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Alliance Leisure is a development
partner transforming sport and
leisure spaces through the

UK Leisure Framework
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Our Support through the RIBA Plan of Works:

0

Strategic
Definition

Preparation
and Briefing

2

Concept
Design

3

Spatial
Coordination

4

Technical
Design

N

5
\

Manufacturing
and Construction

Project Scoping Cost Confidence

Vision/Art of the Possible Stakeholder Engagement Customer Feedback
Brand Development Marketing Strategy Launch Campaign

Product Selection and Analysis Product Integration Product Launch
Recruitment Support Staff Training

Social Value Outcomes
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LEISURE INDUSTRY DRIVING VALUE FULL DELIVERY
EXPERTISE FOR MONEY SOLUTION
R L

EASE OF PROCUREMENT SPEED OF DELIVERY RISK MITIGATION
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alliance #Transformingleisure

U K Ie ISure “The traditional time-consuming route to

fl"a m ewo rk procurement is a thing of the past.”

TRUSTED
SUPPLY CHAIN

A
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DELIVERED

100+
PROJECTS

UK leisure

il
MORE THAN COMPLETED
£500M PROJECT
IN PLANNING VALUE
AND £140M+
CONSTRUCTION
STAGES

#Transformingleisure

framework

FRAMEWORK
INVESTMENT
VALUE

£2BN
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How to create engaging facilities

Project Impact Project Scoping Project Delivery Project Success



How to drive participation in your facilities

The Foundations Underpinning Our Approach

Strategic
Definition

Preparation
and Briefing

Project Impact Project S

Concept
Design

|
coping

Spatial

Coordination
]
Pr

Technical
Design

l'\\
L )

Manufacturing

and Construction
——

Handover

L
N
Use

|
oject Delivery Project Success
|




PILLAR 1 : PROJECT IMPACT

Speed and Quality of Delivery
Proven Leisure Expertise

Full Delivery Partner Solution

Ease of Procurement

Direct Award of Development Partner
Access to Best-in-Class Delivery Partners

AN N NI NN

Create Positive Social Value

Improved Health and Wellbeing of Local Communities
Increased Community Engagement

Create more Inclusivity and Accessibility

Create new Employment Opportunities

AN

Sustainable Leisure Provision
Green and Clean Agenda

Carbon Reduction and the Road to Net Zero
Improve Revenue Performance

Diversified Revenue Streams

Improve Operational Efficiencies

Improve the Customer Experience

DI NI NI NI N

Support Regeneration

Create a Community Hub
Increased Participation
Economic Boost
Diversification of Offering
Enhanced Identity

DN NI NI NN
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PILLAR 2 : PROJECT SCOPING
Product Expertise

Opportunity Analysis v" Proven experience of key product themes:
Defined Vision/Impact/Outcomes N1 ‘ .

Review of Current Performance
Product and Pricing Review

Brand Audit/Review
Catchment/Demographic Analysis

Supply and Demand Analysis
Stakeholder Engagement Customer Focused Model

Recommendations on Facility Mix v' Experience: FLOW | FEEL | ENGAGEMENT
Targeted Participation Solutions v Insight: DATA CAPTURE | REPORTING | UNDERSTANDING

Compelling Business Case v Commercial: ~ MARKETING | PURCHASE | LOYALTY
Project Success Recommendations

DN N N N VD N N N N NN
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ENERGY

indoor soft play
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Mobilisation and Recovery area Boxing zone Outdoor fitness Power Assisted



Key Considerations for Fitness Development

=)

How do we ensure the
current customer base
is protected?

Where are the Map the insight against What are the most relevant Produce Bespoke
opportunities for growth? the Alliance approach Products/Solutions? Design Brief

Clarity on Vision
and Impact




ALS process for shaping the fitness product brief

ALS Customer s
‘\ Focused Design
w s

Review Current Analysis of the Current Industry Recommended Produge Bes.poke
Performance/ Offering opportunity , Trends Products/Solutions Design Brief

@

Map Retention
Fundamentals



Customer Focused Product Model

B

Experience Insight Commercial
v v
o)

Q) «

Flow Data Capture Marketing
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Feel Reporting Purchase
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Accessibility

Solutions that are accessible
to all, regardless of mobility,
ability and needs creates a
inclusive experience and a
wider audience for
participation.

Fitness Retention Fundamentals

Connection

The product or service is
relatable to users, it feels
relevant and generates a

sense of shared experience.

There is personal or
technological connectivity.

Progression

Incremental steps that allow
someone to see movement
towards an intended goal
helps maintain adherence.
Results leads to better self-
efficacy and motivation.

Support

To repeat an activity a
person must feel confident in
its execution. Solutions
should simplify use, build
skills to improve and provide
support.
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JOIN

% ‘h““
h; ! :agAé ! ”ii OPEN 365 “
DAYS A YEAR

BAM-11PM

PRESENTS

FIT FOR SUMMER
OFFER

Ring
01282 818826

for details or to
arrange to look round

JOINAND RECEIVE

((
+ free induction & programme NO CO mtract
« free programme reviews EN '
* free 1hr personal training session* P / NQ \/\/O r‘ ‘@S
\‘

* concessional rate for first month
» free access to digital member engage i

‘Limited to first20 new members on first come first serv
o ’\{ e
,“H ) 1' )

f/\(’\

ntum at Westbridge Park Fitne

Funding support from the Liverpool Community Impact

FITNESS PASS

30 DAYS OF UNLIMITED ACCESS

CaH OW?OF 619600 » &
Adults £35 | Juniors £20

M
E

For full detalls visit: www.greenbanksportsa

uk/westbridge
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Live Happy




Launch Campaign
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AIMS

© Produce an overarching global brand awareness
campaign for Brimhams Active

BRIMHATZE

© Create awareness and excitement about the
facility developments HARROGATE

LEISURE & WELLNESS CENTRE

© Drive ‘Traffic’ (interest), generate leads and
sales, and ultimately support the opening of the

new d eve | opme nts IMAGINE A NEW WELLNESS EXPERIENCE
Comm.g' Soos...

BRAND NEW HARROGATE LEISURE & WELLNESS CENTRE

© Target of 1,600 members at Harrogate by end of NS —————
m O n t h 1 O p e n i n g . The newly refurbished facilities will include.

© Once the new developments are open, activate

campaigns to help support in sustaining
leads/sales/retention

BRIMHAY)S TA




Imagine ...

To form a picture in your mind of what something might be like.......



Brand Awareness

IMAGINE
Moving more
Living well
Feeling great

Imagine a leisure service that puts you
at the heart of it...

At Brimhams Active we want to support
you to live a happier and healthier life.

Move more, live well and feel great with
the help of Brimhams Active.

Find out more today!

>

Developments
(Pre-Launch)

IM

>

AGINE

Developments
(Launch)

Secondary message related to
facilities/products/technology/people

It’s coming soon...

Imagine a leisure centre with...

*  State-of-the-art facilities

* Immersive group exercise classes

* The latest wellness technology

*  Friendly qualified staff

*  Modern leisure spaces

*  Plus something to do with the kids!

Coming soon... Harrogate Leisure and Wellness Centre!

BRIMHAE gs Campaign Progression

Stop imagining...
We’re open!

Imagine a membership that includes...

Unlimited access to brand new wellness centres with
state-of-the-art equipment and the latest wellness
technology

Unlimited access to a range of group exercise classes
including immersive group cycling experiences

A free induction, personal wellness programme and
regular reviews

Unlimited swimming pool access, plus sauna and steam
room to aid recovery

Stop imagining, because it’s real (and on your doorstep)!
Join Harrogate Leisure and Wellness Centre today!



Facilities

Imagine...

A new wellness experience
Modern wellness spaces
State-of-the-art facilities

Products

Imagine...

State-of-the-art equipment
Relaxing in the sauna after a long day
Immersing yourself in your workout

Technology

Imagine...
The latest wellness technology
Connecting to your workout
Instant self service / skipping the queues

People

Imagine...

Unrivalled support
A friendly community
Finding your tribe
Laughing...a lot

BRIMHA\"/S

Campaign Themes — New Developments Pre-Launch

TA

powered by alliancele re ‘
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feeling grea, 4
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BRIMHA!Y/S
BRIMHA s Creative Assets — Brand Awareness Q”
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BR'MHAE ZS Creative Assets — New Developments Pre-Launch (Products / Technology)



IC)AGINE

a new

wellness
experienceldp
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BRIMHA)S

modern £:fi | 7. . afriendly
fitness -

Knaresborough linking carousel

Find
out more
today!

BRIMHAQi

powered by alliance \msum‘
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Inbound Enquiries - BOB :-.'.':._;f"..-'.::;.‘-_'l. ; >.* anyword
Copywriting - ANYWORD '+ N
Advertising - GOOGLE ADS .
Creative - ADCREATIVEAI .. .
Reporting - MS COPILOT 7
Idea Generation - CHATGPT |~ .-




Competition [
Time...
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How many leisure projects have
Alliance Leisure completed?




What is the current NHS Budget?

"

alliance #Transformingleisure EAOEin



What percentage of the population
don’t do any weekly exercise?




When someone joins a gym,
what % stay 12 months?




What % of a council’s carbon footprint
IS, on average, attributed to sport and
leisure facilities?
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What % of children are classed
as ‘active’?

alliance #Transformingleisure sA0Ein
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% ,9..‘, ; ANY QUESTIONS
23" e9e2e® .

@ . www.allianceleisure.co.uk

0 ()~ g

,.. 01454 877558

info@allianceleisure.co.uk
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