
The Association Between 
Club Hassles and Uplifts 
and Member Loyalty as 

Measured by Net 
Promoter Score® (NPS®)

Net Promoter, Net Promoter System, Net Promoter Score, NPS and the NPS-related 
emoticons are registered trademarks of Bain & Company, Inc., Fred Reichheld and Satmetrix 

Systems, Inc.



2              Learn more: www.trpcem.com/research 

The Association Between Club 
Hassles and Uplifts and Member 
Loyalty as Measured by Net 
Promoter Score® (NPS®)
Introduction
Net Promoter Score® (NPS®) is a measure of customer loyalty 
that is obtained by asking customers a single question on a 0 to 
10 rating scale: "How likely is it that you would recommend our 
company to a friend or colleague?" Based on their responses, 
individual customers can be categorised into one of three 
groups: Promoters (9-10 rating), Passives (7-8 rating), and 
Detractors (0-6 rating).  At an organisational level, the 
percentage of Detractors is then subtracted from the percentage 
of Promoters to obtain a Net Promoter Score. The NPS question 
is typically followed up with a ‘why’ question allowing the 
customer to explain why they gave the score they did and the 
company to capture valuable data on how to improve it. 
However, in the fitness industry there is an absence of research 
investigating what particular aspects of the customer 
experience are associated with NPS. Therefore, we set out to 
capture these key aspects and understand how they are related 
to NPS.

We asked members within the first year of their membership to 
complete the NPS question and asked how often they 
experienced 9 positive club uplifts and 10 negative hassles 
hypothesised to influence their NPS. For each uplift they 
experienced the members were asked how enjoyable it was and 
for each hassle how annoying they found it.

The study was restricted to members in their first year of 
membership because this is the group of members for whom our 
research shows NPS is most strongly related to retention and 
the risk of cancelling. 

This paper will address the following questions:
• Does NPS predict retention?
• Which member characteristics are associated with NPS?
• How much do people experience uplifts and hassles?
• What is the association between number of uplifts and

hassles and NPS?

• How likely is it a member will be a Promoter based on the
number of uplifts reported?

• How likely is it a member will be a Promoter based on the
number of hassles reported?

• How likely is it a member will be a Detractor based on the
number of uplifts reported?

• How likely is it a member will be a Detractor based on the
number of hassles reported?

• How do the number of hassles and uplifts combine to affect
NPS?

• How common are the specific uplifts and hassles?
• Which individual uplifts and hassles have the biggest effect

on NPS?
• Which specific uplifts and hassles most strongly determine

the chances of being a Promoter?
• Which specific uplifts and hassles most strongly determine

the chances of being a Detractor?

Does NPS predict retention?
In addition to their value due to new member referrals and 
secondary spend, members classed as Promoters based on 
individual Net Promoter Scores® (NPS) have additional value as a 
result of their increased retention compared to members classed 
as Passives or Detractors.  Figure 1 displays the retention rate 
according to the NPS recorded for a sample of members between 
month 3 and 12 of their membership. It is clear that in the 2 years 
following completion of the NPS survey a greater proportion of 
Promoters (55%) retained their membership compared to 
Passives (47%) and Detractors (40%). Passive members also 
outperform Detractors throughout the follow up period.
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When applied to club NPS rather than individual member 
scores, for every 1,000 members every 24 months, higher 
performing clubs (NPS ≥60) yield a minimum excess income 
from membership dues 5% higher than clubs with negative 
NPS. If all members were Promoters, 17% of cancellations 
each year would be prevented. 

Although the exact value of Promoters is difficult to estimate 
precisely, the new referrals, secondary spend and additional 
membership income (due to higher retention) mean that it is 
worth trying to identify what the determinants of being a 
Promoter are.

Which member characteristics are associated 
with NPS? 
Overall, just under half of members (46.6%) were club 
Promoters with a further quarter Detractors (Figure 2). 
Promoters were more likely to be female, younger and more 
frequent club users (Table 1). 

Figure 2. Proportion of members in each NPS category (%)  

Table 1. Proportion of members in each NPS category by 
gender, age group and average monthly visit frequency (row 
%)

How much do people experience uplifts and 
hassles? 
Members reported an average of 1.5 uplifts that they 
experienced frequently and which they enjoyed. Females 
experienced more enjoyable uplifts than males with little 
difference by age group. By contrast members reported an 
average of 1 hassle that they experienced frequently and found 
annoying. There was little difference by gender and age.

For ease, the number of uplifts and hassles (that occurred 
frequently and were either enjoyable or annoying) were put 
into 4 categories and the proportion of members in each 
category is shown in Table 2. Roughly half of members 
reported no hassles and 45% of members reported no uplifts.

Table 2. Proportion of members reporting number of uplifts 
and hassles

Figure 1.
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Members were asked about uplifts and hassles together 
and the combination of responses is shown in Table 3. Ten 
percent of members reported both 3 or more uplifts and 3 
or more hassles whereas 60% of members reported no 
hassles or uplifts. Just over half of members reported 3 or 
more uplifts and no hassles compared to just 13% of 
members who reported 3 or more hassles and no uplifts. 

Table 3. Interaction between uplifts and hassles (row %)

What is the association between number 
of uplifts and hassles and NPS?
Compared to members reporting no uplifts, those reporting 
3 or more were 1.55 times more likely to be a Promoter 
(Table 4).

Table 4. Association between number of uplifts and NPS 
(row %)

Members reporting 3 or more hassles were 63% less likely to 
be Promoters than members reporting no hassles.

Table 5. Association between number of hassles and NPS 
(row %)

Nearly three quarters of members who reported no hassles 
and 3 or more uplifts were Promoters. A fifth of members 
who reported 3 or more hassles and no uplifts were 
Promoters (Table 6).

Table 6. The proportion of Promoters according to number 
of uplifts and hassles (%)

Only 6% of members reporting no hassles and 3 or more 
uplifts were Detractors compared to 63% who reported no 
uplifts and 3 or more hassles (Table 7).

Table 7. The proportion of Detractors according to 
number of uplifts and hassles (%)

How likely is it a member will be a 
Promoter based on the number of uplifts 
reported?
Figure 3 displays the likelihood of being a Promoter 
according to the level of uplifts reported. No reported uplifts 
is the reference category and the analysis has been adjusted 
for age, gender and visit frequency.

Members reporting 2 uplifts were 27% more likely to be a 
Promoter compared to members who did not report any 
uplifts. Members reporting 3 or more uplifts were more than 
twice as likely to be a Promoter compared to members 
reporting no uplifts.

Figure 3. The likelihood of being a Promoter by number of 
uplifts when compared to no uplifts

How likely is it a member will be a 
Promoter based on the number of hassles 
reported?
Figure 4 (overleaf) displays the likelihood of being a 
Promoter according to the level of hassles reported. No 
reported hassles is the reference category and the analysis 
has been adjusted for age, gender and visit frequency.
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Compared to no hassles, each additional level of 
hassles significantly reduces the chances of a member 
being a Promoter. Members reporting 3 or more hassles 
were 81% less likely to be a Promoter compared to 
members reporting no hassles.

Figure 4. The likelihood of being a Promoter by number 
of hassles when compared to no hassles

How likely is it a member will be a Detractor 
based on the number of uplifts reported?
Figure 5 displays the likelihood of being a Detractor 
according to the level of uplifts reported. No reported 
uplifts is the reference category and the analysis has 
been adjusted for age, gender and visit frequency.

The odds of being a Detractor decrease with each level 
of uplift. Members reporting 3 or more uplifts were 68% 
less likely to be a Detractor compared to members 
reporting no uplifts. 

Figure 5. The likelihood of being a Detractor by number 
of uplifts when compared to no uplifts

How likely is it a member will be a 
Detractor based on the number of hassles 
reported?
Figure 6 displays the likelihood of being a Detractor 
according to the level of hassles reported. No reported 
hassles is the reference category and the analysis has been 
adjusted for age, gender and visit frequency.

The number of hassles reported is strongly related to the 
chances of being a Detractor. Members who report 3 or 
more hassles are nearly 10 times as likely to be a Detractor 
compared to members reporting no hassles.

Figure 6. The likelihood of being a Detractor by number of 
hassles when compared to no hassles

How do the number of hassles and uplifts 
combine to affect NPS?
Members experience both uplifts and hassles in combination 
and so Figures 7 and 8 (overleaf) report the odds of being a 
Promoter and Detractor according to combinations of 
numbers of uplifts and hassles. The reference group for 
analysis is members who report no uplifts and no hassles. All 
analyses are adjusted for age, gender and visit frequency.

Within each level of uplift the odds of being a Promoter 
decrease with increasing numbers of hassles. Members 
reporting no uplifts, or even 2 uplifts, are 81% less likely to be 
a Promoter if they also report 3 or more hassles compared to 
members who report no uplifts or hassles. Members who 
report 3 or more uplifts and no hassles were more than twice 
as likely to be Promoters compared to members who report 
no uplifts or hassles.
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Figure 7. The odds ratios for being a Promoter by 
combination of uplifts and hassles compared to no 
uplifts or hassles

Figure 8 shows that the number of reported hassles is 
strongly related to the chances of being a Detractor 
within each level of uplifts. Members who report no 
uplifts but 3 or more hassles are nearly 9 times as 
likely to be a Detractor compared to members 
reporting no hassles or uplifts. On the other hand, 
reporting 3 or more uplifts and no hassles reduces the 
chances of being a Detractor by 69% compared to 
reporting no uplifts or hassles.

Figure 8. The odds ratios for being a Detractor by 
combination of uplifts and hassles compared to no 
uplifts or hassles

How common are the specific uplifts 
and hassles?
The proportion of members reporting each uplift and 
hassle is displayed in Figure 9. Completing a 
challenging workout and achieving fitness goals were 
the two most common uplifts, while not being spoken 
to by reception and fitness staff were the most 
frequently cited hassles. 

Figure 9. The proportion of members reporting each 
uplift and hassle (%)

Which individual uplifts and hassles 
have the biggest effect on NPS?
Figure 10 reports the odds of being a Promoter or 
Detractor when a specific uplift is reported compared to 
when it is not. Members who report learning a new piece 
of equipment are more than twice as likely to be a 
Promoter compared to members who do not report this 
uplift. Each of the individual odds is fully adjusted for the 
presence of all other uplifts as well as age, gender and 
visit frequency. This means that the effect of each uplift 
is independent of others. Encouragement from fitness 
staff and fitness staff talking to members are the other 
top two uplifts that increase the odds of being a 
Promoter. These two uplifts, as well as learning a new 
piece of equipment, also significantly reduce the risk of a 
member being a Detractor.

Figure 10. Odds of being a Promoter or Detractor by the 
absence or presence of specific uplifts 

Dirty changing facilities, broken down equipment, having 
to wait in line for equipment and cancelled  classes are 
the specific hassles most strongly related to the odds of 
being a Detractor (Figure 11). These hassles also reduce 
the chances of members being a Promoter along with 
toiletries running out and staff not speaking to them. 
There is one anomaly in the data that suggests that not 
being able to get a locker increases the chances of being
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a  Promoter, however this is a statistical artifact 
due to very small numbers and is not significant. 

Figure 11. Odds of being a Promoter or Detractor 
by the absence or presence of specific hassles

Which specific uplifts and hassles 
most strongly determine the chances 
of being a Promoter?
Figure 12 shows the odds of being a Promoter 
comparing the presence of a specific uplift or hassle 
to their absence. A value of 1.00 indicates no 
difference in the odds of being a Promoter in 
members who report the presence of the particular 
uplift or hassle compared to members who do not 
report it. A value greater than 1.00 means the odds 
of being a Promoter increase and a value of less 
than 1.00 means the odds of being a Promoter 
decrease. The only uplifts and hassles displayed are 
those that are statistically significant and 
independent of all other uplifts and hassles. 
Therefore, the three independent uplifts that 
increase the chances of being a Promoter are 
learning a new piece of equipment, fitness staff 
speaking to members and fitness staff encouraging 
members. By contrast, six hassles are independently 
associated with a reduced likelihood of being a 
Promoter. They are:

• Broken down equipment
• Cancelled classes
• Dirty changing facilities
• Queuing for equipment
• Toiletries running out
• Fitness staff not speaking to members

Figure12. Odds of being a Promoter by the absence 
or presence of specific uplifts and hassles

Which specific uplifts and hassles most strongly 
determine the chances of being a Detractor?
Figure 13 is a repeat of Figure 12 but the odds of being a 
Detractor rather than Promoter are reported. 

The odds of being a Detractor are strongly linked to the 
presence of six hassles that are in descending order in 
Figure 13. Dirty changing facilities increase the risk of 
being a Detractor by a factor of 3.24. Because the 
hassles are independent of each other they are also 
cumulative. The one uplift that reduces the risk of being 
a Detractor by 34% is completing a challenging workout.

Figure13. Odds of being a Detractor by the absence or 
presence of specific uplifts and hassles 

Summary
Having a high NPS is important for club revenues and 
continued referral of new members. This study has 
highlighted how members’ regular club experiences are 
strongly related to them being a positive club Promoter or 
a negative club Detractor and therefore whether they 
would recommend their club to others.

To maximise the chances that members in their first year 
of membership are club Promoters and to minimize the 
chances they are Detractors, you should:
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• Ensure fitness staff regularly communicate with members. They should positively reinforce their efforts to
promote challenging workouts, encourage repeat visits and regular attendance and frequently introduce members
to new pieces of equipment. Systems should be put into place to highlight members who are not being spoken
to during each visit.

• Facilities should meet the highest standards for cleanliness and maintenance, and policies should be in place to
add to equipment if there is any evidence that members need to queue at all.  All efforts should be made to
avoid cancelling classes and if supplied, toiletries should not be allowed to run out.

• Forty nine percent of members in this study reported at least one hassle that they experienced regularly and
found annoying. In addition, 45% of members did not report any regular uplifts. Both of these statistics indicate
considerable opportunities for improving customer experience and increasing the chances members become
positive club Promoters.
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