the short term

Huge country with 47 million inhabitants

Highly fragmented fitness market with 11.4% 
fitness penetration and no clear market leader 
(0 vs 5 - 7% vs 35%)

Our expansion strategy has been prepared 
the previous 18 months
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HIGH LEVEL DEMOGRAPHIC ANALYSIS OF SPAIN
48 million inhabitants on 505,000 km2

Among the lowest population densities in Europe 

> 93 inhabitants / km2

Is this a challenge?

Country
Land Area

(Sq Km)
Arithmetic

Density
Built-up Density
('Lived Density’)

% of 1 km cells 
populated

Monaco 2 18,067 18,067 100.0

Andorra 468 182 1,525 12.0

Malta 316 1,316 1,382 95.3

Spain 505,634 93 737 12.6

Netherlands 37,321 446 546 81.6

England 130,279 405 531 76.2

San Marino 61 420 493 85.2

Italy 301,289 197 453 43.5

Liechtenstein 160 223 447 49.8

Belgium 30,544 358 434 82.5

Romania 238,262 90 402 22.3

Switzerland 41,289 191 385 49.6

Greece 129,639 83 379 22.0

Germany 357,473 224 376 59.5

Hungary 93,067 107 368 29.0

Slovakia 49,134 110 358 30.7

Cyprus 9,487 88 319 27.8

Bulgaria 111,073 66 312 21.3

Luxembourg 2,634 192 308 62.3

Portugal 91,632 115 255 45.2

Czech Republic 78,970 132 236 55.8

Austria 83,911 100 220 45.5

Isle of Man 572 147 212 69.4

Wales 20,735 147 204 71.8

Scotland 80,077 63 200 31.4

Poland 312,101 123 196 63.0

France 551,695 114 195 58.4

Country
Land Area

(Sq Km)
Arithmetic

Density
Built-up Density
('Lived Density’)

% of 1 km cells 
populated

Spain 505,634 93 737 12.6

Netherlands 37,321 446 546 81.6

Belgium 30,544 358 434 82.5

Luxembourg 2,634 192 308 62.3

France 551,695 114 195 58.4
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HIGH LEVEL DEMOGRAPHIC ANALYSIS OF SPAIN
Favourable circumstances?

93 > 737

Source: https://theconversation.com/think-your-country-is-crowded-these-maps-reveal-the-
truth-about-population-density-across-europe-90345

. 

…

NUMBER 1

33 – 1 KM2 - 40K >  23 – 10 

WL > 20K
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EXPANSION STRATEGY FOR SPAIN
Apply our French learnings with much more favourable circumstances

FRANCE SPAIN

Inhabitants 
reached

12,847,000 38,652,000

Inhabitants 
not reached



LOW-COST CLUBS BY CITY IN SPAIN
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Highly fragmented fitness market

1. Madrid
2. Barcelona
3. Sevilla
4. Valencia
5. Alicante
6. Asturias
7. Zaragosa
8. Malaga
9. A coruña
10. Cadiz
11. Lugo
12. Vizcaya
13. Murcia
14. Salamanca
15. Santander
16. Albacete
17. Castellon
18. Las Palmas 
19. Leon
20. Mallorca

21. Alava
22. Avila
23. Cordoba
24. Granada
25. Huelva
26. Pamplona
27. Pontevedra
28. Toledo
29. Almaria
30. Badajoz
31. Burgoz
32. Caceres
33. Gijon
34. Guipuzcoa
35. Logroño
36. Orense
37. Segovia
38. Tenerife
39. Valladolid

106 
32
17
15
9
9
8
7
5
5
5
5
4
4
4
3
3
3
3
3

2
2
2
2
2
2
2
2
1
1
1
1
1
1
1
1
1
1
1

City Nr. of clubs City Nr. of clubs

282
Clubs



CONCESSION OPERATORS IN SPAIN
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Specific feature of the Spanish market

1. BeOne/Serviocio
2. Supera
3. Forus
4. GO Fit
5. Fitness Place Center
6. Aqualia
7. Eurofitness
8. Santagadea
9. Duet Sports
10. Claror
11. CET-10
12. Enjoy Wellness
13. Gaia GD
14. Mas Quatro
15. Deporocio
16. Gymnasiarca
17. Serdepor
18. Viding 
19. Holmes Place
20. Mais que Auga
21. Demmero
22. Nexa Ego

31 
28
22
17
12
12
10
9
9
9
8
7
7
7
6
6
5
4
3
3
2
2

Clubs Nr. of clubs

219
clubs 

(vs 4,650)

1,247 
million 

members

24%
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CONCLUSION 

We will reinforce our cluster in 2020 and open some clubs 
in other regions to test the market

Final strategy, learnings and results of our first openings 
expected mid-2021 



COMPETITIVE LANDSCAPE BY
COUNTRY

A strong position in our focus markets: Number of clubs / 2018 growth / Pricing / Social Media 

Our clubs are not impacted by competitors

Competitors that might enter our markets are not a threat to Basic-Fit



COMPETITIVE LANDSCAPE PER COUNTRY: END OF Q3 2019
A strong position in all our focus markets

Competitor 1

Basic-Fit

Competitor 2

Competitor 3

Competitor 4

Competitor 5

382

330

229

206

88

83

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

181

24

15

12

12

11

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

198

96

89

37

23

22

Competitor 1

Competitor 2

Basic-Fit

Competitor 3

Competitor 4

Competitor 5

60

57

35

35

34

31

NUMBER 1 NUMBER 1 NUMBER 3C1 > 400K members*

BF > 1 million members

NUMBER 1 AT ALL LEVELS 
BY THE END OF 2020

217 * EHFMR 2019 



2018 GROWTH PER COUNTRY
A strong position overall

Basic-Fit

9 competitors

+ 92 clubs

+ 98 clubs*

Basic-Fit

6 competitors

+ 6 clubs

+ 3 clubs

Basic-Fit

9 competitors

+ 9 clubs 

+ 23 clubs

Basic-Fit

5 competitors

+ 0 clubs

+ 31 clubs

Around 13 clubs for 2019 Around 10 clubs for 2019
(+ 30 Fitland)

Around 4 clubs in 2019 and 
plan launched for 

accelerated rollout in 2020

Around 105 clubs for 2019

218 * Acquisitions not included 



PRICING

Competitor 1

Basic-Fit

Competitor 2

Competitor 3

Competitor 4

Competitor 5

29.95

19.99 / 4 W

29.99

29.90

29.90

49.00

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

19.99 / 4 W

20.99 – 22.99 / 4 W

44.00

49.00

40.95

44.00

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

19.99 / 4 W

19.99 / 4 W

41.95

29.95 / 42.95

40.00

47.50 / 4 W

Competitor 1

Competitor 2

Basic-Fit

Competitor 3

Competitor 4

Competitor 5

24.00

39.90 – 42.90

14.99 – 19.99 / 4 W

24.90 – 32.90

35.20 – 58.00

29.90

Most affordable option for 
12 months membership and 

unlimited access

Most affordable option for
12 months membership and unlimited 

access (with competitor number 2)

Most affordable option for
12 months membership and 

unlimited access

Most affordable option for
12 months membership and 

unlimited access

219

A strong position overall



FANS ON FACEBOOK*

Competitor 1

Basic-Fit

Competitor 2

Competitor 3

Competitor 4

Competitor 5

100K

320K

86K

51K

48K

42K

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

157K

10K

5K

5K

3K

3K

Basic-Fit

Competitor 1

Competitor 2

Competitor 3

Competitor 4

Competitor 5

65K

37K

3K

3K

3K

15K

Competitor 1

Competitor 2

Basic-Fit

Competitor 3

Competitor 4

Competitor 5

106K

70K

281K

58K

36K

18K

We have 6 x more
fans than our 5 biggest 
competitors combined

We almost have more
fans than our 5 biggest 
competitors combined

We almost have the same 
amount of fans than our

5 biggest competitors combined

We almost have the same 
amount of fans than our 5 

biggest competitors combined

*National pages only220

A strong position overall



COMPETITIVE POSITION OF BASIC-FIT
Leader at all levels in our markets

The most recent 

Value for money chain

CREATED IN 2010

The fastest growing

brand

150 (+) YEARLY

The biggest Facebook 

community

SOON 1M. FOLLOWERS

The biggest fitness chain 

in Europe

752 CLUBS (Q3 19)

Uncomplicated pricing in 

all countries

€19.99

221



COMPETITIVE LANDSCAPE BY
COUNTRY

A strong position in our focus markets: Number of clubs / 2018 growth / Pricing / Social Media 

Our clubs are not impacted by competitors

Competitors that might enter our markets are not a threat to Basic-Fit



3,420
550 m

1,700 m

OUR CLUBS ARE NOT IMPACTED BY COMPETITORS
Clubs perform well despite having competitor nearby – Examples in France

223

4,687

400 m

260 m

3,116

850 m

3,972

WHEN WE ARE SURROUNDED BY 
COMPETITORS

WHEN WE ARE MORE PRESENT THAN OUR 
COMPETITORS

WHEN WE ARE SHARING THE 
MARKET IN A SMALL CITY



COMPETITIVE LANDSCAPE BY
COUNTRY

A strong position in our focus markets: Number of clubs / 2018 growth / Pricing / Social Media 

Our clubs are not impacted by competitors

Competitors that might enter our markets are not a threat to Basic-Fit



NEW PLAYERS THAT MIGHT ENTER OUR MARKETS
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…are not a threat to Basic-Fit

KNOWLEDGE OF OUR MARKETS

AND STRONG LOCAL TEAMS

01

RATIONAL STRATEGY AND PLAN 

SUPPORTED BY CONTINUOUS 

IMPROVEMENTS 

02

ORGANIC GROWTH

CAPABILITIES (+ ACQUISITION

AND CONVERSION EXPERIENCE)

03

BUILDING STRONG CLUSTERS

TO BE CLOSE TO OUR MEMBERS

(> EFFICIENT MARKETING INV.)

04

CLUSTERS ARE CREATED

AS SOON AS WE CAN WITHOUT FINANCIAL 

LIMITATIONS

05

OUR COUNTRIES HAVE A LOW FITNESS 

PENETRATION RATE

(> OPPORTUNITY)

06

LOW AFFORDABLE PRICES

MAKE US COMPLEMENTARY TO OTHER 

ACTIVITIES

07

TECHNOLOGY AND

INNOVATIONS FOCUS TO IMPROVE OUR 

PRODUCT AND EFFECTIVITY

08

WE KEEP INVESTING IN OUR EXISTING 

CLUBS, CONSISTENTLY IMPROVING

OUR SERVICE LEVEL

09



FITNESS PENETRATION, PIPELINE
& EXPANSION GOAL



WE ARE FURTHER ACCELERATING OUR EXPANSION TEMPO
1,250 clubs by the end of 2022 

1/1/2016 31/12/2019 31/12/2022

338

784

1,250

1984 2004 2010

1 6

150



COUNTRY
2019

OPENINGS
2020 - 2021

SIGNED / LEGAL
2020 - 2021 

IN NEGOTIATIONS

FRANCE 105 159 172

BELGIUM / LUXEMBOURG 13 15 15

THE NETHERLANDS 10 12 14

SPAIN 4 12 104

TOTAL 132 198 305

503 IN THE PIPELINE

In our 5 countries
WE ARE REINFORCING OUR EXPANSION PIPELINE
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198 clubs 
in NL

35 clubs 
in SP

189 clubs 
in BELUX 

330 clubs 
in FR

300 clubs 
in NL

450 clubs 
in SP

300 clubs 
in BELUX 

950 clubs 
in FR

CLUSTERS

FOCUS ON THE 13%

REGIONAL CLUBS

BIG CITIES / IDF / REGIONAL 
CLUBS / PARIS

WE HAVE A CLEAR VIEW ON OUR GOAL
From 752 clubs to 1,250 in 2022 and 2,000 as target in our current countries

1/10/2019 GOAL HOW
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1

OPENING CLUBS IN CITIES WITH 

LESS 30K INHABITANTS

ALREADY TESTED IN ALL 

COUNTRIES

with great results

56% - Belgium

75% - France (excl. IDF)

44 million…

2

COMPLEMENTARY APPEALING

CUSTOMER PROPOSITION

2015
30,000 

members

2019
Almost 1 million 

members

More than 50% have never been 
member of a fitness club

3

CLUSTER STRATEGY AND 

PRICING STRATEGY

Less barriers

WE ARE INCREASING THE FITNESS PENETRATION RATE
3 examples



OUR IMPROVED STRATEGY TO 
MATCH OUR GROWTH AMBITIONS

Introduction

Our constructors 

Our expansion process 

Our expansion project management

Conclusion



INNOVATION IS NOT ABOUT HAVING A NEW IDEA 

BUT MOVING AWAY FROM OLD IDEAS



WE LOOKED AT OUR CURRENT WAY OF WORKING AND 

HOW WE COULD FURTHER IMPROVE OUR 

PROCESSES, SPEED AND CONTROL 



OUR IMPROVED STRATEGY TO 
MATCH OUR GROWTH AMBITIONS

Introduction

Our constructors 

Our expansion process 

Our expansion project management

Conclusion



OUR 2016 STRATEGY REGARDING CONSTRUCTORS

235

NETHERLANDS BELGIUM

90%

100 new clubs per year

SPAINFRANCE

Constructors

90%



WHAT IS OUR CHALLENGE?

236

What do we need to do better?

2019 - 20202016 - 2018

150 (+)
100



OUR 2019 STRATEGY REGARDING CONSTRUCTORS

237

150 (+) clubs per year

Constructors

SPAINFRANCE

NETHERLANDS BELGIUM

New Constructors



OUR IMPROVED STRATEGY TO 
MATCH OUR GROWTH AMBITIONS

Introduction

Our constructors 

Our expansion process 

Our expansion project management

Conclusion



2016 RIGOROUS SITE SELECTION PROCESS – 100 CLUBS PER YEAR
Detailed data-driven framework – 15 steps

239

01

Strategic decision to expand 
in the region – expansion 

plan
for next 4 years

02

Thorough white spot analysis
covering all locations over a 

population threshold –
selection of priority cities

03

Real estate agents list – for all 
cities identified

04

Analysis of all proposals
sent by real estate agents

05

Within 10 days
Commercial visit by 1 of the 

Expansion Managers

10

Within 10 days
Technical visit by 1 of 

Basic-Fit’s construction 
partners

09

Within 5 days
Construction partner sends 
technical visit report & site 
development forecast (SDF)

08

Within 2 days
BF sends a letter of intent (LOI), 

valid for 2 weeks, to the real 
estate agent and initiates 

negotiations

07

Checkpoint: 
Agreed on all conditions?

06

Completed SDF and 
LOI sent to Business Control & 

Analysis. Prepare new club
analysis approval (NCAA)

11

Checkpoint:
Analysis and sign-off by 

CFO & Country Manager

12

Legal team continues 
with the rental 

agreement

13

Rental agreement signed. 
Construction partner asked to 

send the building permit 
request within 30 days

14

Avg. 5 months
to obtain

the building permit

15

Commence construction 
(8 – 13 weeks)

Launch presales

Preparation Key decision making Technical work



MUCH MORE THAN 15 STEPS BECAUSE EACH STEP IS 

MADE UP OF MANY SUB-STEPS INVOLVING MANY 

STAKEHOLDERS



NEEDED TO RETHINK OUR EXPANSION PROCESS TO 

SUPPORT OUR ACCELERATED ROLLOUT OF CLUBS



UNCHANGED 3 FIRST EXPANSION STEPS? 

242

Theoretical analysis with no interactions

1

EXPANSION STRATEGY & 

COMPETITION ANALYSIS

WE KNOW EXACTLY WHY WE 

DO THINGS AND WHERE WE 

GO.

GREAT PREPARATION THAT 

ALLOWS US TO MOVE QUICKLY.

2

DETAILED WHITE SPOTS 

ANALYSIS

WE KNOW EXACTLY WHAT 

WE HAVE TO DO AND 

WHERE.

IMPORTANT TO DEFINE HOW 

TO CREATE OUR CLUSTERS.

3

REAL ESTATE 

AGENTS

WE BECOME

SPECIALISTS OF A NEW 

CITY/REGION

IN 2 WEEKS’ TIME.

THIS ALLOWS OUR EXPANSION 

MANAGERS TO FIND THE BEST 

LOCATIONS QUICKLY



OUR NEW EXPANSION PROCESS CONSISTS OF  

72 STEPS



72 STEPS TO GROW FASTER THAN WITH OUR PREVIOUS 15 STEPS

244

Automated project management needed

After identifying the 72 steps, we needed efficient project management to manage 
the (daily growing) 500+ pipeline clubs travelling in the 72 steps to open 150 (+) 

clubs per year

Losing only 1 week per step would mean a delay of 72 weeks per project…

without taking into account the dependence on the responsiveness of owners, authorities,…



OUR IMPROVED STRATEGY TO 
MATCH OUR GROWTH AMBITIONS

Introduction

Our constructors 

Our expansion process 

Our expansion project management

Conclusion



CURRENT PROJECT MANAGEMENT 
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100 (+) clubs per year

1984 2008 2013 2016 Today



15/72

5,000
2,000/1,250

+

WHAT IS OUR CHALLENGE ?
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Project management

>

S
T

A
K

E
H

O
L

D
E

R
S

Field
expansion

Expansion 
admin

Constructors

Preferred
suppliers

Landlords Authorities

Legal team Business Control Operations

S
T

A
K

E
H

O
L

D
E

R
S

Facility

Equipment
suppliers

Office
Management

Architects Veritas

Firemen Marketing Team HR Team

Product Team Property Control PO Team

Co-ownerships
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72

S
T

A
K

E
H

O
L

D
E

R
S

14

15

Salesforce is operating as a

PROJECT MANAGER

16



OUR IMPROVED STRATEGY TO 
MATCH OUR GROWTH AMBITIONS

Introduction

Our constructors 

Our expansion process 

Our expansion project management

Conclusion



CONCLUSION REGARDING OUR IMPROVED STRATEGY
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Documented and controlled processes 
supported by technology (Salesforce)

More building Partners

Effective expansion and communication
Increased speed (from 100 to 150+), with 

more control and less pressure

Controlled CAPEX

Success

UNIQUE EXECUTION 
CAPABILITIES

Execution capabilities difficult 
to copy

We are ready for the 1,250 clubs plan... And 2,000 goal



SUCCESS = 

PREPARATION * KNOWLEDGE * FOCUS * 

INNOVATION * PROCESS * SPEED * CONTROL * TEAM 

* TECHNOLOGY * FLEXIBILITY



THE NEXT STEP FOLLOWING 
OUR CURRENT COUNTRIES



ANY CHANGE IS A RISK

BUT ONLY IF THIS CHANGE IS NOT MANAGED PROPERLY



WHY DO WE HAVE TO THINK ABOUT THE FUTURE?

254

MUCH MORE EFFICIENT TO THINK ABOUT THE FUTURE WHEN IT IS NOT NEEDED

Market can change

> open mind needed

Inspired team

> rational decisions & long term vision

Why, how, when 

> time needed to define our 
opportunities (& risks)



THE NEXT STEP FOLLOWING OUR CURRENT COUNTRIES

255

3 years to prepare our 10 years plan

Our strategy (2,000 clubs in current countries) is already prepared and launched but 

we must also prepare a detailed analysis of the (fitness) markets and take important 

decisions regarding our future growth 

2018 2020
1 0  Y E A R S  P L A N  P R E P A R A T I O N



COUNTRY NUMBER 6, 7, 8…

256

What would be the best next countries for Basic-Fit?

…



ANALYSIS ALREADY PREPARED FOR 7 EUROPEAN COUNTRIES

257

By dedicated strategy team

7 European countries are fully prepared according to our replicable analysis model 

which means we could enter 1 of those countries quickly if we decide to

We continue to prepare the analysis for other European and non-European countries 

while our expansion focus remains on our 5 current countries



CONCLUSION



WE WILL BECOME A DIFFERENT COMPANY
From 752 clubs to 2,000 clubs 

259

752 

2,000 

Automated processes to manage all the 
clubs effciciently

Future expansion



THIS IS JUST THE BEGINNING…
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WHERE ARE

WE GOING

FROM 752 TO 1,250 CLUBS BY 2022

and 2,000 AS TARGET in our current countries

Already EUROPEAN MARKET LEADER and GROWTH 

OPPORTUNITIES for the 10 coming years also being 

identified

UNBEATABLE VALUE FOR

MONEY PLAYER – LONG TERM

RESULTS

SMART

OBJECTIVES

We are in a first mover

advantage business so we need to

ACCELERATE THE TEMPO (150+)

Accelerate but by keeping control on

the situation by GROWING WITH THE

RIGHT STRATEGY to guarantee the 30% ROI

Not impacted by competitors and

FITNESS PENETRATION GROWTH

is a big opportunity

CURRENT

SITUATION

HISTORICAL GROWTH

of 155 clubs in 2019 

GOOD STRUCTURE/TEAM

& IMPROVED STRATEGY

supported by technology to become even more 

efficient 

GOOD PIPELINE VISIBILITY 

with more than 500 locations to support our 

accelerated rollout



SPEAKER: Hans van der Aar

DATE: 7 November 2019



AGENDA

262

Mature club performanceRecent events Reporting update

New concepts Medium-term targetsOverhead



RECENT EVENTS
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New membership structure introduced in all countries 
in December 2018

Positive impact of Premium membership on revenue 
and yield 

30% uptake of Premium membership; “bring a friend” 
option well-used

Basic membership pilot started in Spain in April

→ Around 40% of joiners now choose Basic; 
Premium around 30%

→ Increase in joiners 

→ Evaluation of the results of the pilot in H2 2020

NEW MEMBERSHIP STRUCTURE SUCCESSFUL 
Pilot of Basic membership in Spain



FITLAND ACQUISITION UPDATE

Acquisition of 37 Fitland clubs announced in May 2019

Transaction successfully closed in July

6 clubs have been sold and 1 club was closed

Expected acquisition cost including rebranding: 
€1.2 million per club, similar to organic openings

30,000 members added to Basic-Fit in Q3

Clubs will follow new club maturation profile

→ Mature in 24 months

→ Have around 3,300 members per club on 
average at maturity

Earnings accretive as of 2020, around €1 million 
negative impact on EBITDA in 2019

265

30 clubs have been integrated into our network



MATURE CLUB

PERFORMANCE



INCREASING AVERAGE MATURE CLUB EBITDA
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All mature clubs are profitable

343

372
391 395 402

40,0%

45,0%

50,0%

55,0%

2015 2016 2017 2018 LTM 2019

150

250

350

450

In €  thousands

48.0%

50.3%

# mature 
clubs

181 246 327 407



PREDICTABLE UNIT DEVELOPMENT
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City centre* clubs ramp up in line with expectations

0

2

4

6

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Membership ramp-up

0

40

80

120

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Revenue developmentIn thousands In €  thousands

Months from opening
Months from opening

All clubs City centre clubs
* 25 most expensive clubs in large cities

Forecast



CONSISTENT UNIT RETURNS
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ROIC target of 30% also for city centre clubs*

-40

-20

0

20

40

60

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Club EBITDA development
In €  thousands

Months from opening

All clubs City centre clubs

CLUB ECONOMICS

Example of an 

average club

Example of a 

city centre club

IN € THOUSANDS IN €  THOUSANDS

INITIAL INVESTMENT 1,150 1,500

MEMBERS 3,300 5,500

REVENUE 800 1,200

CLUB EBITDA 395 550

CLUB EBITDA MARGIN 49% 46%

ROIC 34% 37%

* 25 most expensive clubs in large cities

Forecast



STABLE MEMBERSHIP DEVELOPMENT AT OLD CLUBS
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Clubs older than 10 years maintain on average around 3,300 members

2.000

3.000

4.000

2015 2016 2017 2018 2019

Average membership development of 30 oldest clubs 



ROIC STILL OUR MAIN KPI

271

All cohorts have a ROIC well above 30% target

34%

20%

30%

40%

Cohort 2016

Average ROIC ROIC target

34%*

36%

20%

30%

40%

Cohort 2015 in 2017 Cohort 2015 now

Average ROIC ROIC target

* Clubs built in 2015 that were at least 24 months old at that time 



REPORTING UPDATE
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Basic-Fit applies IFRS 16 based on 
a full retrospective approach

On the balance sheet lease is recognised as 
a right of use asset (RoUA) and finance lease liability

EBITDA no longer includes lease costs, instead 
the depreciation charges on the RoUA and interest charges 
on the financial leases are included in the P&L

IFRS 16 has no impact on our strategy, cashflow 
and bank covenants

As of 2020, Basic-Fit will no longer report on a pre-IFRS 16 
basis.

Post IFRS 16 reporting with new KPIs and definitions to 
better explain the underlying business’ performance

REPORTING POST IFRS 16
Significant impact on financial statements

0

40

80

120

160

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year
10

Year
11

Year
12

Year
13

Year
14

Year
15

Example front loading effect of IFRS 16 

Rent payments (pre IFRS16)

Interest (post IFRS16)

Depreciation of RoUA (post IFRS16)



MAIN DIFFERENCES KPIS PRE- AND POST-IFRS16

The introduction of IFRS16 significantly affects the KPIs as reported historically

However, IFRS16 has no impact on Basic-Fit’s  strategy or cash

We need new useful KPIs that best measure the underlying performance of the business

The new KPI definitions are closely aligned to actual cash returns

By adjusting IFRS16 for cash rent costs, the new KPIs remain similar to the KPIs with the prior definitions and how we 
internally look at our business 
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NEW KPI DEFINITIONS

275

Reporting the underlying performance

Current KPI

H1 2019

PRE IFRS 16

H1 2019

POST IFRS 16 NEW KPI NEW DEFINITION

H1 2019     

NEW KPI

Adjusted club EBITDA 103.4 153.3 Underlying club EBITDA
Club EBITDA minus cash rent costs of open clubs and 

excluding revenue and costs of sales at HQ level
103.8

Adjusted club EBITDA 

margin
43.1% 63.9%

Underlying club EBITDA 

margin
Underlying club EBITDA divided by club revenue 43.4%

Adjusted EBITDA 69.7 120.7 Underlying EBITDA
EBITDA minus cash rent costs and adjusted for one-off 

exceptional items

68.3

Adjusted EBITDA 

margin
29.0% 50.3%

Underlying EBITDA 

margin
Underlying EBITDA divided by total revenue 28.4%

Adjusted net earnings 13.0 Underlying net earnings

Net earnings adjusted for IFRS16, PPA amortisation, 

SWAP valuation differences, exceptional items and 

adjusted for related tax effects

13.6

Net debt 386.1 1,236.8 Underlying net debt Net debt minus lease liabilities 386.1



NEW CONCEPTS
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Regular club

Initial capex  around €1.2 million 

Cash break-even at 1,600-1,700 memberships

3,300 – 3,400 memberships at maturity

Express club (small box format)

Initial capex around €0.8 million  

Cash break-even at 1,100-1,200 memberships

2,200 – 2,400 memberships at maturity

Ladies club (female only format)

Initial capex €1.2 million  

Cash break-even at 1,400-1,500 memberships

2,700 – 2,800 memberships at maturity

BASIC-FIT CONCEPTS 
Different business models, same ROIC target



OVERHEAD
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Overhead costs consist of international HQ, country HQ and 
marketing costs

Around 30% increase year on year in 2019 due to

→ Marketing costs to increase by around €4 million as guided

→ International overhead increased due to new initiatives

OVERHEAD COST 2019 
New initiatives are an investment in future growth
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Medium term, overhead costs as a percentage of revenue 
expected to decrease to between 10% and 11%

→ Marketing costs to grow in line with revenue; 
remain around 4% 

→ International and country overhead to decrease in 
the medium term to between 6-7% of revenue

Operating leverage as of 2020

OVERHEAD COST GOING FORWARD



MEDIUM TERM TARGETS
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Increase pace of club openings to around  150 clubs a year

Grow Basic-Fit network to around 1,250 clubs in 2022

Stable average membership development at mature clubs

Revenue growth of at least 20% a year

Underlying mature club EBITDA margin of 49% - 50%

Underlying mature club ROIC target of at least 30%

MEDIUM TERM TARGETS
Further acceleration of club rollout
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Debt preferred way of financing expansion

Short term leverage ratio target of <3x and medium term 
<2x

NWC increase to minus 15% - 20% as percentage of 
revenue due to new membership structure

No dividend expected in medium term; cash will 
be used to finance growth

FINANCE STRATEGY
Support strong but controlled growth




