
READY TO
CHANGE YOUR

MEMBERSHIP
STRUCTURE?
It doesn’t make sense to ap-
proach changes to your club’s
membership plan indiscrimi-
nately, but sometimes change
is necessary in every fitness

center. When the time comes
for you to make a change in

your club’s membership guide-
lines, whether it’s a dues increase or

revised privileges, keeping these key
guidelines in mind can make a big

difference in successfully making a change for
the better..
Find OutWhatyOuRmEmbERs think.Making a change may be the
best thing for your club, but you shouldn’t do it lightly—and you
shouldn’t do it without getting a sense of what your members think
about your current plan. Conduct surveys and focus groups to find out

what your members think. It’s Ok to be coy—you don’t have to say that
you’re thinking of increasing dues—but you’re looking for honest feed-
back about what members think about the value of your club in their
lives. You may be pleasantly surprised—or you may need to do some
more thinking about your plan.
bE pREpaREdtO lOsE sOmEmEmbERs.No matter how carefully and
thoughtfully you plan and implement your changes, some people are
going to leave just because they don’t like change. Accept that inevitabil-
ity, and move forward with the plan that’s right for your club.
makE suREyOuR changEsmakE sEnsE tOyOuRmEmbERs. If you’re in-
stituting a significant dues hike, changing the hours your club is open or
adding charges for services that used to be free, it’s smart to clue your
members into the rationale behind the major change. Don’t view your ex-
planation as a justification, though—be matter-of-fact and upbeat, but
don’t apologize for your changes or you’ll be undermining your business
decision.
cOmmunicatE.Cluing your members into changes is one of the most im-
portant pieces of implementing successful change for your club. Defi-
nitely resist the urge to try to fly changes under the radar—address them
openly and clearly, and you may have to deal with some member frustra-
tion but you won’t seem like a crook. It’s also important to work with your
staff on a script for when members address the new structure with them
(as they inevitably will). You want your club to present a unified front.
While people may not always like change, smart, thoughtful implementa-
tion can go a long way toward making change palatable.
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MEMBERSHIP

ccording to IHRSA’s
Guide to Membership Re-
tention by John Mc-
Carthy, “Retention rates

are higher for ‘group fitness’
members than for ‘machine’
members.”
In addition the guide states,
“Every club has hundreds, and
sometimes thousands of machine
members, i.e., members whose
only interactions with their club
are with the particular exercise
machines on which they exercise.
Such members tend to be defi-
cient in both member-to-mem-
ber connections and
member-to-staff connections.
eir only connection to the club
is the connection that they have
to the cold metal machines on
which they perform their exer-
cises.”
IHRSA makes another sobering
point: “Machine members are, by
definition, high-risk members.
ey belong, as it were, in every
club’s intensive care unit. e loy-
alty of such members is paper-

thin. For them, their club is no
more than a place that stockpiles
exercise machines.”
When looking at how an average
club services its members, the
breakdown looks something like
this: 2 to 5% personal training
members, 10 to 15% group fitness
members and 80% machine
members. is 80% represents
high-risk members.
When clubs utilize a branded
group fitness system that includes
marketing, management, pro-
gramming and training re-
sources, they turn what once was
an instructor product into a real
club product that drastically re-
duces the red, from 80% to only
42%. A system approach will en-
able you to integrate all depart-
ments, such as sales, personal
training and front desk, to work
together to change the way you
service members.
A branded group fitness system
approach will enable you to con-
sistently market your services,
control your member integration

system, and ensure a high quality,
consistent exercise experience for
you members, regardless of what
instructor is teaching. It is the
business approach needed to
service members in the most ad-
vantageous manner.
Group fitness members are the
most loyal because of the social
network they are part of; they are
less price sensitive because they
value the social network—which
is not replaceable—and they will

bring friends because group fit-
ness is social. Now that is the
type of member you want.
Don’t be a place that just stock-
piles cold metal exercise ma-
chines. Service more people
through memorable group fitness
experiences and reduce the red!
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Looking to
grow your
club?
Industry statistics show group fitness activities
are one of the most effective tools for member
retention and long-term club profit.
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