
GEN Z FITNESS 
REVOLUTION

How Gyms Can Inspire a New Generation



HOUSEKEEPING
The Details
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SUBGROUP DEFINITIONS

GENERATIONS
• Gen Z: 1997 – 2009

• Millennials: 1981 – 1996

• Gen X: 1965 – 1980

• Boomers: 1946 – 1964

FITNESS ENGAGED
• Exercise/engage in physical activity, wear a fitness tracker, or use a 

smartphone app to track physical activity

NUTRITION ENGAGED
• Keep a log of food intake, take vitamins/minerals/supplements, 

use a smartphone app to track diet, talk to friends/doctors about 
diet, follow a specific diet, or read health food/healthy lifestyle 
content

MINDFULNESS ENGAGED
• Meditate, use a smartphone app to track mindfulness, practice 

yoga to increase mindrulness/gratitude, set aside time for a 
gratitude ritual or jounaling/lists for mindfulness or gratitude
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METHODOLOGY

QUANTITATIVE
• Online survey with continuous data collection of 1,000 U.S. 

respondents per month, starting in July 2018

• Survey Length: 25 minutes

• U.S. teens and adults, age 13 and older

• Nationally representative sample, balanced to U.S. Census targets 

on age, gender, income, region, and race/ethnicity

• Questionnaire flow:

• General Health and Wellness

• Fitness Deep Dive

• Nutrition and Diet Deep Dive
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LIFESTAGE
Insert subheading text here
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KEY TAKEAWAYS

Gen Z are mostly adults now and in charge of their own habits and spending.

Gen Z are more engaged with health overall than millennials were at the same age.
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FITNESS

11



12



13



14

62

57

43

35

62

58

41

37

0 10 20 30 40 50 60 70

OUTSIDE

HOME

GYM

ONLINE

Gen Z Exercise Locations – Weekly+

23-27 18-22



15



16



17

Insert document title via: Insert > Header & Footer



KEY TAKEAWAYS

Gen Z enjoy exercise & are emotionally connected to fitness.

Gen Z are willing to spend money on health & fitness.

Gen Z view fitness as a means to and end: Better health overall.
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MINDFULNESS
What Drives Gen Z Behavior
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THE CONNECTION
How Mindfulness Influences Health Habits
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Triple engaged consumers are more 
emotionally invested in their health 
habits and optimistic about life.

Despite feeling more stress, they are 
more likely to actively manage it.

• Mindfulness consumers recognize that stress and 
feeling overwhelmed are often what holds them 
back from their fitness and nutrition goals.

• By building awareness and self-reflection, 
mindfulness also helps practitioners recognize that 
when they don’t prioritize fitness and diet, both 
mental and physical health suffers
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KEY TAKEAWAYS
Mindfulness increases fitness & nutrition engagement.

Those who engage in mindfulness tend to view health more holistically, and thus 
are more devoted to it.

The oldest Gen Z are still solidifying their health & fitness habits which leaves room 
to harness their spending potential as they move into more stable life stages.

Gen Z view fitness as a means to and end: Better health overall.
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METHODOLOGY
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WHAT DOES THIS MEAN FOR THE GYM?

Gen Z are more health engaged at younger ages than previous generations.

They already connect fitness with health. 

By engaging with fitness centers associated with healthcare organizations, they 
can further connect fitness with overall health.

Connecting their fitness program with their overall health goals should be a 
priority.

Personalization is expected by consumers in other realms. How can we bring that 
to the fitness experience?

CAUTION: Will want to see other exercisers in their age range in a facility → need to 
attract a population of younger exercisers.



WHAT DOES THIS MEAN IN THE GYM?

Strength is a focus, but cardio is still part of the routine.

Lower body strength is especially important, particularly in females.

Cardio can be anywhere; Variety of strength equipment (and equipment overall) is 
one thing that gyms provide.

Personalization in the cardio space may make this equipment more appealing in 
the future.

Motivation is still a key barrier; working out alone outside or at home generally 
doesn’t motivate people like working out in a gym.
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NEW LOWER BODY HAMMER 
STRENGTH EQUIPMENT



WHAT DOES THIS MEAN IN THE GYM?

Strength is a focus, but cardio is still part of the routine.

Lower body strength is especially important, particularly in females.

Cardio can be anywhere; Variety of strength equipment (and equipment 
overall) is one thing that gyms provide.

Personalization in the cardio space may make this equipment more appealing in 
the future.

Motivation is still a key barrier; working out alone outside or at home generally 
doesn’t motivate people like working out in a gym.
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CARDIO PERSONALIZATION
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ACTIVITY

If you operate a Fitness 
Center, what could you do 
to be more attractive to 
younger exercisers?

What could we do as an 
industry to drive retention 
in younger generations?
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THANK YOU
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