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PR PROBLEM STATEMENT
Fit4Mom is relatively new to the Madison area; therefore, it is still establishing itself as a
prominent fitness option in the community. The lack of brand awareness amongst postnatal
moms of the Fit4Mom Madison franchise poses a challenge for Fit4Mom Madison’s
membership. The PR problem is that moms in the greater Madison area are unaware of the
i,ii
full range of programs and benefits that Fit4Mom offers.

SITUATION ANALYSIS
Below you will see an overview of Fit4Mom-Madison’s internal and external environments to
gain a better understanding of the organization’s capabilities, target market and potential for
growth.

INDUSTRY, CATEGORY, SEGMENTS
Health & Fitness Category
According to the ACOG (American Congress of Obstetricians and Gynecologists)
women should participate in aerobic and strength-conditioning exercise before, during
and after pregnancy.iii
The biggest motivator for pregnant women or women who just had babies is taking or
keeping control of their ‘baby weight,’ however energy levels could be large inhibitors
for these women trying to achieve their weight loss goals.
Roughly 77 percent of women who are currently or were recently pregnant exercise
iv
on a regular basis. When they do chose to exercise they are more likely to do it in the
comfort of their home.
v
A recent trend for at home workouts are online programs such as Kayla Itsines.
Health Club Industry Overall
Women who are aged 35 years or older with an income of 75K or higher are more
likely to have a gym membership.vi
They are also more likely to renew a membership they have to a gym or return to a
class after they become pregnant or give birth if they already had the membership
vii
beforehand.
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Key Segments / Types of Health Clubs
Women who live in urban segments of cities are more likely to pay for access to a gym or a
class due to limited space in city apartments or houses, lack of desire to run through a busy
city and limited access to the appropriate fitness equipment pregnant or postpartum women
viii
need to exercise effectively and safely.
Mom Based Workouts / Offerings ix
Even though pregnant or new moms are more likely to workout at home, 39 percent of
women are willing to pay for a workout class is it is tailored specifically to pregnant or
x
postpartum women.
xi
The number of women who are willing to try a new workout is 51 percent.
A new trend that pregnant women are focusing on in the health industry is an increase
in attention to the workout clothes that they are wearing. 58 percent of women are
xii
purchasing maternity specific workout clothes.
Key Takeaways
Women who are pregnant are advised to perform physical exercise, and Fit4Mom can
provide them with a safe and communal way of doing so.
Once these women give birth they are motivated to get back in shape but often feel
they don’t have time and Fit4Mom provides an environment for them to feel they can
achieve their health goals.
Women who are pregnant or just gave birth often choose to workout at home. This is a
threat that Fit4Mom should consider in their SWOT analysis. However, Fit4Mom offers
classes tailored to pregnant and postpartum moms so they offer something that at home
workouts may not.
Women who have healthy incomes are more likely to have a gym membership and will
renew that membership if they have a reason to go before and after they decided to
leave. Fit4Mom offers classes for each stage of birth and beyond.
The fact that women who are pregnant are aware of maternal workout clothes suggests
that they are motivated to work out but may need a push to do so which is where
Fit4Mom can help.
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BUSINESS REVIEW
The Fit4Mom Franchise is “Dedicated to strength in motherhood,” which combines exercise,
xiii
support, and community to help mothers and mothers-to-be reach their full potential.
Fit4Mom. With over 1500 locations, the franchise offers moms five different health and
workout programs - Stroller Barre, Body Back, Run Club, Stroller Strides, and Fit4Babyxiv
depending on their preferences and stage in life.
Fit4Mom Madison, located within and co-owned by Harbor Athletic Club, currently offers
three programs to moms within the Madison, Wisconsin area. Classes include Stroller Strides,
offered at three times during the week; Fit4Baby, an 8-week session offered on Saturday
xv
mornings; and Body Back, an 8-week session with four times throughout the week.
All classes are taught by fitness trainers with a special certification in prenatal and postnatal
fitness.
Currently, the Fit4Mom Madison website is a condensed version of the Fit4Mom overall
franchise website, which includes a full-scale blog, a news section, and podcasts. Fit4Mom
Madison’s website also features a blog; however, the blog currently only has two posts. On
the Fit4Mom Madison website, pricing and class information can be found under both the
Plans/Passes tab, and the Services tab, though neither page features all of the deals and
xvi
information. There is also a comprehensive testimonials page, featuring easy-to-access
stories from moms who have already joined and enjoyed Fit4Mom Madison. As of now,
there are only three testimonials, but they all offer glowing reviews. While more stories and
voices are necessary, testimonials are a great way to produce trustworthy and credible
word-of-mouth marketing in order to raise brand awareness and increase memberships.
Fit4Mom Madison has numerous ways to enjoy and take classes, including passes, drop-in
rates, and some free events. A full, 8-week Body Back session costs $299; a Fit4Baby
Prenatal pass costs $80; a monthly membership for unlimited Stroller Strides classes is $65 a
month, giving each class a $5 cost if the user goes three times a week. There are also offers
such as a 10-class pass for $120, drop in classes for $20, and six-week passes for
maternity leave.
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BUSINESS REVIEW
Fit4Mom Madison has also offered various promotional events for users to try, such as a free
Valentine’s Day Stroller Strides class, or a joint workout-and-shopping class offered through
xvii
Athleta.
As a new startup business, Fit4Mom’s current public relations tactics are minimal, although
there have been a few articles on the franchise as a whole. After looking through some
various parenting websites, it seems that many mothers are still unaware of what Stroller
Strides really is, with many people questioning why a group meeting to push a stroller is so
xviii
expensive. These conversations show that it is necessary to get the public truly informed
on what Stroller Strides and Fit4Mom is, and to show them that they are paying for far more
than a walk in the park.
Key Implications: Fit4Mom is new to the Madison area as is its online presence in the
community. The PR plan will be based on these factors to advance the target audience’s
awareness of Fit4Mom as it establishes its name in Madison.
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COMPETITION
Fit4Mom is a fitness program tailored to mothers, which sets it apart from general programs.
However, many gyms and fitness programs are also inclusive and accommodating to
mothers, posing a threat to Fit4Mom.
Each programs offers variations in programming that may be more beneficial to certain
mothers. Fit4Mom’s biggest difference is that they are one of the only programs that allows
children in the same room as mothers while working out. This could be a positive or a
negative for some mothers, the key is finding the correct niche market that views this as a
positive factor.
Below you will find three key motherhood fitness programs and competitors:
Lioness Fitness
Lioness Fitness, located in Verona, WI, is a large competitor of Fit4Mom because it is
also geared just for moms in the Madison area. Each workout is focused on strength
training for women, in particular the core. Classes contain strength circuits, allowing
xix
mothers to move their bodies in different ways that are postpartum friendly.
Lioness also has a childcare program run by fellow moms in the fitness programs and
xx
they give mom volunteers a discount to their classes. According to Simmons, 65
percent of women have childcare
their homes, with someone they personally know and
xxi
trust taking care of their child. Lioness’ program helps mothers know their kid is safe
and in trusted hands.
Barre3
Additionally, new mothers to look to programs such as Barre3 because it is less
xxii
intimidating to start immediately after giving birth. Barre3 is a major competitor of
xxiii
Fit4Mom because it is a soothing, full body workout with low impact movements.
Barre3 allows participants to maintain lean muscles, strong cores and long-term postural
benefits.
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COMPETITION
Although the aforementioned competitors both have local Madison studios, Fit4Mom cannot
ignore the prevalence of online fitness communities that pose a threat to Fit4Mom as well.
When researching the behaviors of our target market (women with children ages 0-2 who
have exercised in the last 12 months), we learned that 76.5 percent of our target said they
xxiv
workout at home.
This is especially relevant data for Fit4Mom’s Madison branch because the lower-cost living
in Madison (compared to more urban Fit4Mom branches such as Chicago) means that
residences are bigger and, therefore, women have more room for exercising at home.
Furthermore home workouts are tempting for Fit4Mom’s postnatal target because women,
especially first-time mothers, are typically reluctant to let their newborns out of sight (let
alone with a stranger, as offered by Fit4Mom’s caretaking service). Additionally the needs of
children in this age group are highly unpredictable and may get in the way of mothers
committing to a regularly scheduled fitness program.
Kayla Itsines
Kayla Itsines is an Australian personal trainer whose highly successful online fitness
xxv
programs pose competition to Fit4Mom. Her mobile app “Sweat with Kayla” and eBook
“Bikini Body Guides” (BBG) offer convenient, quick workouts that women on-the-go can
do anytime anywhere. Even though Kayla’s content is not necessarily targeted at
postnatal women, the malleability of her fitness program poses a threat to Fit4Mom’s
more structured 8-week “Body Back” program. Additionally a lot of Kayla’s exercises
can be accessed for free so women don’t necessarily have to pay the full cost of an
eBook or mobile app membership.
Although one major drawback of online workouts is an inherent lack of community,
Kayla has addressed this issue by creating “BBG communities”. Kayla’s BBG communities
use geographic targeting to put you in contact with other women around you who are
on a Kayla fitness journey. This gives women the option to meet up and do the
workouts together if a community feel is what they desire.
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COMPETITION
The chart below showcases the competitive advantages that Fit4Mom has over the
aforementioned fitness programs and vice versa.

TARGET AUDIENCE
Overview
Our target audience is comprised of moms in the Madison area ages 25 to 40 who prioritize
time with their kids and enjoy spending time with family over all other activities.xxvi
The target consumer is a busy mom whose daily schedule revolves around her family. She
works full time, so her day is jam-packed with responsibilities – leaving minimal time for her
to take a break, relax or partake in recreational activities.
Her Fitness Routine
Our target is fitness-oriented and has exercised regularly in the past. However, with a child
under two years old, her exercise regimen has become much more sporadic. Now, her
exercise time is limited to the brief snippets of free time she has, either when her baby is
xxvii
napping or is in the care of another adult.
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TARGET AUDIENCE
Her Values
Our target values self-care and enjoys doing things for herself, but when it comes down to
it, she often sacrifices her “me time” for her family. This means that when she has to choose
between going to the gym or staying home for valuable family bonding time, she will choose
to forgo the gym. This is good news for the Stroller Strides program, which offers the best
of both worlds where moms don’t have to choose between time with their children and their
health. They can get in their workout while spending time with their baby and don’t have to
feel guilty for saying “no” to what’s important to them.
Her Shopping Habits
Our target is an informed shopper who does research before making big purchases using
xxviii
search engines and social media.
She often asks for her friends’ opinions of brands and
does independent research online to make sure her money is spent wisely. Our target
considers customer testimonials and personal recommendations to be a strong indicator of
product value. These criteria should remain top of mind as our team develops its PR strategy.
Her Attitudes
Our target is ad-averse and dislikes being marketed to, especially through conventional
platforms like TV and radio. She does, however, appreciate receiving information about
products and services, especially from local businesses, that can benefit her. She feels that
advertising wastes her time, but if she is approached in a way that isn’t perceived as an
xxix
interruption, she is willing to look into products that she’s exposed to through advertising.
Her Life
Our target is sociable and enjoys group activities, but probably doesn’t do much socializing
during the week because she has a full time job and a family to care for.xxx She enjoys
independent activities like baking and reading, but likely doesn’t do these things as often as
she’d like due to her other priorities. She sacrifices time for herself so she can dedicate her
energy to taking care of her family and making lifelong memories with her children. She
doesn’t want to miss a moment of her child’s life, but the constant pressure to be present can
be exhausting. She deserves a program like Fit4Mom that allows her to recharge and get
energized so that she can be a better mom and role model for her child.
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SWOT ANALYSIS
STRENGTHS
Child Inclusion
Fit4Mom offers the inclusion of children in Stroller Strides classes. Our research shows
that our target market prefers not to leave their children with daycare centers, so Stroller
Strides eliminates that concern for its moms.xxxi
Mom Community
The community aspect that Fit4Mom offers is one of its greatest differentiators from its
competitors. Fit4Mom is a great place for women to meet other moms and share their
experiences with one another.
Certified Instructors
Certified instructors: Fit4Mom’s instructors are certified to work with postnatal women.
This is a huge draw to women who are getting back into a workout routine after giving
birth and want to make sure they’re being safe.

WEAKNESSES
Social Media Content
We believe the Fit4Mom Madison’s social media has huge potential to build its community
by sharing both created and curated content that embody the Fit4Mom brand.
Former Stroller Strides Franchise
Because Fit4Mom existed in Madison before as solely Stroller Strides, it’s important that
we explain how Fit4Mom has grown since then. Our research shows that some women
are confused about what Stroller Strides entails, so we need to clarify the format of the
xxxii
Stroller Strides program and how it differs from other Fit4Mom classes.
Lack of Brand Knowledge
Along with clarifying the Fit4Mom brand as a whole, we want women to understand that
Fit4Mom offers courses and a community tailored to moms in all stages of motherhood,
because this is what differentiates Fit4Mom from other fitness programs and gyms.
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SWOT ANALYSIS
OPPORTUNITIES
Social Media & Fitness
We found that in recent years, the growth of the fitness space on social media keeps it at
the top of mind. It’s much harder to ignore your health and physical fitness because women
xxxiii
are constantly reminded whenever they scroll through social media.
Women's Empowerment Movement
Given the current social climate, the women’s empowerment is more important and
prevalent than ever, and Fit4Mom offers a community of women who can come together
to boost eachother up and make themselves strong both physically and mentally, which
then allows them to be a strong role model for their children.
Continued Fitness Throughout Motherhood
Women are more likely to return to a gym or renew a membership after having a baby if
they already had the membership beforehand. Fit4Mom offers classes that follow women
xxxiv
throughout motherhood, from pregnancy to after their child has grown.

THREATS
Working Moms
Moms with full-time jobs have incredibly busy schedules, and they don’t always have the
time or the energy to dedicate to exercise.
In-Home Workouts
76 percent of our target has worked out at home in the last year. There are so many inhome workout plans available online, which is attractive for mothers who may not have
the time to dedicate going to an out of home fitness class, or who prefer working out in
xxxv
the comfort and privacy of their own homes.
Unpredictability of Children
The needs of children in this age group are unpredictable and erratic -- things happen,
and oftentimes exercise is put on a backburner when it comes to taking care of one’s
child and their immediate needs.
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KEY ISSUES & OPPORTUNITIES
Moms tend to sacrifice personal workout time to be at home with their family.
Online gym alternatives allow moms to work-out at home and never have to leave their
kids.
Fit4Mom Madison has an opportunity to improve social media presence and increase
engagement.

OVERALL PR PLAN GOAL
For Fit4Mom Madison to be a well-known fitness program recognized for its versatile
offerings and benefits for mothers of children ages 0 to 2 in the Madison area.

CONSUMER PROFILE
Meet Kate!
xxxvi
We based Kate off of all of the key target demographic findings from Simmons.

Kate is 32-years-old living in Middleton,
Wisconsin with her one-year-old daughter
and husband.
This is her first baby so she is being extra
cautious and never wants to leave her side.
Kate and her husband both work full time
jobs.
She just returned back to work at Epic after
being on maternity leave.
She loves spending time with her family and
friends when she can, which is mainly on the
weekends.
Most importantly, Kate is motivated to get
back to the gym, but is struggling to find
time with her job and newborn baby, so
Fit4Mom is her perfect solution.
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KEY INFLUENCERS
An influencer is someone who has earned enough trust by those around them that they now
have the power to change their thoughts or behaviors. All influencers have reach, credibility
and salesmanship, and this combination leaves them with a loyal following. Using influencer
marketing allows a brand to reach a specific, established community via someone they trust.
Social influencers are able to leverage their community of social media followers in order to
promote a product or service, whereas a “regular” influencer is able to do so through their
xxxvii, xxxviii, xxxix
in-person community.
There are several key influencers in the Madison fitness community who lend themselves as
ideal ambassadors for the Fit4Mom Madison brand, as outlined below:
Amy Kefir
Kefir, of BalancedAmes.com, is a health and fitness focused mommy blogger located in
Madison, WI. She has two children herself, a two-year-old and a six-month-old.xl
One of Kefir’s missions is to empower women and moms to be their best selves, which
aligns perfectly with the Fit4Mom mission.
She offers guidance on how to get back in shape after giving birth, and because she
herself is in our target demographic (moms with children under two), she is the perfect
spokesperson for the Fit4Mom brand.
She has over 20,000 followers on her Instagram, where she posts images of her
healthy, active and family-based lifestyle. Additionally, while there is no available data on
how many unique visitors per month (UVM), she does have over 1,000 email
xli, xlii
subscribers.

The Mother Baby Hour Support Group at Meriter Hospital
Women & Infant Care Center. (866) 678-7636.
The Mother Baby Hour at Meriter Hospital is a support group for parents and their babies to
get together to ask questions, express concerns, and receive support and resources
xliii
surrounding their newborn.
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KEY INFLUENCERS
Madison Moms Blog
The Madison Moms Blog (MMB) specifically caters to moms in the Madison area and includes
resources to a number of different events and activities. Fit4Mom has partnered with the
MMB in the past, putting on events such as the Cookies with Santa workshop and a Stroller
xliv, xlv
Strides demo class.
The Madison Moms Blog is the essential guide for moms with young children in the
Madison area, and because Fit4Mom’s goals are to foster a community of like-minded
women, they can target the community that the MMB has created.
MMB is considered a trusted and credible source amongst our target demographic, so
by working with them, Fit4Mom can establish themselves as a trusted and credible
brand.

MOMS Club of Middleton
The MOMS Club of Middleton is a community that supports mothers, specifically stay-athome moms, and offers various activities and outings for mom looking to get out of the
house and interact with like-minded women.
The MOMS Club of Middleton will allow Fit4Mom reach is large group of our target
audience, postnatal women in the Madison/Middleton area, looking to interact with
other moms and get out of the house.xlvi

Pediatricians in the Madison/ Middleton area
For moms of children 0-2 years of age, pediatricians are an incredibly valuable and influential
resource, and are highly trusted by our target demographic.
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KEY PUBLICS
Key publics can be defined as an individual, a group of individuals or an organization who
have a stake and a vested interest in the Fit4Mom Madison business.
Moms in our target group of postnatal mothers with children under the age of 2
residing in the Madison area
Pregnant women who will soon be in our market upon giving birth
Local partners such as Athleta, mother support groups, etc.
Pediatricians in the Madison and Middleton area
Influencers including the Madison Moms Blog

PR OBJECTIVE
By end of 2019, we plan to increase brand awareness by 30 percent among
moms of kids ages 0-2 in the greater Madison area so that Fit4Mom can
continue to grow and flourish in the fitness program market.
We chose 30 percent because we think this is a realistic goal based on what we know from
Jackie about current membership (around 300 women have signed up, but only 100 women
are members right now). This information indicates that the issue isn’t whether or not
women know about Fit4Mom, but rather is convincing women to show up for class.

PR STRATEGIES
The following tactics give a quick overview of our proposed PR strategies, which will be
explored in more depth throughout the next portion of the casebook.
Increase online presence
Specifically we intend to develop Instagram, Facebook, Twitter and Pinterest social media
platforms for Fit4Mom Madison.
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PR STRATEGIES
Generate positive buzz via word-of-mouth marketing
When researching Fit4Mom competitors we learned that word-of-mouth marketing was
one of the most successful ways that other fitness studios got new customers.
According to an AdWeek article about Orangetheory Fitness, word-of-mouth marketing
xlvii
is how they got ⅔ of their customers.
Utilize the power of influencers and partnerships with brands
Endorsements from well-known influencers and partnerships with established fitnessoriented brands (such as Athleta and Lululemon) are great ways to increase the potential
pool of women who will hear about Fit4Mom.

MESSAGES & THEMES
The overarching theme of this PR plan is to redefine “me time”. To start, mommy guilt must
be eliminated because it is okay for mothers to take some time for themselves. That doesn’t
mean they are neglecting their baby. By taking time to work out, it will release endorphins,
which gives moms more energy to play with their child. Also, the more they exercise the
better they feel, boosting their self confidence. Overall, moms will be happier and healthier,
which sets a good example for their child in the future, to grow up happy and healthy. Taking
time for oneself should be a good thing.

BIG IDEA
“Better you, better mom, better baby”
In order to convince women to join Fit4Mom Madison, we want to focus our PR efforts
around the message “better you, better mom, better baby.” This message is meant to
emphasize that in order for you to be the best mother that you can be, you need to make
time for and take care of yourself. And one of the most important ways to do so is by
taking control of your health.
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EVENT MARKETING
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FIT4MOM FEST
Who
Fit4Mom Madison and Athleta, with additional sponsorship from Bowl of Heaven, Revel and
Collectivo.
What
Madison’s first fitness festival for moms and their kids. The day-long festival will offer
different Fit4Mom classes throughout the day, including Stroller Strides and Body Back. Each
sponsor will have a pop-up booth selling merchandise, offering fun, DIY crafts, giving away
samples or selling healthy food and beverages. Moms are invited to bring their kids to
participate in a day of fitness, family and me-time. There will also be free childcare on site,
giving moms the opportunity to participate in a Body Back class or spend some time
browsing the different pop-up booths.
One of the key influencers we’ve identified for Fit4Mom Madison, Amy Kiefer, will be
promoting the event on social media leading up to the event, including a Fit4Mom Madison
Instagram takeover, and will also be livestreaming the event on Facebook and Instagram.
Madison Moms Blog, another key influencer, will be offered several free tickets to the event
which they can promote in the form of a giveaway on their blog and social media. There will
be several areas for photo opportunities, such as a flower wall and a photo booth, which
encourage moms to share their experience at the event on social media, thus creating
organic, word-of-mouth marketing for the Fit4Mom Madison brand.
In addition to the event’s sponsor, the event will have a charity tie-in, with a portion
proceeds from the event going to benefit The Rainbow Project, a Dane County based
organization
xlviii that strives to create a self, healthy and nurturing world for children and their
families.
The event will charge a $10 entry fee which grants you access to day-long access to the
festival. Kids are free!
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FIT4MOM FEST
When
The event will kick off the beginning of summer and will be held in June 2018.
Where
Breese Stevens Field, the park is private and enclosed.
How this Event Aligns with the Fit4Mom Brand
Fit4Mom Fest brings together moms in the Madison area to give them the opportunity to
spend quality time with their children, while also allowing time to spend dedicated to
themselves. Our key message, “better you, better mom, better baby,” is exemplified
throughout this event, allowing moms to strengthen their bond with their baby through
strengthening themselves. This message is meant to emphasize that in order for you to be
the best mother that you can be, you need to make time for and take care of yourself. And
one of the most important ways to do so is by taking control of your health. The event also
brings together mothers in the Madison community -- one of the main missions of
Fit4Mom Madison.
PR Alliances
In addition to the sponsors of the Fit4Mom Fest event, Fit4Mom Madison will strategically
align the brand to several businesses and organizations in the Madison area, including:
Trader Joe’s - the grocery store on the West side of Madison is a popular spot for
our target demographic of health-conscious mothers.
Evereve - the clothing store in Hilldale Mall is known for cute clothing targeted for
women in their late 20s and 30s with a middle to higher income.
Madison Children’s Museum - the Madison Children’s Museum brings parents and
children together for a day of fun and learning and is a great way for moms to
spend time with their children while also enjoying themselves.
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FIT4MOM FEST
Sweepstakes
To gain Fit4Mom following and social reach on Instagram, Fit4Mom will advertise its event
with a sweepstake. To enter, participants must:
Follow Fit4MomMadison on Instagram
Like the giveaway event post
Tag a friend who loves #fitness just as much as they do
Participants will be entered into a drawing, and two randomly selected winners will receive a
FitPack with an item from each of Fit4Mom’s vendors Fit4Mom Fest. The items will consist of
an Athleta water bottle, a yoga mat and a gift card to Bowl of Heaven. The winners will also
receive a free pass into Fit4Mom Fest, to encourage more involvement with Fit4Mom.
Contest
Every mom deserves to take time for herself to stay active and healthy. Fit4Mom is
celebrating mothers and all their hard work by giving away a free month’s membership to
Stroller Strides classes. Moms can experience this total fitness program with their babies.
Stroller Strides is an intense workout suited for new mothers that includes power walking
xlix
and intervals of strength and body toning exercises while using the stroller.
Fit4Mom will run a Facebook contest to give away a one-month membership for any mom
to attend Stroller Strides classes at its Madison location. The unlimited monthly prize is worth
65 dollars.
The goals of this contest are to:
Promote Fit4Mom Madison’s Stroller Strides classes
Create engagement and an emotional connection with mom community
Generate buzz among the mom community to build brand awareness
To enter, moms simply have to comment one thing they’ve done in the past week that made
them feel good and was strictly for themselves. Then share a picture of a proud momma
moment you’ve experienced with your baby along with #TakeTime4MeTime.
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SOCIAL MEDIA STRATEGY
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AUDIENCE ANALYSIS
After reviewing and analyzing each of Fit4Mom Madison’s social media followers on
Facebook and Instagram, it is clear that these are mothers or women who are active in the
fitness world who live in the greater Madison area and beyond.
Fit4Mom Madison's Instagram channel attracted the largest variety of women. They weren’t
necessarily moms, but they had very polished Instagram feeds and mentioned their fitness
routine and healthy diet throughout their posts. The reason they may follow Fit4Mom
Madison could be because they want other women who follow Fit4Mom to follow them as
well. The other women who followed Fit4Mom Madison on Instagram were mothers in the
area who most likely attend the classes or who want fitness inspiration, so they follow this
account so that they are constantly engaging with material that is motivating them to work
out. Fit4Mom Madison’s Facebook page is mainly followed by the second class of mothers.
They either attend the Fit4Mom Madison classes or they want to be involved in the greater
Madison area community, so they are trying to engage with other mothers via Facebook.
Below are two Instagram profiles of women who follow Fit4Mom Madison's account:
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INTERNAL AUDIT & ANALYSIS
Fit4Mom Madison

Facebook: The Fit4Mom Madison Facebook page is currently its strongest social media asset.
Content includes photos and updates about classes, and engagement is fairly consistent
across posts. The subject matter is informational and motivational depending on the context.
The page consists of mostly created content and is lacking in curated content. The page
could benefit from sharing user-generated photos and posts from influencers in the
community to build rapport. Posts that do well tend to have high-quality visuals and include
a question that invites conversation from followers. The social media audit ranks the
Fit4Mom Facebook page as “yellow” which means it is on the right track but needs
improvement. Potential changes include following specific guidelines for photo criteria,
sharing curated content and fostering more conversation with and among followers.
Instagram: The Fit4Mom Madison Instagram page does not adequately represent the brand
or its mission to provide motivation and community for its followers. The content is random,
and the page is not aesthetically pleasing as a whole, and engagement is extremely low.
Content includes various graphics and memes that don’t have any specific connection to the
Fit4Mom brand and don’t follow the Fit4Mom Style Guide. Content that performs best on
this page is that which follows Fit4Mom guidelines and brand aesthetic, such as floral prints,
soft, feminine colors and motivational quotes. The page ranks as “red” because it requires a
huge overhaul to achieve the correct look and feel needed to reach the right audience.
Twitter: The Fit4Mom Madison Twitter account is inactive, has no followers and no tweets.
The account should be utilized to further develop the brand’s social media presence and to
share quick updates such as daily class schedules, special events and news updates. The
social media audit ranks the Twitter account as “red” because it is completely blank.
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COMPETITIVE AUDIT & ANALYSIS
Lioness Fitness

The Lioness Fitness Facebook page lacks the same size following as other Madison-based
studios, which automatically puts them at a disadvantage for receiving high levels of
engagement with the content posted. It is hard to even pinpoint what the best performing
content is because all of their posts have low levels of engagement. The social media audit
ranks their Facebook account as “yellow” because while it is good that they have an account
and are regularly posting, there are improvements to be made to the types of content they
are posting. Improvements they could work on would be more aesthetically pleasing photos.
Lioness Fitness doesn’t have an Instagram or Twitter account, which is why these audits are
ranked as “red”.
Barre3
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COMPETITIVE AUDIT & ANALYSIS
Barre3 (cont.)
The Barre3 social media audit is ranked “green” for all three social media platforms because
the content is well coordinated between the three accounts. All three platforms have a large
following (over 1,000 each) and generate decent engagement. The Instagram account is
the most successful with engagement and records the highest performance on photos that
include people, such as trainer bios or attendees, and records the lowest performance on
photos that update about cancelled classes or other studio-specific details. The twitter
account is mainly used to share hyperlinks to articles posted on the “B3 Magazine” blog
(blog.barre3.com). The content of these articles cover a wide range including recipes,
workout playlists, interviews with trainers, and busting “workout myths”. It should also be
noted that Barre3 doesn’t have a Twitter account specifically for the Madison branch, rather
this one account encompasses all Barre3 locations. This is probably why the account has
such a large following. The Facebook content does an especially good job with being
aesthetically pleasing. All of the photos are high quality and edited the same way. Another
creative aspect is that the “cover photo” for the page is actually a professionally shot
promotional video.
Kayla Itsines
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COMPETITIVE AUDIT
& ANALYSIS
Kayla Itsines (cont.)
The Kayla Itsines social media audit ranked “green” for all three platforms because she also
curates coordinated and aesthetically pleasing content across each one. This is really no
surprise seeing as her fitness offerings are strictly online-only. She has way larger
followings than any other competitor (in the million range for Instagram and Facebook) and
correspondingly so has the highest levels of engagement. As mentioned earlier, one of the
most successful aspects of how she uses her various platforms is the fact that she uploads
her Instagram posts and Tweets to her Facebook page to create one go-to platform where
users can find everything.

INTERNAL & COMPETITIVE AUDIT
SUMMARY
After performing the internal and competitive audits, it is clear that the brands with the most
successful social media accounts have made an effort to incorporate consistent content
among various platforms as well as linked certain platforms to one another. For example,
Kayla Itsines uploads a lot of her Instagram and Twitter posts to her Facebook as well. This
way, people who only have Facebook accounts are still able to see the content she’s posted
on other platforms. It’s almost like Kayla uses her Facebook as the culmination of all of her
other social media platforms.
Furthermore, aesthetically pleasing content is important to making a social media account
look more polished and professional. This can be done by using the same filter for all posts,
same font and design in any posts that aren’t photos and using the same camera for all
photos to ensure that the image quality remains consistent.
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