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Introduction

You pour energy into building awareness for your studio. People discover you, express interest,
maybe even walk through your door. But then what? Without a clear path from “I'm curious” to

I'm a member,” too many of those leads quietly disappear.

If this feels familiar, you are not alone. One of the biggest challenges Pilates studio owners face is
the gap between someone showing interest and actually signing up: no follow-up system, trial
members dropping off after a class or two, no structured workflow from inquiry to first class to
membership.

This playbook walks you through a simple, repeatable process for turning every lead into a
paying member. You do not need a sales background or a big team. You just need a system.

This guide focuses on a specific area of studio operations to help you

build a thriving, sustainable business.

Lead-to-Member Conversion Playbook



Ol

CHAPTER ONE

The Pilates Studio Conversion Funnel

Think of the journey a potential member takes as a funnel with five stages:

Awareness

Someone learns your studio exists, through social media, word of mouth, a
Google search, or passing by your storefront.

Interest

They take an active step, like visiting your website or following your Instagram.

Lead Capture

They share their contact information through a form, DM, phone call, or walk-in.

Trial

They attend their first class or redeem an intro offer.

Membership

They sign up for a recurring membership or class pack.

A quick note on conversion rate

This is the percentage of people who move from one stage to the next. If 100 people visit
your website and 20 fill out a contact form, your website-to-lead conversion rate is 20%.

You will use this concept throughout the playbook.
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CHAPTER TWO

Capturing Leads

A lead is anyone who has expressed interest in your studio and given you a way to reach
them. Here are the most effective channels for capturing leads.

Your Website

Your website is often the first real impression someone gets. Make sure it includes a clear call to
action on every page, a simple form that asks for just a name, email, and phone number, your
class schedule, and at least a starting price.

Your Branded App

A custom branded app gives your studio a more premium, consistent booking experience.
Prospects can browse classes, access intro offers, and book directly through a branded digital
experience.

Social Media

Include a link in your bio that goes directly to your booking or intro offer page. When someone DMs
you asking about classes, respond with a direct link to book.

In-Studio and Word of Mouth

Make it easy for existing members to refer friends with a simple referral incentive, cards at the front
desk, and post-class announcements about your referral program.

Local Partnerships

Partner with nearby businesses that share your audience: wellness centers, physical therapy
offices, healthy cafes, or boutique retail shops.
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CHAPTER THREE

The speed of your first response is one of the biggest factors in whether a lead becomes a
member. When someone fills out a form or sends a message, they are at their most interested right
then. Every hour that passes, that interest fades.

Hi [First Name], thanks so much for reaching out to [Studio Name]! We are excited that you are
interested in Pilates with us. Here is a quick link to book your first class: [Booking Link]. If you have

any questions before your visit, just reply to this message. We cannot wait to meet you!

Hey [First Name], it is [Your Name] from [Studio Name]. | noticed you checked out our classes
yesterday and wanted to reach out personally. Do you have any questions | can help with? | would
love to help you find the right class to start with.

Lead-to-Member Conversion Playbook
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CHAPTER FOUR

The Trial Experience

The trial is often the moment a prospect decides whether your studio feels right for them.
Everything about this experience should make the person feel welcomed, supported, and excited to

come back.

Designing your intro offer

Intro offers turn curiosity into commitment when they are time-bound and easy to redeem.
Formats that work well for Pilates studios:

e Single intro class at a reduced price (great for reformer studios with limited spots)

e Two-week unlimited pass (lets them try different class times and instructors)

e Three-class starter pack with a 30-day expiration (creates urgency without pressure)

Make it simple to redeem. If someone has to call, email, and fill out paperwork just to try a class,
you have already lost them.

Before their first class

The trial experience starts before they walk through the door. Send a confirmation message right
after they book, followed by a reminder the day before.

BOOKING CONFIRMATION

You are all set for your first class at [Studio Name]! Wear comfortable, form-fitting clothing. Arrive 10
minutes early so we can get you oriented. Bring water, but we also have some at the studio. We are
looking forward to meeting you!
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During their first class
e Greet them by name when they walk in. Check your bookings before class so you know
who is new.

¢ Introduce them to the instructor and at least one other member. Community can play an
important role in retention.

e Checkinduring class to make sure they are comfortable with the equipment and the pace.

e Talk to them after class. Ask how they felt, what they enjoyed, and if they have questions.

After their first class

Send a follow-up message within a few hours of their first visit. Keep it warm and personal. This
follow-up can make a big difference. It keeps the conversation going at the moment when their
excitement is highest.

Hi [First Name], it was so great having you in class today! How are you feeling? Pilates
has a way of surprising you the next day. We would love to see you again this week. Here
is a link to book your next session: [Booking Link]. And if you have any questions about
classes, schedules, or memberships, | am always here to help.
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CHAPTER FIVE

Converting Trial to Member

This is the stage where many studios lose people, not because the experience was bad, but
because nobody asked. Conversion requires a clear, comfortable invitation at the right moment.

The third-class turning point

By the third class, many trial clients have enough experience to evaluate whether Pilates and
your studio are a fit. This is your window.

THIRD-CLASS CONVERSION MESSAGE

Hi [First Name], three classes in, and you are already part of the [Studio Name] family! We have loved
having you. If you are ready to keep going, | would love to help you find the membership that fits your
schedule and goals. Members enjoy perks like priority booking, lower per-class pricing, and more.

Make the transition easy

The easier you make it to say yes, the more people will. Show clear membership options with
simple pricing, offer a seamless upgrade path through your app, and create urgency without
pressure with a limited-time discount that expires when their trial ends.
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Address common hesitations

Be ready for the most common reasons people hesitate, and have honest, helpful answers:

“l am not sure | can commit to a schedule.”

You can book any class that fits your week, and if plans change, you can cancel or rebook
through the app. Many members find that flexible booking removes the pressure.

“It is more than | expected to spend.”

Let’s look at which option fits your budget. Depending on the option you choose, a
membership may reduce your per-class cost.

“l want to try a few more classes first."

Absolutely. You still have time left on your intro offer. Let's book your next one now so you do
not lose momentum.

“I need to think about it.”

Of course. | will send you a quick summary of the options so you have everything in one place
when you are ready.

/

educate anyne T hey book in advance they cancel in advance If they need to and
they know how the waitlist works. So it saves us a lot of time.”

Mehdi Elaichouni
Owner, Carpe Diem
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CHAPTER SIX

Nurturing Leads Who Are Not Ready

Not every lead will convert right away, and that is okay. Some people need more time, more
information, or simply the right moment. The goal is to stay on their radar so that when they
are ready, your studio is the first place they think of.

Build a simple nurture sequence

3 DAYS AFTER

Hi [First Name], we noticed you have not had a chance to book your next class at [Studio
Name/. No pressure at all. If you are still thinking about it, here is a quick link to check out this
week's schedule. We would love to see you whenever the time is right!

2 WEEKS LATER

Hey [First Name], just checking in! We have some great classes coming up and a few spots
open in our most popular sessions. Even one class a week can be a helpful way to build

consistency with Pilates.

6 WEEKS LATER

Hey [First Name], it has been a little while! We have added some new classes to the
schedule and would love to have you back. As a welcome-back offer, here is
[discount/offer] to make it easy to jump in.

Automation makes nurturing sustainable

With ABC Glofox, you can set up message sequences that trigger based on specific actions,
or the absence of them. You set it up once, and it runs in the background while you focus on
your members and your classes.
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CHAPTER SEVEN

Tracking and Improving Your Funnel

You cannot improve what you do not measure. A handful of key metrics, tracked consistently,
will tell you exactly where your funnel is strong and where leads are dropping off.

Key metrics to track

What it Tells You How to Calculate

Lead volume How many new leads you Count new inquiries, form
generate each week or submissions, and intro offer
month sign-ups

Lead-to-trial rate What percentage of leads (Leads who attend a trial / Total
book and attend a class leads) x 100

Trial-to-member rate What percentage of trial (New memberships / Trial
visitors become paying attendees) x 100
members

Speed to first How quickly you respond to Average time between inquiry

response new leads and first reply

Trial no-show rate What percentage of booked (No-shows [/ Booked trials) x 100

trials do not show up

Nurture conversion What percentage of nurtured (Conversions from nurture /
rate leads eventually convert Total leads in nurture) x 100
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Where to look when numbers are low

Low lead volume? Focus on awareness. Increase social media activity, try local
partnerships, or run a targeted intro offer campaign.

Low lead-to-trial rate? The problem is usually in lead capture and first response. Is
your booking process too complicated?

High trial no-show rate? Strengthen pre-visit communication. Confirmation
messages, day-before reminders, and push notifications all reduce no-shows.

Low trial-to-member rate? Revisit the trial experience and conversion
conversation. Are you following up after the first class?

Low nurture conversion rate? Test different timing, different offers, and different
message tones to see what resonates.
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“Having the branded app is huge. It's
really user-friendly at the backend,
and for clients too, which is the most

iImportant thing.”

Hannah Bratcher
Owner, Studio Fire
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Your Next Steps

Pick the first step that applies to you and take action this week.

7

-I Audit your current funnel
Where are leads dropping off today? Pick the weakest stage and focus there
B TSt
\. J/
4 )
2 Set up your automated first response
If you do nothing else from this playbook, do this. It is often one of the highest-
Sl impact changes you can make.
\, /
4 )
3 Design your intro offer
Make it time-bound, easy to redeem, and visible on your website and social
STEP channels.
& J/
4 )
4 Build your post-trial follow-up sequence
Use the message templates in this playbook as a starting point and customize
STEP them for your studio’s voice.
\. J/
5 Start tracking
sTep  Pick three metrics from the table and review them every Monday morning.
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See how ABC Glofox can
power your studio's growth

ABC Glofox helps Pilates studios fill classes, convert leads, and build
thriving communities with scheduling, messaging, and reporting all
in one place.

Book a Demo

This playbook is part of the Pilates Studio Toolkit by ABC Glofox.


www.glofox.com/demo/



