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HYLO Fitness places a strong emphasis on community building in every aspect of the

company. HYLO combines low-impact exercise with high-intensity interval training in

dedicated spaces for "HY" and "LO" fitness experiences. In a rapidly evolving fitness

industry, HYLO Fitness is an expanding franchise unique for its one-stop-shop model

for HIIT, yoga, and barre training. Since HYLO is expanding its market by opening

studios across the Southeast region of the US there is an opportunity for penetrating

new markets. To penetrate new markets, there must be a focus on new member

recruitment and existing member retention. This is where the COMM Agency

stepped in. In our research phase, the Agency shared options for moving forward

with a campaign effort focused on member recruitment and retention and we

landed on the idea of a New Year's campaign. While it is always important to keep

current members engaged HYLO wanted to reinforce community building by

launching the C.O.R.E Challenge: Stronger Together campaign in January of 2024.

The challenge was on an invitation-only basis and only current members could invite

potential new members. The Acronym C.O.R.E reflected several elements of the

HYLO Fitness experience: community building, opportunities, resolution, and

experience. While the campaign was gaining momentum online, there also needed to

be a tangible aspect of the campaign which is why we executed a Door Hanger

Campaign and Personal Cards via mail to have members bring in their CORE group of

friends. This campaign motivated people to incorporate physical fitness into their

lives as they entered 2024, it also served as a reminder that building strong

relationships within your community and becoming fit are not mutually exclusive.

Following the end of the C.O.R.E Challenge, HYLO asked the Agency to produce paid

Instagram advertisements that featured promotions they were running. These

advertisements included student discounts, discounted trial weeks, and event

promotions. The advertisements received high attention rates and engagement. The

Agency’s final task was to plan and execute an on-campus fitness event. CofC x

HYLO if you will. HYLO tabled in Rivers Green and brought fitness challenges to

campus. This event was to promote CofC’s Cougar Countdown Week which

emphasizes the importance of health and wellness during finals. This event was the

intersection of fitness off-campus and health on campus. 

Project Précis



HYLO Fitness saw the value of building a sense of community to support its growth

into new markets. In order to accomplish this, HYLO partnered with the COMM

Agency to create a comprehensive member recruiting and retention campaign. The

campaign took advantage of the popular resolution to embrace a better lifestyle by

carefully launching over the New Year time. This program called the "C.O.R.E

Challenge: Stronger Together," was created to draw in new members and further

HYLO's dedication to community development. The acronym "C.O.R.E." stands for

community building, opportunities, resolution, and experience—the essential

components of the HYLO journey. We used mail-order personal cards and a door

hanger campaign to encourage members to bring in their CORE friend group. While

we executed a Door Hanger Campaign and Personal Cards via mail to have members

bring in their CORE group of friends, we also created different CORE merchandise

for HYLO including CORE for Corey apparel. While working on digital content,

specifically Instagram and Facebook through Hootsuite we created and posted

different engaging posts. Specifically for the CORE challenge, student discounts,

versatile classes, Member Monday Spotlights, and Feature Friday posts. Member

Monday focused on a specific member from the gym asking a few questions about

their experience with HYLO hoping to generate a connection with viewers to gain

new members. Feature Friday posts focused on a specific coach, the classes they

teach, and a little about themselves hoping to share a connection with someone.

Avery created Google forms for HYLO to send to members and coaches as an easier

way to gather the information for their posts. We continued to do so until the COMM

Agency was logged out of all accounts and was not able to log back in.  Finally, HYLO

coordinated with CofC for a final fitness challenge in Rivers Green, which included

various challenges students were to compete in for prizes. Prizes were chosen by

spinning a wheel, which included HYLO merchandise. Prizes consisted of free HYLO

T-shirts and tanks, water bottles, pens, drink koozies, and free class passes. The

event went from 11 a.m. to 1 p.m., and we gained twelve emails and multiple

Instagram followers for the HYLO Mount Pleasant Instagram.  

Campaign Summary



As a team, we worked to increase engagement on social media as well as increase

memberships. We delegated certain tasks to each team member which allowed us to

really hone in and focus on what was truly important for the company. Both Cayden

and Audrey met with Maryann in an effort to help run their social media. This included

both their Instagram and Facebook pages as well as their Hootsuite account. Originally

the team was logged into both accounts and posting weekly however, after new

management was hired the team was logged out. Despite our efforts to re-login to

accounts, we were unable to. The team worked diligently to send over different Canva

advertisement ideas for the company to post. Along with our efforts to increase social

media engagement, we worked to increase membership sign-ups and return rates. In

doing so we created a new challenge called the “C.O.R.E. challenge.” This challenge

allowed participants to enter raffles and get the chance to win new prizes which

increased membership return rates. Along with this, Sam designed new merchandise

and apparel to appeal to consumers. We incorporated our “C.O.R.E.” sayings in the

merchandise. After new management took over, we wanted to improve

communication so that we could be of better help. We conducted an in-person

meeting where we discussed the plan we had created. The team planned on creating

Instagram and Facebook posts on Canva which highlighted new members and

instructors. Avery created two Google forms that we had presented to Mary Ann

during our meeting. We suggested that MaryAnn send the team her contacts so that

way we could communicate with the members and instructors directly. Despite our

efforts, we were unable to get these contacts. Our initial plan was to create a

document with the testimonies and different social media posts that way the HYLO

management team could choose what they wanted to post. Along with this, we shared

our plans for an on-campus event. Initially, we had hoped to host a class in the cistern.

However, we thought it would be more feasible to do something a bit smaller in

Cougar Mall. This event will include different HYLO raffles and prizes. We hope this

event raises awareness for the brand. The agency aims to target college students

before summer break.  

Campaign Efforts
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Campaign Results

Overall, there are several results of the C.O.R.E. Challenge Campaign and the April 2024

experiential marketing event that are worth mentioning. First, it is noted that a combined

total of 110 people at the West Ashley and Mount Pleasant Studios participated in the

challenge, from January to March of 2024. Social media engagement on HYLO’s Instagram

varied throughout the duration of the challenge. This is evident, as the first post on

Instagram that was related to the challenge received 159 likes. In contrast, posts related to

the weekly progress of the challenge itself only received anywhere between 40 to 60 likes on

Instagram. The Instagram post that received the most engagement that was related to the

challenge, between January and March of 2024 was a slideshow of photos that showcased

the C.O.R.E. 2024 challenge branded merchandise. The slideshow was posted in February of

2024 and received over 400 likes on the HYLO Instagram page. Thus, one takeaway from this

experience was that audiences tend to engage with social media posts that are more visually

appealing. Also, judging by the results of this aspect of the campaign, it was determined that

in order for something such as this to be successful, it is important to ensure that the

message of the campaign and the social media posts surrounding it are action-oriented,

succinct, and are effective in differentiating the business from its competitors. 

In terms of the experiential marketing event that was part of the Cougar Countdown Stress

Relief Fair on Friday, April 26th, one of the goals of this event was to encourage College of

Charleston students to sign up to receive e-mails and text notifications about HYLO classes,

to encourage them to not just try a class or several classes but to ultimately join one of the

gyms. In addition, students who stopped by the table in Rivers Green were encouraged to

take part in “five-minute fitness challenges” in order to win prizes (e.g. branded

merchandise, a free class pass, etc.) As a whole, we received 11 signatures from students and

approximately 25% of students who stopped by the table in Rivers Green participated in the

“five-minute fitness challenges” throughout the course of the event. 



While the agency wasn't allocated a specific budget, we strategically allocated

funds for HYLO merchandise and executed unpaid advertising tactics to enhance

the C.O.R.E Challenge's outreach. The merchandise served a dual purpose during

the campaign. It featured "C.O.R.E. Challenge" designs, allowing members to

purchase items to signify their participation in the challenge. Additionally, the

merchandise paid homage to the late Corey Skinner, one of HYLO’s esteemed

instructors who left a lasting impact on everyone. This initiative not only allowed

the community to represent their favorite gym but also provided an opportunity

for locals to honor the Skinner family.

Furthermore, The Agency carefully designed unpaid advertisements and

strategic messinging in order expand the reach of the campaign. The Agency was

able to conduct weekly social media posts that helped provide a digital presence

throughout the C.O.R.E. Challenge.

Final Budget



For College of Charleston Students: Continue on-campus activation events,

such as being part of the Stress Relief Fair at Cougar Countdown

Ex: Host a fitness class in the Cistern Yard and do something similar for

the Knoxville location 

E.g. Partner with the University of TN to host an on-campus event(s). 

Offer student discounts and include information about it on the HYLO

website. 

List membership options and prices on the HYLO website. 

List free trial week for new and prospective members on the website. 

Have two to three membership options at the most, to avoid confusion

and make the decision-making process easier for prospective

members. 

Hire a social media intern through CofC or the University of TN for the

Knoxville location. 

This should be an opportunity for them to get course credit for their

work. 

They should be responsible for helping to redesign and improve the

company website. 

They should lead the process of creating digital/social media ad

campaigns, as well as help with social media strategy, and capturing

content. 

To increase brand awareness within Charleston 

Consider being present at Second Sunday on King St. at least once

every six months (e.g. one time in April, one time in October) at the

minimum. 

Implement digital campaign strategy: Consider posting ads for free trial

classes on Facebook pages (e.g. Mount Pleasant Moms, Charleston

Young Adults, Charleston Girls Group, Charleston Young Professionals,

New to Charleston, etc.) 

Recommendations



Communication is essential to maintaining a strong brand identity, positive image,

and substantial customer base.  

Communication between team members as well as the client is just as important

to be able to understand the business's goals and expectations.

Coming up with creative marketing strategies such as the CORE challenge helped

boost HYLO’s engagement with members and generate new clientele through the

excitement and attention the challenge brought. 

Posting reviews and testimonials of coaches allows for more engagement via

social media, allowing a broader audience to follow, like, and become members

after acquiring more knowledge about the business.

A consistent, timely, and visually appealing social media presence is a key way to

motivate people to engage with the brand and participate in things such as the

C.O.R.E. Challenge. 

The quality of the work that is produced far outweighs the quantity of deliverables

that are produced in the end. 

Partnering with local businesses helps to expand local interaction with the

company.

Trial and error is a good thing and needs to be accepted within client partnership

work.

Patience is key, with team members and with clients. We are just human at the end

of the day, and there are some things that we simply cannot control.  We all have a

lot going on most of the time. 

Lessons Learned
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