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Our Mission and Approach
As a group, we focused on making our client, Fly Fitness, stand 
out amongst its competitors. Because there are numerous 
athletic clubs around Lincoln, we wanted to base our campaign 
around the strong sense of community that Fly Fitness fosters 
for its members.

Meet Our Team
David Berman- Media Director
Sarah Betts- Designer and Copywriter
Micayla Giambruno- Account Executive
Zack List- Creative Director
Sarah Merza- Public Relations Director
Hannah Ochsner and Rhyse Smith- Account Planners/Strategists
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Situation Analysis-Company Analysis
• Founders: Dr. Jenni Brunning Brown and Ella Kay
• First location opened in downtown Lincoln in November of 2015

These founders created Fly Fitness with the intention of creating an inclusive community that 
promotes healthy lifestyles. The company is active on different forms of social media including 
Facebook, Instagram and Twitter; this is because their target demographic is most active on these 
platforms. Fly Fitness is a high energy alternative to the University of  Nebraska-Lincoln Recreational 
Center and the other gyms in Lincoln, giving them a competitive advantage.
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Situation Analysis-Brand and Product Analysis
Their brand image is associated with high class and high intensity workouts that provide a sense of 
community with the members and instructors. People can purchase memberships both online and in 
person at one of their Lincoln Fly Fitness locations.

Product benefits and key features: 
• strong sense of community
• experienced instructors
• unlimited classes with membership
• luxury boutique
• frequent deals for memberships
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Situation Analysis-Competitive Analysis
University of 

Nebraska 
Recreation 

Center

YMCA of 
Lincoln

Fly Fitness

Memberships 
Costs

$49/semester
(class pass)

$39/month $159/month

Locations 2 5 2
Boutique No No Yes

The competitive advantage that Fly Fitness has over the competitors is that it offers a unique 
community for people to belong to once they purchase a membership. These people have a 
place to grow in a community and take diverse classes that pertain to an individual’s struggles 
at Fly Fitness while being able to purchase items from the luxury clothing boutique.
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Situation Analysis-Consumer Analysis
Questions

• How familiar are people with Fly Fitness?
• Why do people of Lincoln and surrounding areas choose to workout at Fly         

Fitness in opposition to other local fitness facilities?
• Are people satisfied with their current gym or work out plan, and if not, what can Fly Fitness do to 

fit their needs?
• What do people think about when they think about Fly Fitness compared to competitive brands?
• How familiar/comfortable/content are consumers with the products and classes Fly Fitness 

provides?
• How long do people prefer having a gym membership?
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Research Objectives
1. Obtain insights into why the target audience would choose 

Fly Fitness over another fitness option, or vice versa.
2. Discover who are truly the primary consumers of the Fly 

Fitness brand.
3. Find out what features in a fitness center are most 

attractive to consumers.



Consumer Analysis-Methodology
Survey

• Research method: After our group decided the key points we wanted to address in this method of 
research, a survey was created and sent out to friends and family via social media channels.

• Population: The majority of participants were 18-30 year olds located in Lincoln, NE that attend college. 
• Sample size: 50 participants
• Data collection period: Sept. 24 through October 7

Ethnographic Research
For Ethnographic Research, we set up a time to observe a class at Fly Fitness. The time that employees 
gave us to stop by was at noon on Wednesday, October 2. As it turned out, no members of the group 
were available during that time except David Berman, so he went down there alone to observe a class. 
They did not allow him to sit inside the classroom, so he instead sat outside in a chair and watched through 
a window while he took notes on customer reaction with the class and overall brand. The class was Fly 
Fitness’s Flybird class, a studio yoga fusion class. A few observations were made from a spin class. Notes 
were also taken on observed consumer reaction in the Fly Fitness lobby.

Focus Group
In order to gain a better understanding of our target audience’s wants and desires in regards to fitness, 
we met with seven people to collect the needed information. This offered valuable data that we wouldn’t 
have been able to obtain through ethnographic studies. Our focus group consisted of seven University of 
Nebraska-Lincoln students who fit into our targeted audience group. David Berman was the moderator, and 
Zack List, Micayla Giambruno, Sarah Betts and Sarah Merza acted as observers for the focus group. 
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Consumer Analysis-Findings
Secondary Research

Based on MRI, we drew a few conclusions about the primary consumers of the Fly Fitness brand. 
While all fitness centers see a higher male consumer base compared to female (117 to 84 index), a 
fitness center that offers classes, like the YMCA, sees a higher female consumer base. We think that 
this is definitely in line with Fly Fitness’s consumer base. The data also shows those who have fitness 
center memberships most likely have attended college (128), are aged 18-24 (210), and are 
employed in a variety of fields (139). There is also data with a limited population that suggest that 
middle-to-upper class incomes have a higher likelihood of attending fitness centers.

Primary Research
In the survey, we received a few key data points that highlight consumer demographics
• Around ⅔ of the survey participants were between the ages of 18-30, and ⅓ were outside of 

this age range.
• 90% of the participants of this survey are currently enrolled in a university or have attended a 

university.
• On average, our survey results found that most people workout 2-3 times a week.
• A majority of our participants from our survey have never heard of Fly Fitness being at 61.22%. 

However, almost 90% live within a 10 mile radius of Fly Fitness.
• 31.25% of the participants use the University of Nebraska-Lincoln Campus Recreational Center 

as their primary place to workout, while 40.63% use other gyms.
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Consumer Analysis-Survey Findings
After consulting our findings from our survey, we discovered that only 38.78% have heard of 
our client, Fly Fitness. Within this number, a smaller percentage of 4.08% have actually been 
to Fly Fitness. Even more surprising is the statistic of Fly Fitness memberships within our survey 
participants, as no participant had a Fly Fitness membership of any kind. The attitudes towards Fly 
Fitness are evident through the comparison of other local gyms. While only 4.08% of the survey 
participants have been to Fly Fitness, 75.51% have been to the YMCA and 53.06% to the 
University of Nebraska Recreation Center. Because of this, these people have a stronger and more 
positive view on other gyms over Fly Fitness. 

10



Consumer Analysis-Survey Findings
Within our target demographic of people ages 18-30 for this study, it is evident that social media use 
is high among Twitter, Snapchat and Instagram. Students and young professionals in this age range 
often use all three of these social media platforms combined because these applications arose during 
the time when smartphones were being introduced to this generation. Because a large portion of our 
survey participants were older than those in this demographic, the use of Facebook rises due to the 
popularity of this form of social media within the older generations.
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Consumer Analysis-Other Findings
Ethnographic Findings

There are a few key findings we took away from our ethnographic observations. To begin, people 
who do go to Fly Fitness seem to enjoy their time there. Although they are engaging in intense 
exercise, they still find time for interactions with fellow consumers and employees. There certainly 
seems to be a sense of community associated with Fly Fitness, which is a major draw for many 
people. This was one direction we took for our campaign, as we advertised how Fly Fitness provides 
a sense of community along with a quality workout. There is also a large target market that isn’t 
included in our pre-selected market of 18-30. 

Focus Group Findings
The biggest competition for Fly Fitness is the Campus Recreation Center. The biggest target for a 
business in downtown Lincoln is college students because of the close proximity to the University 
of Nebraska campus. However, college students already pay for a membership to the Univesity 
Recreation Center in their student fees and is much more convenient for most students. Fly Fitness 
would need to separate itself and show why it is worth the money. Many people thought that it was 
expensive, but would be suited for people that are really into fitness. Students would need to be 
willing to give up the money that Fly Fitness costs to see why it is different than the other options.
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Consumer Analysis-Implications
A few key implications can be taken away from our findings. First of all, it’s clear that we need to adjust 
our primary target age group from 18-30 to 21-30. UNL students, although Fly Fitness is quite close to 
campus, are much more likely to go to the Campus Recreation Center because it’s included in enrollment 
fees. 

With the new target age group, our focus shifts to young professionals just out of college who probably 
don’t have a place to work out — and that’s where Fly Fitness can come in. Another implication is that Fly 
Fitness is perceived as being too expensive for what it offers. Through fostering a sense of community 
and leaning more about the fitness fashion it sells, Fly Fitness could change that perception and make a 
membership that seems more worth it. Finally, evidence shows that people can’t differentiate Fly Fitness 
from its competitors, so that should definitely be an area of focus. 

13



Situation Analysis-Category Creative Analysis
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Fly Fitness does an excellent job gearing their promotions in favor of young college students or 
post grad students in the Lincoln area looking for a community to work out with. The company’s 
Instagram showcases the different types of 
workout classes the studio offers by doing things 
such as employee takeovers or highlighting the 
different organizations that choose to work out 
together at Fly Fitness. However, with their 
current promotions, they have been showcasing 
UNL sororities which is limiting the demographic 
that the promotion will ultimately resonate with. 
At the start of this semester, Fly Fitness offered 
a limited time deal for local college students 
that allowed them to purchase membership 
packages with up to a 65% discount with proof of a student ID. This allowed them to reach a 
wider audience by bringing in new people that wouldn’t normally consider buying a membership due 
to the steep prices and the limited income of the average student. Overall, this was a huge success 
for the studio and they plan to implement something similar at the start of January. 



Situation Analysis-Category Creative Analysis
Fly Fitness makes a conscious effort to promote the 
importance of a healthy mindset and body positivity. This 
resonates with people on a deeper level that sparks an 
interest to become apart of this community and way of 
thinking. Fly Fitness has used the following with every 
campaign and promotion they’ve released as part of 
their brand identity and a key theme to represent their 
philosophy; “Fly is more than a workout: it’s a lifestyle. 
You’ll come to move your body and sweat, but you’ll 
leave with more, feeling inspired and strong from the inside 
out.” Fly’s two main competitors — The YMCA and UNL’s 
Campus Recreation — do not advertise much outside of 
pamphlets and flyers. In the Campus Recreation Center’s 

case, they rely mostly on word-of-mouth from students and organizations like New Student 
Enrollment to inform students about its amenities. The YMCA has a brand equity associated with 
community outreach and consistency, so they don’t advertise as much either. College age students 
are much more attracted to the cheaper price of Fly Fitness’s competitors such as the University of 
Nebraska-Lincoln Recreation Center. The low price and convenience is enough to draw in customers 
without an exceeded amount of promotional effort.
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Situation Analysis-Digital Communication Audit
Fly Fitness focuses a lot of its energy on the growth of their Instagram following and outreach. 
Their website is one method of communication that they pay to upkeep and maintain; this is a huge 
way for new customers to learn about Fly Fitness and their mission before coming in for a class. 
Additionally on their website, they offer a weekly newsletter sign up with exclusive specials and 
deals on apparel items. Fly Fitness is currently offering special class deals for local organizations, 
such as sororities of local universities, where groups can have a discounted rate for a private group 
class. With this promotion, it brings in a group of new faces and allows Fly Fitness to connect with 
people that will hopefully share their 
experiences with other members 
of the organization and beyond. 
Essentially, this works as a form of 
shared media. Fly Fitness currently 
reaches 1,917 people for followers 
on Instagram and averages 130 
likes per post. Their Instagram is a 
vital search engine for most current 
and first time customers as a way to 
stay up to date with the latest and greatest of the fitness center. On the official Facebook page there 
are currently 1,643 people interacting with the page with reviews, likes, and shares. The Facebook 
is posted to often to keep the followers up to date on all things related to Fly Fitness. However, the 
Twitter needs some changes because of the extensive length of no activity. 
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Situation Analysis-Partnerships
Current partnerships: Onzie, Toesox, Lululemon, Liquido, Alo Yoga, and Splits 59

• Fly Fitness is a relatively new gym located in the heart of Lincoln, Nebraska, and they have 
developed and maintained a handful of partnerships with high-end athletic wear clothing companies.

• Because Fly Fitness is conveniently located less than a block away from the University of 
Nebraska-Lincoln city campus, they have done extensive collaborations with the greek community 
of UNL and have allowed multiple sororities and fraternities attend a fitness class at a discounted 
price to lure the younger crowd in.
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Situation Analysis-SWOT Analysis 
Strengths Weaknesses Opportunities Threats

• Members are able
to attend an 
unlimited number of 
classes.
• Luxury clothing
 boutique with high-
end brands including 
Lululemon, Onzie and 
Alo Yoga.
• Elite staff with
extensive training to 
cater to individual 
needs.

• Memberships are
generally higher 
priced.
• Do not have a
general workout area 
for individualization 
that many people 
prefer.
• People have stated
that the hours are 
too inconsistent due 
to the classes being 
spread out through-
out the day.

• Create a general 
workout area for Fly 
Fitness members.
• Doing certain 
seasonal specials to 
lower the price and 
entice others to join.
• Giving student 
discounts would be
beneficial because Fly 
Fitness is conveniently 
located a block from 
campus.

• The University 
of 

Nebraska-Lincoln 
Recreation
Center
• The YMCA of 

Lincoln
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Situation Analysis-
Problem Statement and Key Insights
The main problem 
we focused on 
solving during our 
campaign was 
centered around 
getting more college 
aged and young 
people to buy 
memberships at Fly 
Fitness because 
college students 
are more likely to 
use the long list of 
ammenities offered 
at the University 
Recreation Center. 

Through our research, 
we aimed to show 
the community the 
many benefits of Fly 
Fitness that are worth 
the extra dollars a 
month. Some of the 
perks of buying a 
membership rather 
than purchasing on a 
class by class basis 
includes unlimited 
class attendance, free 
cycling shoe rental, 
10% off retail, free 
laundry service, and 
5 guest passes per 
year.
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Objectives for Marketing and Advertising

Marketing Objectives
• To increase membership numbers among young 
• professionals aged 21-30 by 5% in the fiscal 

year 2020.

Advertising Objectives
• To raise awareness on what makes Fly Fitness 

unique to young professionals age 21-30 by 5% 
in the fiscal year 2020. 

• To increase a sense of community among 
customers by 20% in the fiscal year 2020.

• To increase membership numbers among young 
• professionals aged 21-30 by 5% in the fiscal 

year 2020.
• To boost awareness of the benefits of joining Fly 

Fitness over the competition by 10% in the fiscal 
year 2020.
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Target Profile
Demographics: 21-30 | Higher education | Primarily female 
  At least lower middle class | Primarily white
Geographics: Lincoln suburbs
Psychographics: People who care about personal image | Social 
 Looking for a community | Active | Generally busy 
 Only has time for an hour class a few times a week
Usage behavior: Uses a fair amount of social media 
 Fashion websites and magazines | Lifestyle programming

Lindsey is a 22-year-old, single, recent college graduate who just 
moved to Lincoln. She’s an aspiring design executive with an upper 
entry-level income who doesn’t know many people in her new city. 
She’s interested in healthy foods and animal activism. She is an active Instagram and Pinterest 
user who watches the Bachelor and reads Cosmopolitan. She wants to find a way to both stay 
fit while meeting new people to support her social and active lifestyle.
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Positioning Statement
Our goal is to reach our target demographic of females between the ages 21-30 who have just 

graduated from college and are looking for a new place to workout in the Lincoln area. Fly Fitness is 

the only gym that prioritizes fitness as well as a 

sense of community because of their dedicated 

staff and motivation to succeed. Additionally, Fly 

Fitness is the only fitness center in the Lincoln 

area that builds community while offering a 

diverse set of fitness classes as well as a variety 

of high end clothing items from its luxury boutique. 

Everyone is welcomed and encouraged to reach 

their full potential at Fly Fitness classes. 
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Branding
The Current Brand Personality
• Welcoming, chique, energetic, empowering, fun, and community-

oriented
The Staff
• Create a welcoming atmosphere, making all people who walk 

through the doors of Fly Fitness appreciated in every sense.
The Target Demographic
• Targets females, specifically those within our target demographic. 

The images on Fly Fitness’s website widely appeal to women and 
workout trend among this gender.

The Website
• The brand is also very energetic and fun; this is seen on the 

website, as there are a lot of videos of people enjoying themselves 
during fitness classes at Fly 

   Fitness. 
The Atmosphere
• The atmosphere of the gym is the selling point, so as a group, we 

made sure this was the focus of our branding.

Throughout our campaign, we enforced this brand image and 
promoted the high energy and motivation as key aspects of Fly 

Fitness. 23



Campaign Strategies-Big Idea and Message 
Strategy
Big Idea 
Our big idea revolves around the idea of Fly Fitness as a community. It’s more than just a gym membership 
and it is more personable than a classic gym. We plan to utilize social media platforms for advertising to 
reach our target demographic. Instagram, Facebook, and Twitter will be our main platforms because of the 
high presence of females ages 21-30.
 

Message Strategy
The message strategy is to motivate potential customers to live a healthy lifestyle within the Fly Fitness 
community. Once the target market sees the campaign displaying these ideas, they will learn how 
community affects fitness goals.
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Campaign Strategies-Tonality, Manner, and 
Mandatories

Tonality 
The advertising tonality will convey harmony and amity towards our 
target market. Our goal is to show the tight-knit community at Fly Fitness 
and why it’s a unique place to work out. With this tone, our advertising will 
inspire future customers to join the motivated and welcoming community 
at Fly Fitness.

Manner and Mandatories 
Our manner that we want to use throughout will be sophisticated, yet 
enticing, inclusive, and fun. When we used music, we used songs that 
are upbeat and playful. Their colors are yellow and black so we used 
these colors to create a sense of unity between the brand and our 
campaign. We also utilized the clean, modern theme of white throughout 
the campaign to stay consistent with our brand image. For mandatories, 
Fly Fitness’s logo will be present throughout all media as a key brand 
element.
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Tactical Recommendations-Sponsored 
Advertisement
Paid media: As a group, we decided to pay Lexi Sun, Husker volleyball star, to post content on 
her social media accounts about the community of Fly Fitness and its many benefits that she will 

advertise to her strong fan base. 
Additionally, we will post pictures 
of Sun on Fly Fitness accounts, 
promoting her love for Fly Fitness. 
We chose to team up with Lexi 
Sun in particular because she has a 
large following of Husker students 
and people of the community, a 
demographic that we want to hit 
heavily. 
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Paid media: We decided to make a flyer to 

advertise Fly Fitness and the benefits of joining 

this gym. This will be handed out throughout 

the Lincoln community and on the Universtiy 

of Nebraska-Lincoln campus to advertise to 

our target demographic. It will also have the 

contact information for potential members to 

get in contact with Fly Fitness and its staff 

members, as well as why it stands out among 

its competitors.

Tactical Recommendations-Flyer
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Tactical Recommendations-Event at the Plaza

Earned media: With our group’s efforts, we plan to advertise and execute a fitness event in the plaza 

across from Fly Fitness in the green space to promote their business and what they offer with their 

memberships. Because earned media refers to publicity gained through promotional efforts, we will 

gain this necessary publicity through word of mouth. This will occur before, during, and after our fitness 

event.
28



Tactical Recommendations-Video Storyboard

After moving into his new apartment, 
Zack feels alone in this lonely city.

But then, a neighbor, Sarah,  knocks 
on his door to welcome him to the 
building.

Zack tells Sarah about his loneliness 
and uncertainty about being in a new 
place..

“Have you heard about Fly 
Fitness? They keep you fit AND 
help you make friends. Let’s go!”

The new friends head out to get fit 
together at Fly Fitness.

Like a good friend, 
Fly Fitness will keep 
you accountable.
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Tactical Recommendations-Video Storyboard

Zack sits in his house and eats a donut. His friend, Sarah, from Fly Fitness 
knocks the donut out of his hand.

Zack sits in his house and watches 
Netflix.

His friend, Sarah, from Fly Fitness 
blocks the screen.

Like a good friend, 
Fly Fitness will keep 
you accountable.
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Tactical Recommendations-Shared and 
Owned Media
Shared media: Our shared media 
heavily revolves around social media 
and our distinctive, innovative, and 
original hashtag to be used on all 
posts, #FlyFamily. This hashtag is a 
way for people to stay connected 
to the Fly Fitness community. This 
allows them to see what other Fly 
Fitness customers are posting in 
regards to their class experiences 
and fitness journey, as well as 
any promotional and advertising 
campaigns they are executing. 
The use of this hashtag shows the 
Lincoln community that Fly Fitness 
has created a tight knit, fitness 
community, and are excited for new 
people to see what it’s all about. 

Owned media: We created a Fly 
Fitness blog which will give current 
and potential customers an in-
depth analysis on everything this 
target demographic is passionate 
about, including exercise, health, 
and wellness. Through this blog 
we will be able to reach out to 
members and non-members looking 
for a community that they can find 
in Fly Fitness. People will get the 
opportunity to connect directly with 
the experienced staff, as well as 
hear personal stories from other 
members of Fly Fitness and how 
this community has impacted their 
exercise routine and everyday life.
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Campaign Schedule and Budget
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Objectives, Tactics and Evaluations
Objectives Tactics Evaluations

To reach 40% of young 
professionals aged 21-30 three 
times a week in the fiscal year 
2020.

Social media ads, magazine ads.

Measure engagement on 
advertisements, present a 
survey that asks people how 
they heard about Fly Fitness.

To increase membership numbers 
among young professionals aged 
21-30 by 5% in the fiscal year 
2020.

Promotional event in the plaza 
across the street from Fly Fitness, 
giving away Fly Fitness swag and 
special deals on memberships.

Check membership numbers for 
signs of growth.

To increase a sense of community 
among customers by 20% in the 
fiscal year 2020.

Brief video ads, social media posts 
using #FlyFamily.

Consumer satisfaction 
surveys that focus on Fly
Fitness’s atmosphere and the 
friendliness of employees.

To boost awareness of the 
benefits of joining Fly Fitness over 
the competition by 10% in the fiscal 
year 2020.

Pamphlet that shows the 
differences between Fly Fitness and 
its competitors - emphasis on the 
USP.

Surveys on consumer 
perception of Fly Fitness 
compared to other Lincoln 
fitness centers.
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Appendices-YMCA Data
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Appendices-Lifetime Fitness Data
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Appendices-LA Fitness Data
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Appendices-LA Fitness Data Appendices-Anytime Fitness
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1. Screening Questions
• Are you between the ages of 18-30?
• Are you or have you been a college student? If so, 

which university did you attend?
2. Warm-Up
• How often do you work out during the week? 
• What activities do you enjoy doing while working out?
• Do you enjoy specific workout-clothing brands?
3. Consumers’ perceptions, attitudes, and associations of 
your client’s brand and at least two competitor brands
What fitness center do you use?
• Fly Fitness
• YMCA
• UNL Rec Center
• Orange Theory
• HOTWORX
• Other
Have you ever heard of Fly Fitness?
If yes, how did you hear of Fly Fitness?
Do you know where Fly is located?
If yes, are you within a 10 mile radius 
Have you ever been to Fly Fitness?
If yes, were you there to take class or shop?
If to take a class, do you have a membership at Fly Fitness?
What subscription model do you like when using a fitness 
center?
• Monthly membership
• Annual membership
• Class by class basis

4. Consumers’ awareness, attitude, and usage of the 
brand’s product and services, compared with at least two 
competitor brands’ products and services
Do you know what workout classes are available? 
• HIIT
• Cycle
• Solo
• Sculpting
Are you aware of the products they sell?
• Onzie
• Lululemon
• Alo yoga
• Toesox 
• Liquido
• :59
5.Consumers’ perceptions of the brand personalities of your 
brand and at least two competitor brands 
• Out of the 5 personalities, (Sincerity, Excitement, 

Competence, Sophistication, Ruggedness) which do you 
associate with Fly/UNL Rec/YMCA?

6.Key media consumption behavior
• What social media do you use?
• How often do you see ads on social media?
• How often do you interact with ads on social media?
7.Demographic information of the consumers and an ending 
statement. 
• Do you live in Lincoln?
• Gender
• Age
• Income
• Education
• Profession
• Marital Status

Appendices-Survey Questionnaire
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Appendices-Survey Questionnaire Appendices-Survey Results
 The attitudes and word associations of these gyms vary between survey participants. 
Surprisingly, the participants thought Fly Fitness was the “least sophisticated” out of the three 
gyms, while the UNL rec center was associated with the most sophistication. Because the greatest 
number of survey participants said they have memberships at the UNL rec center, it is reasonable 
that they have the best perception of this gym. Additionally, Fly Fitness was associated with the 
least amount of excitement. From our findings, it is evident that these negative perceptions are due 
to the minimal amount of participants that have attended Fly. Fly Fitness is also associated with 
high prices and a perception of “high class”, resulting in no college students or participants in general 
from our survey that are regular members of Fly Fitness.
 After consulting our findings from our survey, we discovered that only 38.78% have heard 
of our client, Fly Fitness. Within this number, a smaller percentage of 4.08% have actually been to 
Fly. Even more surprising is the statistic of Fly Fitness memberships within our survey participants, 
as no participant had a Fly Fitness membership of any kind. The attitudes towards Fly are evident 
through the comparison of other local gyms. While only 4.08% of the survey participants have 
been to Fly, 75.51% have been to the YMCA and 53.06% to the UNL rec center. Because of 
this, these people have a stronger and more positive on other gyms over Fly. 
 Within our target demographic of people ages 18-30 for this study, it is evident that social 
media use is high among Twitter, Snapchat and Instagram. Students and young professionals 
in this age range often use all three of these social media platforms combined because these 
applications arose during the time when smartphones were being introduced to this generation. 
Because a large portion of our survey participants were older than those in this demographic, 
the use of Facebook rises due to the popularity of this form of social media within the older 
generations.
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Appendices-Survey Results
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Appendices-Interview Protocol
Research Objectives

 Through the process of gathering qualitative research, we plan to gain a better understanding of the demographics and psychographics of people 
who go to Fly Fitness. We want to better understand our target audience in order to reach them in a strategic manner. This will better help us serve our 
client, Fly Fitness. This information is important in order to develop a strategic message to reach our target audience. By knowing their habits, we can 
reach them through the correct form of media. We will also know what messages will appeal to them and draw them in. We have a general knowledge 
about the demographics and psychographics of people who use gyms, but we want to pinpoint our client’s users. 

Research Questions
• Why do people of Lincoln and surrounding areas choose to workout at Fly Fitness in opposition to other local fitness facilities? 
• What characteristics of Fly Fitness make it positively stand out, and what can it do better to attract/satisfy more customers?
• Are people satisfied with their current gym or work out plan, and if yes/no, what can Fly Fitness do to fit their needs?
• What do people think about when they think about Fly Fitness compared to competitive brands?
• How familiar/comfortable/content are consumers with the products and classes Fly Fitness provides?

Ethnographic research to observe how consumers interact with your client’s brand in a natural setting
As students of Advertising and Public Relations, we chose ethnographic research as our primary means of research due to the ability to interact and 
observe directly with both people that attend and work at Fly FItness in the natural environment. As a whole, we feel that going to Fly Fitness directly 
will be the most beneficial means of research because we will be able to witness first hand the atmosphere of this gym. To observe the clients of Fly 
Fitness and how they interact at this gym, our group is going to sit in on a class and engage with the participants and staff members. As a group, we 
came in contact with Fly Fitness of Lincoln and got the approval to observe the members in the natural environment.  While at Fly Fitness, we will ask a 
series of questions to both the members and staff about their experiences of this gym and what sets them apart from other gyms in the Lincoln area. 
These questions will include:

Questions for Members of Fly Fitness
• Why do you choose to work out at Fly Fitness in opposition to other local fitness facilities?
• How often do you work out at Fly Fitness?
• How did you initially hear about Fly Fitness?
• Would you recommend Fly Fitness to family and friends? Why or why not?
• What classes are available at Fly Fitness?
• What classes do you participate in?
• Do you purchase the activewear they sell at Fly Fitness?
• Are you satisfied with the customer service provided? Why or why not?
• Do you believe the price for the monthly and annual memberships are reasonable?
Questions for employees/staff of Fly Fitness
• What do you like about being an employee of Fly Fitness?
• What do you think draws people to Fly Fitness?
• Do you think the services you offer are unique to other fitness facilities in Lincoln? If so, what?
• What do you hear from customers about Fly Fitness and why they chose to workout here?
• What are some things that could improve at Fly Fitness?
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Appendices-Interview Protocol
Focus group

We chose a focus group as well in order to gain a general understanding of our target audience’s wants and desires. This 
offers valuable information that we would not be able to get through ethnographic studies. We will have a focus group that 
consists of seven University of Nebraska-Lincoln students who fit into our targeted audience group. We will get students that 
we know are interested in fitness and would be willing to look into a new gym. Zach List will be the moderator, with David 
Berman and Micayla Giambruno acting as observers. The session will begin with this statement of introduction and consent:

We are Advertising and Public Relations students in Strategic Development 283. As student researchers in the field of ADPR, 
our goal is to gain insight into the common customer of Fly Fitness, a fitness center located in downtown Lincoln. If you 
choose to participate in this focus group, your responses will be kept confidential for the purpose of research. Only the students 
involved in this research study will have access to the results. We will ask you a few introductory questions, then tell you all 
about Fly Fitness. We will then ask follow-up questions for your thoughts on what we present. Please be as honest and open 
as possible. There are no known risks or discomforts associated with this research. You are voluntarily agreeing or disagreeing 
to participate in this research study and can stop at any time. The results of this study will be used to better understand the 
demographic that Fly Fitness is targeted at. Thank you for your participation. 

Questions:
• Where/how do you currently work out?
• What do you like about where you work out, and what do you dislike?
• Have you ever heard of Fly Fitness? How did you hear about it?
• What do you know about Fly Fitness?
• What do you look for in a fitness club?
• We will present to them Fly Fitness, show them the classes that are offered, the costs of membership and the merchandise 

that is available to buy. Following the presentation, there will be a series of questions for the group including:
• What are your initial reactions?
• What do you like and dislike about the company?
• What is the best feature of the company?
• What is something that you would like to change?
• Is Fly Fitness different than other places you have exercised?
• Would you be interested in joining Fly Fitness?
• Would you be more interested in joining Fly Fitness over the closest competitors?
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Appendices-Interview Transcript
0:00
Okay, cool. So I’m Dave, what’s up, I’m going to be the moderator for this focus group. For those of you don’t know, to focus group,
0:10
So we chose fly fitness, which is a fitness center and boutique in downtown Lincoln as our company that we’re trying to make an advertising campaign for. So we’re just trying to see like 
seven of our target audience, which is college students. What you guys, what’s the general perception about fitness? That is what a focus group is, should take very quick. That’s that was 
bad words, but we’re going to make this as short as possible. So thank you guys for coming. If you could all go around and say your name, just so we don’t get to know each other. But you 
know, my name is Katie. Nice to meet you guys. I’m good. I’m David.
1:21
Yeah. Just try to record like, as much as you can say, it doesn’t have to be like word for word when people say just like general thoughts, and if there any pattern, stuff like that, and yeah, 
that’s me recording. Cool. Great. So let’s get started. We have to start off with a statement of introduction and consent. So here is that statement. We are advertising and public relations 
students in strategic development to 83 as student researchers in the field that PR Our goal is to gain insight into the common customer reply fitness fitness center located in downtown 
Lincoln. If you choose to participate in this focus group, your responses will be kept confidential for the purpose of research. Only the students involved in this research study will have access 
to the results. We will ask you a few introductory questions and tell you all then tell you all about fly fitness. We will then ask follow up questions for your thoughts on what we present. Please 
be as honest and open as possible. There are no known risks or discomforts associated with this research. You are voluntarily agreeing or disagreeing, participate in this research study. You 
can stop it anytime. The results of this study will be used to better understand the demographic that flight fitness is targeted that thank you for your participation. So cool. Um, so I’m going to 
ask you guys a few questions. Just to kind of start off before I tell you all about what flat fitness is. So where, how do you currently work out at tell me a bit about your workout routine? If 
anything? start right here.
2:52
Oh, sorry. Um, I go to the campus rec.
2:57
Maybe run half mile, do some sit-ups. And then I sit in the sauna. That’s how I work out. Okay, I also go to the campus wreck. And I run like a mile do stair stepper. And do an ab circuit. call 
it a day.
3:18
Nice. Go to the rec, usually six times a week and lift and then run.
3:25
I go to the rec and do all the cycling classes.
3:33
I don’t go anywhere but one other than the 5050 s I would go to that gym. It was bad. But yeah,
3:41
cool. trick. Yeah.
3:44
I just played a lot of sports like basketball, soccer.
3:48
Football. Do you do that? Like as a rec? Or just? Um, yeah, at the rec? Or if it’s a nice out? Yeah. Cool.
3:55
Um, I also go to the Rec. Um, I usually do 40 minutes of elliptical. Because that’s how long the episodes are on Netflix.
4:08
And then I just kind of mess around on the machines will pull some here and there. You know.
4:15
Cool. Um, what do you like about where you work out at? And what do you dislike about it? If you like go to a certain place to do it.
4:25
I like it when there’s like multiple, like, really popular machines. Because like, I hate like, awkwardly, like if I’m worried like on a machine like somebody like waiting, like to use it Next, like right 
next to me like, I just yeah. I don’t like how many people are the rec. I don’t have a pretty running face.
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Appendices-Interview Transcript Continued
4:46
Seeing people are being around people like what I’m running makes me uncomfortable. Yeah, they can hear you heavy breathing.
4:56
I don’t like how far away it is from where I live in the winter.
5:08
It’s a little far. Yeah.
5:09
It’s a little
5:11
Cuckoo. Oh, it’s like somewhere downtown then like good parking lot.
5:17
So you can burn brother? Yeah, okay.
5:21
We’re not gonna walk downtown.
5:26
Parking no time sucks, though. But if they had a good parking lot that was just for them.
5:45
Any other thoughts about that question? Any, you know, pros and cons of the places.
5:51
I like the cardio zones at the Rec.
5:55
Well, like I go to the classes, so I use a lot and it’s really fun. So the classes are good. But you have to pay extra for this was really annoying. I pay so much intuition. I’m done.
6:10
Okay, cool. Next question. Um, have you ever heard of flight fitness? And if so, how did you hear about it? Yeah.
6:22
I like know, have some girls who, like, teach the classes or something. And I know they’re in like, Greek life. I saw them in their recruitment video.
6:40
No, I don’t know about it.
6:41
I haven’t heard about it. I know about it. I went to one class. What do
6:45
you think of that class?
6:47
was really hard. I’m not gonna lie. That’s what I’ve heard that they’re really hard, huh? Good. It was fun.
6:57
Can you see the logo?
7:02
downtown?
7:04
Stoney looked in the window.
7:10
Oh, there’s 20 people
7:14
I just heard about today from Zach. Nice, cool. Um, this is kind of similar, like the two questions to go. But what do you look for in a fitness center? Or like a place where you go workout?
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Appendices-Interview Transcript Continued
7:27
a parking lot?
7:38
My mom she has a women’s center. I like that. Like they have like, separate like area where? Just women workout? I don’t know. I kind 
of like it. Wait, that’s kind of Yeah. Oh, I like that. Because I like the same equipment that like guys would like, heavily use like out in like the 
regular area. And then like in the woman’s area. It’s like in there to like, feel comfortable.
8:03
Anything else? Any other thoughts?
9:29
It’s like the biggest. So yeah. Okay, so why fitness is a fitness center slash boutique located on 13th Street between QNP streets. Since 
about block off campus. They offer many types of classes that range from the cycling to core strength. I’m just going to tell you a few 
of those fly ride is a signature is their signature full body cycle class where people ride to the rhythm. Using endurance building skills and 
handling fly ride will build your strength mentally. and physically. This is all the threat from their website and fly fusion is a mixed cycling and 
then you go to do strength and cardio like an hour long session. They have hit classes. What does it stand for? I don’t know.
10:18
Interval training get some Yeah, I knew
10:21
that. Yeah, they do that that’s for cardio. And they also do like treadmill and weight intervals. And those classes. They have sculpting 
classes that will focus on your core and transform your physique. And then they have they have these like smaller bodies classes that 
are personalized, and like the most that anyone like, it’s at most people. So it’s like a really small class. And they have VIP classes where 
you can just like, it’ll be like, just you know why you want to do that. But like, take personal. Yeah, and I guess like that can be like 
personalized. So yeah, um, so their payment options they have, you can do like a membership based or you can like pay per class. So 
their yearly membership is 1600. dollars. But this is what you get with it. Unlimited class attendance, free cycling, shoe rental 10% off 
retail, like they sell in their store. Free laundry service. So like, you know, like, I think that just means in general. So don’t pay for laundry.
11:30
For you?
11:32
That’s a very good question. I don’t know,
11:34
do they have this parking Mark? Because I’m not like walking?
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