
 
 

Problem
How does a luxury fitness club attract an audience to 
commit to membership in an ever-changing, convenience 
culture?

 

Solution
Create an OOH campaign that showcases the value 
of commitment in all aspects of life, including fitness, 
through striking creative.  

Background
Equinox is a luxury fitness club based in New York with 
locations all over the world. For clubs like Equinox, the 
landscape has changed. Increased competition, and an 
ever more connected audience have disrupted the entire 
category. As a result, people now question the value of 
committing to something like a paid membership. Conve-
nience culture has made it too easy to avoid commitment. 
Everything is forgotten by the next tweet, Uber, or or job 
you grab in six-month’s time. 

Objective 
Equinox wanted to rise above the lazy approach to life 
that convenience culture allows. As a fitness club, they 
know commitment is everything. With this in mind, 
Equinox aimed to step outside the typical fitness category 
narrative and illustrate that commitment means so much 
more than frequenting the gym. Instead of focusing on 
commitment to fitness alone, Equinox rallied around 
much bigger picture commitments in life, aiming to en-
courage users to shed convenience culture and commit 
to anything, as long as they “Commit to Something.”

Strategy
In an age when people are less and less committed - not 
only to brands, but to each other - Equinox leveraged high 
impact OOH placements in their key markets to kick off 
2016 by making a stand that demanded attention. Nar-
rowing down to specific neighborhoods with cherry-picked 
OOH units to reach an upscale, urban millennial audience 
in a key time frame, the team created striking creative 
that sparked relevant conversations about the very idea of commitment. Be it an unashamed love of money, public breastfeed-
ing, religion, activism, and more, the campaign put commitment in all its forms on display. The media strategy combined ideal 
location, striking visuals delivered via impactful units, and an ultimately aspirational driving concept; the result was a campaign 
that, through engaging use of OOH media, sparked conversation, divided opinion, and made international news.
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Plan Details
Markets: NY, Los Angeles (including Orange County and San 
Fernando Valley), San Francisco 
Flight Dates: January 2016 - April 2016
OOH Formats Used: Bulletins, Walls, Vacant store fronts 
Target Audience: Primary: A18-49; Secondary: A18-49 with HHI 
$100K+ 
Budget: The budget was allocated based on highest priority 
markets, with New York taking the lead followed by Los Ange-
les. Budget was smaller among markets with a lesser amount 
of club locations such as San Francisco and London. The OOH 
budget served as one of the primary driver of the overall media 
campaign in budget and scope due to its ability to creative a 
mass-reaching, attention-driving impact on the audience while 
providing an ideal canvas for Equinox’s engaging creative. Ad-
ditionally, OOH media was heavily prioritized due to the huge 
potential for “added value” or “earned media” engagement: 
regardless of agreement or disagreement with the “commit-
ments” showcased, the goal of OOH media was to serve the 
additional purpose of heavy coverage via PR, editorial, and 
organic social engagement. 

Results
The campaign helped Equinox achieve widespread media atten-
tion in places like The NY Times, FOX News, Time, and The Huff-
ington Post. Equinox achieved over 735 million earned media 
impressions, the equivalent of a $70,693,000 spend. Equinox 
saw an 81% increase in sales leads.

Testimonials
OOH media delivered reach and impact far beyond the units 
themselves, resulting in a massive influx of earned media via 
editorial coverage and social media response. OOH remains a 
priority media type for Equinox moving forward based on the 
success it has seen thus far.

Additional Information
• Advertising Age
• Ad Week
• Forbes
• Quartz
• Co.Create
• Huffington Post
• Yahoo!
• The Cut
• Money
• Cosmopolitan
• The New York Times

Audience Metrics 
Target Audience TRPs: 57.2 weekly TRP
Target Audience Reach: 27.8
Target Audience Frequency: 8.5
Additional Relevant metrics: Added value earned media: over 735MM impressions with over $70MM of value 

http://adage.com/article/behind-the-work/equinox-reasons-feel-bad-year/301982/
http://www.adweek.com/adfreak/wks-new-ads-equinox-show-wild-visions-what-your-2016-should-look-168837
http://www.forbes.com/sites/onmarketing/2016/01/28/a-response-to-equinoxs-latest-ad-campaign-your-brand-should-stand-for-something/#550429494d62
http://qz.com/592261/new-ads-from-equinox-show-gym-goers-at-peak-absurdity/
https://www.fastcocreate.com/3055165/equinox-demands-fierce-commitment-in-bold-new-year-ad-campaign
http://www.huffingtonpost.com/entry/striking-equinox-ad-puts-public-breastfeeding-in-the-spotlight_us_568ac9b2e4b06fa688831221
https://www.yahoo.com/beauty/equinox-s-new-ad-campaign-1336718367957046.html
http://nymag.com/thecut/2015/12/steven-klein-campaign-for-equinox.html
http://time.com/money/4170143/equinox-ad-breastfeeding-mom/
http://www.cosmopolitan.com/style-beauty/fashion/news/g5277/equinox-2016-ad-campaign/
http://nytlive.nytimes.com/womenintheworld/2016/01/05/new-equinox-ad-shows-mom-breastfeeding-twins-in-public/

