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FITT CUBE – Focus Group Summary



Research

Focus Group (June 28th 2018): 

6 women (all external to HSTV)

35-60 years old

Some interest in fitness* (e.g. have previously purchased fitness 
equipment or workout at home or have gym membership or go to a fitness class). 

Separately, in January 2018, we ran a focus group amongst 
HSTV colleagues who had trialled the product (see 
Appendix for summary slide). 



Why do customers workout? …

“To feel better”

I have more energy when I exercise.

It makes me feel happier. 

“To help my general health”

My asthma is better if I exercise.

Helps staves off problems like arthritis.

“To fit in my clothes!”

It stops me feeling hungry.

Helps me keep my weight down.

Harder to stay slim at my age.

Mental well being

Physical well being

Weight



Customers are working out more than we 
expected, especially those without kids.

We had recruited women who had some interest in fitness but were 
surprised by how often they are working out:

“Gym 4-5 times per week + Saturday Bootcamp*”

“I share a PT 3 times a week”

“I’ve got a home-gym in my spare room I it use every day for weights and fitness”

“It get up at 5.30 a.m. and so some exercise before work”

Customers without children or whose children are grown-up are 
exercising the most - mums are finding it more difficult:

“I can’t get to the gym these days, I have to stay in at night” (younger children)

“I haven’t got time these days” (too busy being taxi to kids – teenage children)

“I used to go to the gym and do lots of exercise before I had kids”

*NB terms like “Bootcamp” and “PT” are commonly understood words. 



Customers are using a range of 
products and services to keep fit, e.g. 

People & Places:

PT

Gym

Bootcamp

Weight training

Circuit training

Spinning class

Yoga

In-home equipment:

Bike

Bosu Ball

Kettle Bells

Weights

Garments:

Gym stuff

Running gear

Trainers

Following on Social:

Body Coach 

Fitness Blender

Local Gym

Tech:

FitBit

Couch to 5K app

Map My Run

Strava

Garmin



FITT CUBE does not replace a gym, it’s the 
perfect product for when/if you can’t get there!

Gym/PT FITT CUBE

• “I like the social side of going to the gym”

• “The gym has specialist equipment”

• “My PT is what motivates me exercise”

• “This would be ideal for when I can’t get to 

the gym”*

• “It’s perfect for mums like me. I used to 

exercise but now I can’t leave the kids”

• “It’s something I can do while I’m doing 

something else – like watching TV”

• “I’ve got some equipment at home but I like 

this would be a good addition”

TARGET CUSTOMER:

It appears from our limited research that FITT CUBE particularly appeals to people with some level of fitness 

experience or routine. FITT CUBE enhances & complements existing routines and gives access to a mini gym 

at home for those who can’t get out. It seems FITT Cube would be less likely to be bought by a fitness novice. 

*Previous research suggested dark winter nights or having to stay late at work were reasons why going to the gym isn’t always possible  or appealing.



The concept of a compact product that helps you to 
do a huge variety of exercises appeals to customers. 

CUSTOMERS LOVE CUSTOMERS LIKE

Compact / Small

✓ Easy to store - fits in my cupboard / under my 

stairs / in my spare room. 

✓ Doesn’t take up much room – can use it in 

front of TV / in bedroom. 

✓ Portable – can use it anywhere / could take 

it with me if I’m away / easy to carry. 

Huge Variety / Extremely Versatile

✓ Versatile – I can do lots of different types of 

exercises 

✓ Lots of different exercises

✓ Can work different parts of my body

✓ Can do loads of stuff

Serious Piece of Kit

✓ Good quality piece of equipment. 

✓ Looks solid, like it will take some impact

✓ Looks strong & well built (”gym quality”)

Height

• Great for squats

• Easier than working out on the floor



Benefit Statements – Ranking Exercise

“Easy to Store” and “Supports 100+ exercises” were the highest ranking benefit statements:

1. Easy to store (4)

2. Supports 100+ different exercises (3)

3. Ultra-Versatile Functional Interval Training Tool (2)

4. Portable and easy to carry (2)

5. Powerful Total Body Workout (2)

6. 7 minutes on Fitt Cube = 30 minutes on treadmill (2) (NB: customers struggled to believe this - needs explaining / needs a plan)

7. Improve muscular strength, endurance and aerobic fitness (1)

8. Work all your major muscle groups (1)

9. High intensity workout (1)

10. Work your arms, legs and core (0)

NB – each customer was asked to choose the 3 statements which were most important messages to make them consider purchasing FITT CUBE



Customers need help to understand all 
the things they can do with FITT CUBE and 
video content is a given.

The terminology ‘STEP, GRIP, TWIST, JUMP’ is not motivating for customers 
– they want to know all the many different things you can do with FITT 
CUBE. Our job is to convey the huge variety this product offers – the 
more the better! 

Static images are not nearly as effective as video in communicating the 
different exercises that can be performed with FITT CUBE. Customers 
want to be able to see the actual actions – not just photographs.  

Digital is an important part of the proposition – customers are following 
fitness brands / personalities on Instagram and Youtube (e.g. Body 
Coach / Fitness Blender)  and exercising to online workouts. There is an 
expectation that FITT CUBE will come with video content, e.g. 10 minute 
workouts (3 mins warm-up + 7 mins workout).



Price is a barrier. We need to increase 
value perception if we wish to achieve a 
retail over £100. 

The idea of FITT CUBE has strong appeal : 
“How interested are you personally in FITT CUBE?

But price appears to be a barrier: 
“How much would you expect a product like this to sell for?”

➢ 4/6 customers thought FITT CUBE would be £100 or less: 

£50 £60-£89.99 £89.99 £100 £120  £160 

“How much would you personally be willing to pay for FITT CUBE?” 

➢ 2/6 people expressed a high interest in purchasing FITT CUBE - but for £100 or less.

3/6 people said they were interested in FITT CUBE, 2 more had some interest.

£49.99;  £100;  (£199.99*)£50;  £55

*NB The customer who stated £199.99 went on to explain that she thought the build quality was worthy of a high price but that she would not personally be willing to pay this.

£89.99



Tone of voice - don’t dumb-down the fitness language 
(customers want to be part of that world!) but don’t assume 
they know what specific terms mean

Customers are more fitness-savvy than we anticipated!
On the one hand …

Customers are aware of fitness terms and names of exercises so we 
need to ensure that we do not talk down to them. 

On the other hand …

They don’t always know what the terms they have heard really 
mean (for example HITT) so we need to talk on the same level but 
not assume a detailed knowledge.

Implication - don’t dumb-down the fitness language (customers want 
to be ‘in the know’ and hear fitness words & names of exercises) but, 
much like a PT would, explain what is meant too and demonstrate 
how to perform exercises with FITT CUBE.  

Customers liked the Kickstarter Video but also want to see ‘normal’ 
(but still aspirational!) people they can identify with (“not just fit sexy 
models”).



Barriers to purchase:

BARRIER RECOMMENDATION

Price
• £100 appears to be a psychological barrier and achieving 

the full retail price of £149.99 for this product seems like it 
could pose a challenge. 

• Can’t justify more than £100 ‘cos I’d probably use it for a 
bit then it’ll end up “collecting dust” (fad). 

• Increase value perception by including workout content 
that enhances the offer. 

• Include resistance bands. 
• Consider other value-add ideas.
• Consider ways in which we can convince customers this 

isn’t just a fad and it won’t end up “collecting dust” & 
taking up house room.

Don’t quite see how I’d use it
• Can’t quite understand the things that can be done with 

FITT CUBE without someone showing me.

• Video content (as above) & consider getting better static 

images of all the exercises (e.g. wall chart)
• Consider retail packaging carefully – how do we put 

across this extreme versatility? 
• Include as many different exercises as possible.
• Put together workouts. 

Stepper
• looks small / narrow / stride looks too short
• Doesn’t offer resistance

• Consider including phrases like ‘uses own body weight for 
resistance’. 

• Consider how we reassure stepper is big enough / as good 
as stepper-only product. 

Jump box 
• platform too small for some like me
• Will it be strong enough

• Consider claims to reassure how strong it is. 
• Consider showing a novice using the jump box in some 

way (i.e. it’s not just for experts).



In Summary - 5 Key Conclusions:

1. FITT CUBE does not replace a gym, it’s the perfect product for 
when/if you can’t get there. (slide 6)

2. The concept of a compact product that allows you to do a huge 
variety of exercises appeals to customers. (slide 7) 

3. Customers need help to understand all the things they can do with 
FITT CUBE and video content is a given. (slide 9) 

4. Price is a barrier. We need to increase value perception if we wish 
to achieve a retail of £100+. (slide 10)

5. Tone of voice is important – we should not dumb-down fitness 
language (customers want to be part of that world!) but neither 
should we assume they know what specific terms mean (slide 11)  



Previous Research 
Fitt Cube Focus Group 

January 2018



In summary

In January 2018 we ran a focus group among HSTV 
colleagues who had trialled the product. 

The insights are extremely similar to those we discovered in 
the recent groups … see next slide!



Focus Group Findings 

3 big conclusions :

1. FITT CUBE is seen as a credible piece of fitness equipment. 
• “looks like gym equipment” … “the real deal” (PT) … “I’ve been waiting for 

this”
• “I like the look of that” (Argos buyer – initial presentation in 2017)

2. FITT CUBE has strong appeal among people who are fitness-
involved, e.g. who know about HITT and/or go to the gym – it’s 
seen as a great in-home alternative.
• “great for when you can’t get to the gym” … “it’s a mini gym for your 

home” … “one-stop fitness station”

3. The concept has appeal among this target audience when 
priced ~ £100. 
• “any more and I expect a bigger piece of equipment” … “I would 

compare it to Steppers which cost less”



thank you


