Tribar Luxury Gym: Final Report
ADMS 4250 - Marketing Strategy (Fall 2025-2026)
Ray Kong
November 19th, 2025

Rakim Bolton, 218284315
Noah Martins, 219718857
Irass Qumar, 219900497



Summary: Tribar Luxury Gym is a premium, time-certainty fithess brand located in Vaughan, Ontario.
It serves affluent professionals who value punctuality, personalization, and performance. The gym
provides an uncrowded, coach-led experience where each session is pre-booked and precisely
executed. Tribar positions it as the first luxury gym in Canada built around time efficiency as the core
of fitness luxury.

Business & Market Context: The Canadian fitness industry, valued at $5.8 billion in 2025, continues
to grow at an annual rate of 6.2%. Consumers are shifting toward premium, personalized fitness
experiences that emphasize privacy and results. Within this environment, high-end gyms are thriving
as commercial gyms face crowding and structure. Tribar enters this space as a customer-first brand,
providing time-efficient scheduling with trainers while having luxury amenities such as recovery zones,
saunas, and childcare.

Value Proposition: Tribar is a high-end, client-focused gym located in Vaughan, Ontario, created to
serve busy professionals who prioritize convenience and efficiency. Designed around the principle of
“time certainty,” Tribar ensures that every session is punctual, pre-planned, and tailored to the
member’s schedule. For $104.99 per month, clients gain access to certified personal trainers who
design individualized programs aligned with their fitness goals, health conditions, and time availability.
This approach allows members to achieve meaningful progress through structured, efficient workouts
that respect their limited time. Unlike commercial gyms that emphasize volume, Tribar focuses on
quality, offering a calm, luxurious environment with advanced equipment and supportive trainers
dedicated to maximizing performance and satisfaction.

Brand Messaging: Tribar’s brand message centers on redefining fitness luxury through time
efficiency, personalization, and performance. The gym is built around the promise that every session
starts on time, every trainer is prepared, and every workout is customized to each member’s specific
fithness goals. Its mission is to provide affluent, health-conscious professionals with a seamless,
punctual, and private fithess experience that values their time as much as their results.

Target Market/Customer Profile: Tribar’s core market is the “Wealthy & Wise” PRIZM segment,
representing adults aged 40-55 with household incomes exceeding $200K. These are married
professionals, executives, and business owners who value convenience, privacy, and efficiency. They
are motivated by maintaining fitness within their limited schedules and view health as a status
investment.

Customer Journey & Experience: From awareness to loyalty, Tribar designs a seamless customer
journey. Prospects are first reached through local advertising, followed by a personalized consultation
where staff design fitness plans tailored to their goals. Membership includes digital scheduling
through a mobile app, ensuring sessions begin and end on time. Regular progress check ins, VIP
member events, and referral rewards foster long-term loyalty and advocacy.

Competitive Analysis: Tribar operates in a highly competitive fitness landscape where both
commercial and boutique gyms fight for consumer attention. Its direct competitors include high-end
fitness studios such as CrossFit Elite, which attract affluent clients through community and
performance-driven models. Indirect competitors include GoodLife Fitness, LA Fitness, and home
fithess brands, which appeal to convenience and affordability. Tribar differentiates itself through its
time-certainty model and premium service experience, offering members a private, uncrowded
atmosphere and punctual training sessions. The perceptual map (Appendix 1) positions Tribar in the
high-price, high-quality quadrant, emphasizing exclusivity, efficiency, and luxury over accessibility or
volume-based models.

(SWOT): Tribar’s key strengths lie in its unique “time-certainty” model, offering punctual,
appointment-based workouts with elite certified trainers in a luxury, client first environment, with
high-end amenities such as saunas and recovery zones. However, its premium pricing limits
accessibility, and lack of visibility and scalability, limited appeal to younger consumers, and high
operating costs also pose challenges. Opportunities include growing demand for personalized,
time-efficient fitness among affluent consumers, expansion into major Canadian cities, and
partnerships with wellness professionals to enhance offerings. Threats include economic fluctuations,
emerging competitors, and the rise of home fitness technologies that threaten market stability.

Risks & Contingencies: Key risks include economic downturns, new luxury gym entrants, and
consumer fatigue with high-end pricing. To mitigate these, Tribar will maintain flexible pricing tiers,
reinforce customer loyalty through referral incentives, and invest in ongoing trainer certification to
sustain service excellence. The company will also develop partnerships with corporate wellness
programs to diversify membership streams and stabilize revenue.



Marketing objectives: Tribar’s marketing objectives are focused on brand awareness, customer
retention, and sustainable growth. We aim to increase brand awareness by 45% among consumers
aged 40-55 within the first 18 months. The second is to grow membership by 20% within Year 1 by
emphasizing personalized, time-efficient fithess solutions that resonate with the “Wealthy & Wise”
demographic. The third objective is to maintain a retention rate of at least 70% annually by reinforcing
customer loyalty through personalized training programs, member recognition initiatives, and referral
rewards.

Marketing Mix Four P’s/Strategic Priorities:

° Product: Luxury by-appointment fitness experience with personal trainers and high-end
amenities.

) Price: $104.99 monthly (biweekly option)—a premium reflecting exclusivity and service
quality.

. Place: Launch in Vaughan, expanding across the GTA and national metropolitan hubs.

) Promotion: TV and print ads, direct mail, social media, and referral incentives.

Channels & Tactics

° Traditional Channels: Local television commercials, direct mail, and print advertising in
luxury lifestyle magazines will raise awareness among older, affluent consumers.

° Out-of-Home (OOH): Billboards in high-income neighborhoods such as Vaughan, Yorkville,
and downtown Toronto will reinforce brand visibility.

) Word of Mouth & Community Engagement: Referral programs, VIP member events, and
sponsorship of corporate wellness programs and charity runs.

° Public Relations: Features in fitness and business publications, combined with influencer

partnerships targeting professionals, will elevate brand prestige.
5-Year Plan/KPI: Looking forward, Tribar aims to solidify its position as Canada’s leading “time-certainty”
luxury gym. By 2030, Tribar will expand from Vaughan to three new GTA locations (Mississauga,
Scarborough, and Downtown Toronto) and four additional cities, including Calgary, Vancouver, Ottawa,
and Montreal. The company targets a 20% membership increase, a 70% retention rate, and 60% brand
recognition among affluent adults aged 40-55, supported by key performance tracking such as digital
engagement metrics and customer satisfaction scores.

Implementation Roadmap:

° Phase 1 (2025-2026): Launch & Awareness—Establish strong brand presence in Vaughan
through local campaigns, membership promotions, and strategic partnerships.
° Phase 2 (2026—2027): Expansion & Engagement — Open two additional GTA locations and

introduce wellness collaborations (nutritionists, physiotherapists). Strengthen retention
through loyalty programs and app-based scheduling upgrades.

° Phase 3 (2027-2029): National Growth—Expand to major cities including Toronto, Calgary,
and Vancouver. Launch a digital training platform for remote members.
Phase 4 (2029-2030): Optimization & Evaluation — Conduct annual KPI reviews to assess
membership growth, retention, and brand recognition. Adjust marketing and pricing strategies
as needed to maintain competitiveness and exclusivity.

Conclusion:

In conclusion, Tribar represents more than just a gym, but a lifestyle investment for
consumers who refuse to compromise their time. Tribar redefines what it means to be a gym by
combining convenience, exclusivity, and superior service. The brand’s commitment to precision,
personalization, and performance ensures that every member's experience reinforces its core
mission: helping clients invest in their health without sacrificing the most valuable resource of all, their
time.

"Your Time. Your Trainer. Your Results.
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Trainer: Charlotte Murchison
Member: Angela Haskins

Medical History:
- Sprained Hip (July 2014)
- Plantar Fasciitis(March 2016)

Fitness Goals:
- Lose 20 Pounds of Weight
- Improve Mobility

Scheduled Session: 12:30pm - 2:00pm
Time Allocation: 90 Minutes

Custom Routine:

- 8 Minute High Intensity Treadmill
Warmup

Rotary Hip Extension(3x12)

- Hip Adduction (3x10)

- Hip Abduction (3x10)

- Leg Press (3x10)

- Calf Raise (3x10)

Assisted Nordic Hamstring (3x10)

- 5 Minute Stairmaster (Cooldown)
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