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Abstract

Regardless of being one of the most dynamic markets within 30 years, the fitness industry has
a high level of customer dropout. The research is aimed at finding reasons for the customer
losses in the fitness industry, finding ways of reducing its share, and establishing effective
customer retention strategies. With the purpose to provide research in the most appropriate
customer segment, the fee-paying online survey was provided among Georgian speaking
fitness members, who currently hit the gym (retention rate) and who quitted (dropout rate).
The requiring confidence interval of 90% was overcome by collecting of 317 relevant
responses from 530 in total, both sex and different ages. The quantitative analysis showed that
the dropout probability depends on such groups of factors as emotional support (lack of
support) and motivation (lack of motivation), customer-trainer communication (non-
involvement of coaches) and quality of customer-trainer communication. Appearance of
emotional support reduces the probability to leave the gym by 16%, while lack of motivation
with 21% is even more important for probability of dropout. Another predictor of customer
dropout in the fitness industry is non-involvement of fitness trainers, which could reduce the
probability of dropout by 27%. One of the most essential tools that should be armed by fitness
managers is a communication system, which helps to diminish the probability of dropout by
32%. The research also indicated the most vulnerable customer segment in the industry:
people aged 18-24 (56% probability), while the group of 25-34 is the least likely to leave the
gym (26% probability). According to the survey’s results, it can be concluded that it is
important to establish strategies and clear frameworks for trainer-customer interaction and
tracking the quality of such communication. Introducing the right strategies can entail

desirable low level of dropouts and, therefore, high customer retention level.

Keywords: Fitness industry, customer retention, customer dropout, trainer-customer

communication, emotional support
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