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Focus:

Focus:

KPI examples:

The financial performance of the business

Revenue
OPEX

Net profit
Customer lifetime
value

The efficiency of the business

Machine downtime
Lost sales rate

Capacity utilisation
Project success rate

KPI examples:

Focus:
Customer satisfaction

NPS
Retention rate
Lifetime value

KPI examples:
Member refferals
Churn rate

Focus:
Internal knowledge and innovation

Employee turnover
Employee satisfaction

KPI examples:
Upskilling rate
Application rate

The Balanced scorecard



Strategic goal KPI Target Q1 24 Q2 24 Q3 24 Q4 24 Q1 25 Q2 25 Q3 25
Q4 25

(FORECAST)

Financial

Increase revenue
Increase over previous

year £180,000 £186,175 £161,605 £160,783 £147,016 £195,948 £177,298 £157,724 £150,000

Increase secondary spend value Secondary spend revenue £20,000 £31,958 £19,946 £21,238 £19,299 £25,939 £17,309 £16,229 £15,000

Increase ROI ROCE 15% 25% 18% 15% 15% 12% 7% 6% 5%

Improve margin Net Profit Margin 12% 9.6% 7.8% 6.1% 5.9% 6.2% 5.6% 4.2% 3.9%

Customers

Increase LTV Lifetime value £1500 £2,249 £1,623 £1,269 £1,122 £1,573 £1,285 £846 £749

Improve retention + increase
membership sales

Net member gain / loss Cap @ 2500 137 (99) (61) (115) 61 7 (43) (100+)

Increase customer recomendations Refferal rate 20% 32% 55% 60% 57% 33% 58% 60% 60%

Improve customer experience NPS 9 8.8 9 9.1 9.3 9.1 9.1 9.2 9.3

Internal

Increase efficiency of marketing CAC £80 £140 £105 £90 £81.65 £130 £95 £110 £120

Sales team effectiveness Lost sales 50% 23% 35% 29% 29% 19% 23% 26% 26%

Increase class capacity utilisation Class attedance rate 70% 84% 73% 67% 60% 76% 73% 67% 60%

Bring down number of ‘failed’
projects

Project success rate 100% NA NA NA NA NA 60% 80% 100%

Learning
& Growth

Be a business people want to work
for

Employee turnover 0% 0% 0% 5% 0% 0% 5% 0% 0%

Develop our team Upskilling rate 10% 0% 10% 10% 30% 0% 0% 20% 30%

Ensure quality control
Average secret 
shopper score

80% 82% 83% 79% 80% 84% 84% 76% 80%

B
al

an
ce

d 
sc

o
r

ec
ar

d



Secondary spend revenue

£20,864
Quarterly
average



Member Feedback NPS

Joe Blogs
The Gym is great! I am only leaving due

to relocation. 
10

John Smith Would recomend, JS. 10

Mary

Johnson

The gym is great, however, the showers

could use a clean.
7

Ben Rogers Terrible gym, rude staff, avoid. 1

Rolling Average 7

ben.rogers@outlook.com

RE: Your Feedback

Hi Ben,

We are extremley sorry to hear about your experience at the club. 

We’d like to offer you a months free membership so that we can

make things up to you. 

Would you be happy accept our offer?

Thanks,

Toby 

Net Promoter score

9.1
two year
average



Lost sales rate

26%
two year
average



secret shopper score

81%
two year
average



Day 1 Day 2 Day 3
Ist chance offer

2nd chance offer

Telemarketing

Gym Advertisement

Google Ads 

CRM - Day pass emails

CRM - Member engagement

CRM - Promos & Offers outreach

CRM - Prospect SMS'

Open Day

LB - Corporate Memberships

LB - Partnerships

Community Outreach

Ex-Mem Emails

Leaflets 

Handouts

Merchants

Current Member outreach 

Instagram AD - Gym 

Social media post

6%
current level

ROCE



ROCE

MOTY
Joe Bloggs

Mary Smith
Tom Smith

Paul Rogers
Toby Wassell

2025

6%
current level

MOTY
Joe Bloggs

Mary Smith
Tom Smith

Paul Rogers
Toby Wassell

2025



ROCE

6%
current level



theory of innovation diffusion



The new idea, product, or practice being introduced. How

quickly it spreads depends on how useful, easy to use, and

relevant it feels to people, and, whether they can try it out

or see its benefits firsthand.

How long it takes for the innovation to

catch on. This includes how fast

people move from first hearing about

it to actually adopting it. Time also

helps identify groups like early

adopters and latecomers.

The ways people hear about and share the

innovation. This can happen through social media,

emails, or ads. However, often the most powerful

influence comes from personal conversations and

recommendations.

The community or network where the innovation spreads.

Shared goals, culture, and relationships all play a big part

in how open people are to trying something new.

The Innovation

Time

Communication channels

The Social System

1

2

4

3

Launch

Established

Idea

Project

Initiative
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ashbourne-memberships.com

sales@ashbournemanagement.co.uk

thefitclubredditch.co.uk

Website

@thefitclubredditch

Insta

toby@ashbournemanagement.co.uk

E-mailWebsite

E-mail

Dowload the
Slides

add me on
LinkedIn

Thanks for
listening!

@ashbournemanagement

Insta

https://thefitclubredditch.co.uk/

