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FHSOMNAL trainer has revealed
helping actress Amanda Holden
alete the London Marathon

sted his profile at the same time.
seth Traves is personal training

ger with Motived, based in West
ey, andd helped the Britain's Got
i jutlge become the fastest fin-
female celebrity.
fraining started in Ocwober, and
h has been mentioned in news-
ers and news programimes as the

La followed her progress,
aied: “Whenever a celebrity runs

marathon there is a lot of press

rest and {0 was good for us as
rida often referred the journalists
e, to clarify aspects of her train-

fering the second month of the
ramme we found a dead body
dng from o tree whilst out run-
gso that generated coverage for
wron g reasons — but there was a
o interest generally, as Amanda
judging on Britains Got Talent at
dme.”
e actress - also famous for her
I Wild At Heart — built up 1o five
ns o week with Gareth, and still
swith him now.
2 findshed the mce ina time of 4
i 1Amins, raising over £20,000 for
forn Free Foundation,
e first thing | do with any client
out what they want to get from

MARKETING

m websites and flyers to promotions and press releases, there are unlimited ways to raise your gym’s profile and reach
ential members. Mary Ferguson found out how operators can make the most of marketing and public relations
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the training. Amanda was concemed
that she would be told what to do and
that it would toke over her life, so 1
made sure it was enjoyable and bro-
ken down into simall goals,

“There were a couple of setbacks -
including a trip o New York and a
three-week illness — bt she was very

mativated so didn't need much push-
irg.”

As well as personal training,
MaotiveB manages and maintains fit-
ness sites, works with schools and
designs and installs residential gyms
— bt Gareth said the personal train-
ing aspect has by far the highest pro.
file.

He added: “It's always a bit difficult
with the press as they tend to print
what they want, but training high
profile peaple is a good way to get
YOuT own name out there.”

Other Motived clients include Sheiln
Haneock, the British Equestrian
Team, and a number of TV presentoers
and actors,

By Mary Ferguson

A PERSONAL trainer in London has
come up with a clever way to gt
reduced PR rates with an agency -
and s enjoving a boost to business,

Tane Dowling runs a Power Plate
studio in London Bridpe but strug-
gled for custom when it opened a
yoar ago.

She signed up with Triggerfish
Communications but explained she
had a Hmited budget, so got a
reduced fee in return for the employ-
ees of the company getting free
power plate sessions,

She said: “I've been o personal train-
ef for 13 years and never had to worry

about business as it all came (o me
by word of mouth and 1 have never
had to advertise in my life. S0 when |
apened the studio [ nalvely expected
bBusiness (o come pouring in - but it
didnt.”

Feeling out of her depeh when it
came to PR and marketing, Jane con-
facted o number of agencies and
found them all to be very expensive,

But when she explained the prob-
lem to Triggerfish, a contra-deal was
agreed that suited everyone - Jane
padd a meduced fee and the agency
staff pot to visit the studio for noth-
ing.

The studio has received coverage in
national consumer health magazines,
local ‘glossy” publications and news-
papers, and business is picking up,

As well s Power Plate studio, Jane
also runs bridal boot camps and
mather and baby classes so has prod-
ucts that appeal to different types of

Jane Dowling

magazines.

She added: *1've worked with alot
A-list celebrities which means noth-
ing to me but the editors love i amd
of course the Power Plates still have
that celebirity associntion, PR is all
about identifying your unigue selling
point and then telling people about
"

Communication concerns

THE leisure industry is not effective
at communicating with customers,
according to the results of a new
study,

Research by MarketingUK asked
matketing professionals from 1,000
companies what they thought of the
industry's ability to communicate

effectively through different channels,

and maore than half said it could do
better,

Richard Higginbotham, head of
marketing at COMS - who commis-
sionied the research - said: “The very
nature of customers Nedgling com-
mitment to going to the gym once
they have made the investment,
offers the marketer a chance to deliv-
er opportune reminders via the medi-
um the customer finds most helpful
and unobtrusive,

“The transactional data provided by
the leisure customer can generally
prove to be informative lifestyle data.
This means that multichannel mar-
keting messages can be send at rele-

Richard Higginbotham, head of marketing
at COMS

vant tmes with interesting and usefi
information, such as while the cus-
tomer is on holiday or taking part in
their sporting lelsure pursuit.”



