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Introduction
We have previously reported that members who are club 
Promoters (scoring a 9 or 10 on their NPS® survey) have higher 
retention rates compared to members who are less likely to 
recommend their club to a friend or colleague. Therefore, it 
makes sense to try and better understand what clubs might do 
in order to increase the number of Promoters on their books.

We recently studied the association between the number of club 
hassles and uplifts members experience when they visit and 
found that enjoying challenging workouts, regular changes of 
program, cleanliness and maintenance, preventing queuing for 
equipment and avoiding cancelled classes were all related to the 
Net Promoter Score®. However, a key predictor of being a 
Promoter was whether or not fitness staff spoke to members 
when they attended the club.

Fitness staff communication, for those attending the club, is just 
one means of communicating with members. Given that our 
previous research shows members visit clubs an average of less 
than once per week, only relying on communicating with them 
when they are working out is likely to result in low overall levels 
of communication as part of their relationship with your club. A 
more comprehensive communication strategy needs to 
communicate with members in multiple ways, both when they 
are in our clubs as well as between visits.

The aim of this article is to examine how different 
communication channels are associated with the likelihood of 
being a Promoter. The article will also examine whether the 
communication strategy needs to be tailored to member 
characteristics such as gender, age and length of membership.

Members at various stages of membership were asked to 
complete the NPS question, as well as a series of questions 
about whether they had recently received club communication 
from the following sources:

• Reception staff (face-to-face)
• Fitness staff (face-to-face)
• Telephone
• SMS
• Email
• Social media

What channels of communication are most common 
and who receives them?
Eighty four percent of members reported at least one channel of 
communication. On average members received 1.5 channels of 
communication, with 25% receiving 2 or more channels and 10% 
receiving 3 or more. The level of communication varied little by 
gender, age group, length of membership and average visit 
frequency. The majority of members valued receiving 
communication, with less than 3% reporting not valuing any type. 
The 3 most common forms of communication are face-to-face 
from reception and fitness staff along with email (Figure 1). 
Telephone, SMS and social media are only received by a small 
number of members. Overall, males report less communication 
than females although more than half of males report recent 
email communication (females 44%).

Figure 1. The proportion of males and females receiving each 
communication channel
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Long-standing members and members who use their club 
frequently were more likely to report receiving reception and 
fitness staff communication as well as email communication. 
SMS and social media communication was more common 
among newer members who used their clubs at least 3 times 
per week. 

What communication channels are 
associated with being a Promoter?
Figure 2 displays the ratio of the odds of being a Promoter 
between members who do not receive a specific form of 
communication and those that do. A value greater than 1 
means the odds are higher in the members who receive the 
intervention. A ‘x’ means there is no difference in the odds.

Apart from reception communication, which does not increase 
the odds of being a Promoter, all other channels of 
communication increase the odds of being a Promoter in both 
males and females.

Males and females who report receiving communication from 
fitness staff were 2.4 and 2.3 (respectively) times more likely to 
be a Promoter than members who did not receive any 
communication from fitness staff.

Females who reported that their club communicated with them 
by telephone were 40% more likely to be Promoters whereas 
for males telephone communication increased their chances of 
being a Promoter by 300%.

Social media was associated with a 3-fold increase in the 
chances of being a Promoter, between members who did and 
didn’t report receiving it, with SMS communication associated 
with a doubling of chances.

Females and males who received email communication were 
2.4 and 2.3 (respectively) times more likely to be a Promoter 
compared to members who did not receive any emails.

Figure 2. Odds ratio of being a promoter by communication 
channel in females and males
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What combination of communication 
channels work best for each member 
group? 
A combination of email and social media accompanied by 
fitness communication when visiting maximises the 
chances of being a Promoter in female members 
irrespective of age, length of membership or visit 
frequency (Figure 3).

Fig 3. Communication channels associated with being a 
Promoter in female members

In males a somewhat more complicated picture emerged. In 
younger males (<40 years old), males who had been a club 
member for more than 6 months and male members who 
used their club once per week or less, four channels of 
communication maximised the chances of them being 
Promoters (Fig 4).

Fig 4. Communication channels associated with being a 
Promoter in younger males (<40 years old), males who had 
been a club member for more than 6 months and male 
members who used their club once per week or less.

Fig 5. Communication channels associated with being a 
Promoter in older males (40+) and  males in the first 
6 months of membership.

Finally, in men who attended their clubs more than once a 
week email, social media and fitness communication 
maximised the likelihood of being a Promoter. 
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In older men (40+) and men who were in the first 6 months 
of their membership telephone, social media and fitness 
communication are most strongly associated with being a 
Promoter (Figure 5). In older men email was an additional 
communication channel associated with being a Promoter.

Social Media

Fitness Telephone

Fig 6. Communication channels associated with being a 
Promoter in men who attended their clubs more than 
once a week.
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Can communication improve the chances 
of being a Promoter even when members 
experience hassles? 
We have previously reported that members who report 
frequent hassles when they visit their club (poor 
cleanliness, maintenance, queuing for equipment etc) are 
much less likely to be Promoters. Although clubs should 
always attempt to reduce the number of hassles members 
experience it is not always feasible to eliminate them; 
though it may be possible to limit the harm they cause by 
maintaining good communication with members. 

Figure 7 displays the likeliness of being a Promoter 
according to combinations of hassles and 
communications. In order to examine the interaction 
between club hassles and communication levels a 
multivariable analysis was undertaken to estimate the 
odds of being a Promoter. The odds of being a Promoter 
for each combination of hassles and communication is 
compared to the reference group and a value of less than 
1.00 means the odds are lower (Figure 7).
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In the absence of frequent club hassles the chances of 
being a Promoter go up incrementally with the number 
of communication channels received. When there are 
hassles, the detrimental effect on the chances of being 
a Promoter is completely removed when at least two 
communication channels are received. Given the value 
of social media and fitness communications for all 
member groups, it is reasonable to suggest that these 
two communication channels can still increase the 
chances of being a Promoter even in the presence of 
hassles. 

Figure 7. Odds ratios of being a Promoter by level of 
club hassles and level of communication

Summary
Having a high proportion of Promoters in a club is 
important for revenues and continued referral of new 
members, in fact Promoters are 33% more likely to stay 
members for at least 2 years than the other NPS groups 
(Passives and Detractors).

This study has highlighted the importance of a 
comprehensive communication strategy to increasing 
the number of Promoters a club has. Email, social media 
and fitness communication are important channels that 
significantly increase the chances that members are club 
Promoters. Despite their impact on Net Promoter 
Scores®, less than half of members receive face-to-face 
or email communication and only 1 in 10 members 
receive any communication via social media.  A 
comprehensive communication strategy can even offset 
the detrimental effects on NPS of frequent club hassles.

Recommendations
• Tailor communications to specific member groups 

where possible (namely face-to-face communications, 
email, telephone and SMS). This is particularly 
important for male members, who this research have 
shown have differing preferences dependent on length 
of membership and age.

• Maintaining an ongoing conversation with your 
customers is as important as ensuring your changing 
rooms are clean. Keep operational hassles to a 
minimum and use communication to delight members 
and overcome those issues you can’t resolve.

• Encourage your fitness team to talk to male members. 
We have identified a gap between the proportion of 
male and female members receiving face-to-face 
interactions on the gym floor. Only 33% of male 
members report speaking with fitness staff compared 
to 43% of females. Male members who receive fitness 
staff communication are 2.4 times as likely to be 
Promoters than those who don’t.

Across the board there is a great opportunity to 
increase face-to-face in-club interactions for all 
members, both male and female.

• Develop a comprehensive and varied communications 
plan which is maintained for the life of the membership. 
Social media and fitness staff interaction are 
particularly powerful channels (across all member 
groups) which should be a focal point of your strategy.

• Get all of your members following you on your social 
media channels and ensure you are regularly posting 
engaging content that adds value. Make it part of the 
onboarding process to ensure they have access to your 
online community from day one. 
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