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Introduction

Any successful gym operator knows that reports allow for better decision-making.
Therefore, it stands to reason that the better the reporting the better the decision-
making.

Despite this, the vast majority of fitness operators don’t have clear insight into their data.
They are hampered by gym sales and membership solutions that aren’t fit for purpose
and are woefully behind with practical functionality like accurate sales reporting and
forecasting.

Many of these platforms aren’t actively developed to offer users new features and
cannot deliver best-practice reporting, let alone business intelligence or any kind of
artificial intelligence.

The problem is further compounded by member data being dispersed across the
operator’s digital estate. The wide range of tools available to operators and their
marketing function means member data is fragmented at best. As a result, without
intensive manual intervention, operators cannot have a clear 360-degree’ view of their
data or member behavior.

This inability to create one source of truth for each member is made worse by a lot of
prospect or member data not being recorded at all. In-person conversations, telephone
calls, and inquiries all get lost because front-of-house staff have no process or means to
record that information, let alone a CRM or lead management system in which to create
a contact record.

Missed data, inaccurate data, or irretrievable data all add up to a perfect storm in which
operators are never in control because they’re unable to get a full, or clear, picture of
their prospects or members. Or how, significantly, just how happy their members are.

Considering retaining members is vastly more profitable than winning new members, this
is a problem. Especially with competition in the fitness industry on the rise and the cost
of acquisition increasing along with it.

With insight intrinsically linked to customer experience (and thus retention), building
reports is no longer enough. Or rather, building reports that don’t have any meaning.
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Especially when there is a clear line between an operator's ability to understand the data
within the business and its ability to take action. Building a report is one thing. Extracting
business intelligence from it is another. Being able to take necessary action is critical.

This guide will establish the value of meaningful reports, what they look like, and how to
build them.
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Data: The Lifeblood of Your Fithess Business

The lifeblood of any business is data.

Sure, revenue is important, but without the data, operators don’t know what their
pipeline looks like for the month. Or any month. Some operators have it and some
simply don’t. For this point, we will look at those that don’t.
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g Yvette Adams 98 Enquiry Errol Madron 14/05/2023
e Scott Walker 73 Tour Jerry Carlson  14/05/2023

Q Zera Sharp 69 Enquiry Haley West 14/05/2023

Sales Performance and Target Setting

One critical aspect of data is understanding your sales team's performance. You need to
identify the stars who are consistently "crushing it" and those who may require additional
training and support. This knowledge enables you to allocate resources effectively and
improve your overall sales strategy.

Moreover, data allows you to set realistic and customized targets for your sales team, as
opposed to a generic daily quota. The absence of automated performance tracking often
results in under-performers burdening your top performers. Without data-backed
insights, you risk setting your team up for inefficiency and frustration.

In cases where manual tracking becomes necessary due to the absence of automation,
it's important to note that this method can be error-prone and susceptible to
manipulation. Some individuals may be tempted to alter their numbers to their
advantage, which can harm your business in the long run. Accurate, automated
reporting is your safeguard against such abuse.

Best Practice Series - Building Meaningful Reports With Your Fitness Data 6



At one stage or another, we’ve all known someone who has played it fast and loose with
the numbers and while it might benefit them in the short term, it certainly doesn’t benefit
the business.

Commission Structures

Another crucial aspect where data plays a pivotal role is commission structures for your
sales team. Without accurate and reliable reporting, you can't determine who deserves
the commissions they've earned. This situation forces you to make a tough choice: pay
everyone a standard commission (which may not reflect individual effort) or withhold
commissions entirely, undermining the motivation and performance of your sales team.

Data ensures that rewards are commensurate with effort and results.

Member Retention and Behavioral Insights

Data isn't just about sales and commissions; it also helps you address member retention
and behavioral patterns. Without relevant and comprehensive data, you'll be in the dark
regarding issues like members not continuing past their trial period. While you might
have a general sense of this problem by being on-site, without proper tracking, you
cannot benchmark, test strategies, and iterate approaches to tackle it effectively.

The more data you have access to, the more granular your insights become. With
detailed member behavioral data, you can uncover patterns of customer frustration
quickly. For instance, quality data might reveal that members tend to quit around the
same day every month. By correlating this with other internal and external factors, you
can identify the causes and effects of these patterns. This deeper understanding
empowers you to devise targeted campaigns, plan events, and introduce engaging
services to reduce these negative behavioral patterns.

In essence, your ability to interpret and act upon data can make the crucial difference
between your fitness business merely getting by and thriving. Data-driven decision-
making can propel your fitness center to new heights and ensure long-term success.

By recognizing data as the linchpin of your fitness operation, you'll be better equipped to
harness its power and steer your business toward prosperity.
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Historical Data vs Real-Time Data: Leveraging
Insights for Your Fithess Business

Your fitness business is a treasure trove of data, and it comes in two essential forms:

historical data and real-time data. Understanding the distinctions between these data
types and how to leverage them is key to making informed, data-driven decisions for
your operation.

Historical Data: Unveiling the Past

Historical data, as the name implies, is a record of past events and member interactions.
It's akin to a time machine that allows you to look back and understand the journey your
members have taken within your fitness center. First-party data, essentially the historical
data you've collected over time, serves as a valuable asset. It's a growing repository of
actions, behaviors, and preferences demonstrated by your members.

The best part is that historical data is a goldmine for making predictions. You hear us
right. Predictions. In the truest sense of the word.

By analyzing this data, you can uncover recurring patterns. For instance, you can identify
habits like regular gym attendance or repeated class bookings, which are strong
indicators of specific behaviors that can be mapped and predicted.

When you have behaviors you can predict with a high degree of accuracy, you gain a
significant advantage in crafting tailored marketing messages, making personalized
recommendations, and, in some cases, foreseeing when a member might decide to
discontinue their membership (attrition prediction).

We’ll caveat that by saying this is possible when you have the right tools at your disposal.
This leads us to our next point.

Historical data is a powerful tool for training Al-assisted engagement tools. Artificial
intelligence can delve into your historical data, analyze every member's behavior, and
create predictive models based on those insights. These Al models can not only flag
which members are likely to cancel their membership but also provide estimates of when
this might occur. Additionally, Al can identify members who are more inclined to upgrade
their memberships or sign up for personal training services.
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The ability to predict member behavior based on historical data is invaluable for
maintaining stable revenue and effectively managing the overall member experience. It
empowers you to proactively address member needs, reduce churn, and drive business
growth through personalized engagement.

Your SMS Content

Insert Tags

Insert merge tag V Insert merge tag

Choose Template Person
Email
First Name
Last Name
Phone
Message
Staff
Email
First Name
Last Name
Phone

Tour
Tour Date
Tour Time

Save as Template Send SMS

v

Rita Loxley
(555) 555-1234

Hi Rita, this is Adam from Olympic
Fit. We miss you! How does 10% of
your annual membership sound?

Real-Time Data: Navigating the Present

In contrast to historical data, real-time data provides a live stream of information, offering
insights into what is happening at this very moment within your fitness center. This data
is the pulse of your business operations, giving you a real-time understanding of
member interactions, sales, and overall performance.

Real-time data, as defined by Splunk, is data that is available as soon as it’s created and
acquired. Rather than being stored, data is forwarded to users as soon as it's collected
and is immediately available — without any lag — which is critical for supporting live, in-
the-moment decision-making.
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Real-time data is instrumental in immediate decision-making. It allows you to respond
promptly to trends, issues, and opportunities as they unfold. For example, it can help
you optimize class schedules, allocate staff where needed, and adjust promotions in real
time to maximize revenue. Where real-time data wins out over historical data is it
reduces missed opportunities as you’re able to strike while the proverbial iron is hot.

Combining historical data with real-time data is a potent strategy. Historical insights
guide your long-term planning, while real-time data informs your day-to-day tactics. A
harmonious blend of both types of data empowers you to adapt and evolve your
business to meet member demands and industry trends effectively.

Where the two data types sync, the historical data allows you to verify the insights
you’ve gleaned from the real-time data. Especially if you’re trying to predict member
behavior or if you’ve identified an emerging trend. Historical data can help to give that
some context, especially if there’s evidence of that trend happening before.

By harnessing the full potential of both historical and real-time data, you equip your
brand with the tools it needs to thrive in a dynamic and competitive industry. Utilize
these data-driven insights to stay ahead of the curve, provide exceptional member

experiences, and foster long-term success.
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Visual Reporting: The ECG of Your Fithess
Business

If data is the lifeblood of your fitness business, then visual reporting is the equivalent of
an electrocardiogram (ECG). While spreadsheets filled with numbers can be informative,
the true power of data lies in how well you can understand and act upon it. Visual
reporting takes your data to the next level by making it not just informative but highly
accessible.

Visual reporting is the bridge between raw data and actionable insights.

While text-based reports and extensive spreadsheets have their place, they can pose
significant challenges. Parsing through rows and columns of numbers can be
cumbersome and time-consuming, making it difficult to spot emerging trends or pinpoint
issues that require immediate attention. This is where visualizing your data comes into

play.

Spotting Trends and Identifying Issues

Visualizing your data, especially the key metrics crucial for your fitness business,
simplifies the process of spotting both problematic areas and upward trends. Clear and
intuitive visual representations, such as charts, graphs, and dashboards, offer a quick
overview of your business's health and performance. With the right visual tools, you can
effortlessly identify where things are going well and where improvements are needed.

Visual reports not only help you stay ahead of potential issues but also empower you to
capitalize on opportunities. However, for visual reporting to be truly effective, the data
must be reliable and real-time. As we've already discussed, historical data is invaluable
for long-term planning, but the ability to access live data in real time is essential for
operators to make immediate decisions, whether it's addressing an issue or seizing an
opportunity.
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Key Metrics You Need At Your Fingertips

These include, but are not limited to:
e At-Risk Members

o The ability to identify members who may be at risk of leaving, enables you
to take proactive steps to retain them.

e Revenue Opportunities

o The ability to identify members that may be receptive to ancillary offers
and upgrade packages.

e |eads

o Visual reporting allows you to track the number of leads generated and
their attributed source, giving you insights into your campaign performance
across a variety of mediums.

e (Conversions

o So you can monitor the conversion rates across campaigns and/or
channels, revealing how effectively your strategies are turning leads into
paying members.

e Revenue

o Tracking revenue through visual reports provides a real-time view of your
club’s or group of clubs’ financial health.

e Team performance

o A leaderboard with accurate conversion and activity metrics for each
member of the Membership Sales team.

Perhaps the most significant benefit of visual reporting is that it eliminates guesswork.
With reliable and easily accessible data presented in a visually appealing manner, you
can make faster and more informed decisions. Time is money after all.

This transformation in the decision-making process leads to better business outcomes
and a more agile response to challenges and opportunities.
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It transforms data into a tangible, understandable form, making it a critical tool for fitness
operators to monitor and optimize their business operations. By leveraging visual
reporting, you ensure that you have your finger on the pulse of your fitness center,
allowing you to make informed decisions that drive success.
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Understanding Data Sources: The Foundation of
Informed Decision-Making

You've likely come across terms like zero-party, first-party, and third-party data, if not
then we’ve got you covered. These classifications not only define where data originates
but also serve as indicators of its reliability and ethical sourcing. Fitness operators need
to comprehend the distinctions among these data sources to make informed decisions
and protect their business.

Third-Party Data: A Risky Proposition

Generally speaking, third-party data isn't something you should actively seek or rely
upon for your fitness business. The primary concern with third-party data is the inability
to verify its origin and ethical collection methods. With stringent regulations like GDPR in
place, dealing with third-party data can pose a significant risk to your business. The
potential legal and ethical pitfalls outweigh any benefits.

First-Party Data: Your Goldmine of Insights

First-party data is the treasure trove of information collected from your members'
interactions with your fitness center. Whether it's tracking gym attendance, class
enrollments, or email link clicks, this data offers invaluable insights into member
behavior. It provides a real-time, minute-by-minute record of everything your members
do within your facility.

First-party data is exceptionally useful for identifying shifts in member behavior. Whether
it's a growing interest in a new sport or a waning enthusiasm for attending classes, first-
party data equips you to pinpoint these changes. This, in turn, presents opportunities for
engagement: upselling members showing interest in new activities and addressing
attrition factors for those losing interest.

Zero-Party Data: Preferences, Trust, and Personalization

Zero-party data is the information that members willingly provide to your fitness center.
This includes demographic data collected at sign-up, as well as fitness goals,
preferences, and insights shared through surveys and questionnaires. Zero-party data is
not only informative in terms of preferences and intent; it's a testament to trust.
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When members divulge personal information, fitness goals, or any other personal
details, they are placing their trust in your business to use this data responsibly. The
majority of consumers are willing to share personal and behavioral data if it results in a
more personalized experience.

According to Hubspot, 76% of consumers get frustrated when they can’t find a
personalized experience. And 49% state they will become repeat buyers after a
personalized experience.

This means you’re in a position to ask what your members think regularly. Providing
you’re willing to listen to what they have to say and act on it. Nothing destroys trust
faster than asking the opinion of paying customers and then either ignoring the feedback
or making excuses.

That aside, zero-party data is a record of your members’ intent, ranging from what
classes or sports they’re interested into what their fitness goals are. This information is
useful for two reasons. Firstly it gives you plenty of marketing opportunities. Secondly, it
helps you to identify trends within your membership base and to plan accordingly
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The Power of Blending Zero-Party and First-Party
Data

One of the most valuable aspects of data management in your fithess center is the
intersection of zero-party and first-party data. This merging of intentional member input
with real-world actions opens a treasure trove of insights, offering a deeper
understanding of member behavior.

Stated Intentions vs. Actual Actions

Blending zero-party and first-party data allows you to compare what a member has
declared as their intentions with their actual behavior. In other words, it brings together
theoretical behavior (what members say they'll do) with practical behavior (what
members do). This convergence provides you with an authentic understanding of your
members' motivations and actions.

Pooling your data in this manner simplifies the process of segmenting your member
data. The more data points you have at your disposal, the deeper your insights become.
For instance, if a significant percentage of members express interest in spin classes but
never sign up or only attend the first session, that's a red flag. This disconnect hints at
an issue that demands your attention.

Identifying Patterns and Solutions

By analyzing this data, you can look for correlations across your class schedule, staffing
rotas, and other factors. This data-driven approach helps you uncover potential issues in
your fitness center. While it may not always be feasible to address every problem,
understanding why members state their preferences but fail to act is vital.

Without harnessing the combined power of zero-party and first-party data, you remain in
the dark about key aspects:

e Your Members

You won't truly know who your members are, what they want, and what drives them to
engage with your fitness center.
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e Member Happiness and Satisfaction

Measuring member happiness and satisfaction becomes challenging without
comprehensive data.

e The Health of Your Gym Community

Without a clear understanding of member interactions, you can't gauge the health and
vitality of your gym community.

e Meeting Member Expectations

You'll struggle to assess how effectively your fitness center meets member expectations,
limiting your ability to adapt and excel.

Delivering a Best-in-Class Member Experience

Leveraging the combined strength of first-party and zero-party data is the key to gaining
the level of insight needed to provide a truly personalized and best-in-class member
experience. It empowers you to connect with your members on a deeper level, anticipate
their needs, and tailor your services and offerings to align with their preferences.

In summary, the synergy between zero-party and first-party data is the linchpin of
successful fitness center management. It enables you to not only understand your
members but also to continuously enhance your services, strengthen community bonds,
and deliver experiences that keep members coming back for more. By harnessing this
valuable data synergy, you position your fithess center for long-term success and
member satisfaction.

The information below might come across as a bit of an aside, however, Member
Experience and how to measure it and capture its sentiment is probably the most
important ‘meaningful report’ you can build.

Elevating Member Experience: The Key to Member Loyalty

Enhancing the member experience is not just a goal; it's a strategic imperative. The
happier and more loyal your members are, the stronger your fithess center's position in
the market.
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Retaining members is not only cost-effective but also a testament to your commitment
to their well-being and satisfaction.

Why Member Loyalty Matters

With external influences constantly testing member loyalty, it's crucial to go the extra
mile to deliver an exceptional membership experience. Replacing members who leave
can be a costly and time-consuming endeavor. Therefore, nurturing loyalty among your
existing members takes precedence.

Understanding What Matters to Your Members

Effective member experience management begins with understanding what truly matters
to your members. This understanding goes beyond mere relevance. While a product or
piece of content may be relevant to a member, it may not hold personal significance.
Knowing what matters to your members allows you to tailor an experience that
resonates with their individual needs and preferences.

The Power of Data in Tailoring Experiences

Your arsenal for creating unique and personalized experiences is fortified by the wealth
of first-party and zero-party data you've collected from your members. This information
sits, ready to be harnessed, and forms the bedrock of effective member experience
management.

"&/Get Fit Now! Limited-Time Offer Inside! £
Hey there,

@ Create

Mark your calendars for September and make sure to sign up for our
newsletter to be at the forefront of this incredible journey. We can't wait

to see you on the pickleball court! 3
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Leveraging this data enables you to create a customized experience that speaks directly
to each member. Whether it's suggesting tailored fitness programs, nutrition plans, or
event invitations, your ability to personalize the member journey is only limited by your
creativity.

Measuring the Impact of Member Experience

However, it's not enough to simply create personalized campaigns and hope for the
best. To ensure you're on the right track, you need to be able to measure the impact of
these efforts.

While it's crucial to assess how well your campaigns perform in terms of engagement
and conversions, it's equally important to understand their effect on member happiness
and loyalty.

Membership Dashboard
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Capturing Member Satisfaction and Loyalty

Quantifying member happiness and loyalty is more complex than tracking campaign
metrics.

It involves ongoing feedback collection, surveys, and analysis of behavioral data. By
regularly monitoring member sentiment and behavior, you can gauge the success of your
personalized campaigns in terms of creating a more loyal and satisfied membership
base.

Member experience management is a multidimensional endeavor that not only keeps
your members engaged but also cements their loyalty. The ability to understand what
matters most to each member and translate that understanding into a personalized
journey is a hallmark of a successful fitness center.

One of the most effective ways to gauge the happiness of your general membership
population is through NPS surveys.

Net Promoter Score

Net Promoter Score, or NPS, is a globally recognized measure of customer experience
and a predictor of business growth. It serves as a robust way of measuring the overall
satisfaction of your members.

How likely are you to Recommend Olympic Fit to a
friend?

Not likely Extreme likely

What is the most important reason for your score?

Enter your comment

NPS Survey

Members
Serves an NPS survey to a new member and

follows up with PT offer if they score 9 or 10.

@ Oswald Freeman ©

Action 1

ﬁ Maia Covington @
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An NPS score is calculated by posing a key question that can be reasonably used to
measure your overall performance and then asking members to score your gym between
0 and 10.

For example - Using a 0-10 scale, how likely are you to recommend our gym to a friend
or colleague?

Responses are grouped as follows:

e Score: 9-10 - Promoters

These members are your biggest fans. They’re loyal and enthusiastic about your brand.

® Score: 7-8 - Passives

These members are satisfied with their experience and generally enjoy going to your
gym, but they aren’t enthusiastic. These members could be vulnerable to a competitor's
introductory offer.

® Score: 0-6 - Detractors

These members are unhappy, or at least not happy enough to have anything positive to
say. These members could damage your brand through negative word-of-mouth.

Calculating your NET Promoter Score

Subtract the percentage of Detractors from the percentage of Promoters to calculate
your Net Promoter Score.

The lowest score possible is -100 (if every customer is a Detractor) and the highest is
100 (if every customer is a Promoter).

NPS = (Percentage of Promoters) - (Percentage of Detractors)
The Significance of NPS: Understanding Member Loyalty

Asking your members to complete an NPS survey holds substantial value for a few
compelling reasons. It's a simple and effective tool that provides deep insights into
member loyalty and satisfaction.

e Universally Recognized and Easy to Understand

The NPS survey is widely recognized and understood by consumers. When you ask your
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members to participate in an NPS survey, they typically know what's being asked of
them. This familiarity contributes to a higher response rate as the concept is
straightforward and doesn't overwhelm them with numerous questions.

e Measurable and Actionable

NPS is not just a subjective sentiment; it's highly measurable. It quantifies member
sentiment in a way that's easy to comprehend. With NPS, you can see the percentage of
members who would enthusiastically recommend your fitness center (Promoters) and
the percentage of those who wouldn't (Detractors).

e Data-Driven Action Plans

When you collect NPS data, you're not just gathering feedback for the sake of it. You
can transform that feedback into actionable insights. If you've requested additional
information in your survey, you can compile that data into a comprehensive action plan.
This plan outlines the steps needed to address concerns and further improve the
member experience.

e Personalized Member Engagement

Moreover, if you know which members responded to the NPS survey, you have the
opportunity to engage with them on a more personal level. You can reach out to these
members to gather more in-depth information about their feedback and concerns. By
doing so, you demonstrate your commitment to enhancing their experience and address
their specific needs and expectations.
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Types of Data and Where to Find Them

Thanks to the modern age, your business constantly hoovers up first and zero-party
data. Any interaction your members or prospects have with your brand is recorded in
some way, whether that’s via your website, email, or social media accounts.

The trick is accessing that data and leveraging it to your advantage. The more data you
have available to you, the easier it is to create business intelligence reports and gain
revenue-generating insight.

There are four main types of membership data.

Basic data

Interaction data
Behavioral data
Attitudinal data

Data
@ Your website Blog articles
Your brand Content
tone of voice - e optimisation
-
=
Your prompts Social media
Keepme posts
Creator
Web data Sales emails
Member
engagement
emails
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Basic Data

Basic data includes:

Name

Address

Email

Phone number
Social media handles
Gender identity

Age and birthday
Race and ethnicity
Occupation
Pre-existing health conditions
Disabilities

Allergies

Interaction and Engagement Data

Interaction and engagement data includes:

Website visits

Click-through rates (CTR)

Bounce rates

Conversions

Ad engagement, like reach, clicks, and interactions

Social media posts and video engagement, including likes, comments, and shares
Email engagement, link clicks, forwards, and bounce rates
Gym visits

Classes booked

Preferences

Fitness goals

Survey/questionnaire responses
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Behavioral Data

Behavioral data includes:

Membership duration

Membership spend

Membership renewals and cancellations
Purchase history online

Abandoned shopping carts

In-person purchase history

Average spend

Classes attended

User duration on your site

Visit duration in the gym

This is by no means an exhaustive list and doesn’t include things like geolocation,
although this is only relevant for members who are likely to visit more than one gym
within a franchise or chain.

The good news is that a lot of this data all sits within your tech stack in one form or
another. Much of the basic data, for example, should lie within your member records.
Interactions and engagement sit within your website, email, and gym management
software.

If, however, you can’t access that data or, more specifically, consolidate that data then
it’s rendered all but meaningless. Not least because any manual intervention on your part
will be far too slow to be effective.

Consider how long it would take to manually export each data set, and then turn it into a
single document - without any analysis of that document.

Now consider how many of your members visit the gym in that time and how much more
data they’ve created in doing so.

Meaning doesn’t just come from the data it comes from the ability to act on it. This
realistically brings us back to the need for the right tools and technology at your
fingertips.
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Al in Reporting: Transforming the Fithess Industry

Artificial intelligence (Al) is the invisible force driving an ever-increasing portion of the
technology we rely on in our daily lives. It's integrated into everything, from the
algorithms powering our favorite search engines to the personalized playlists on our
music streaming services. The impact of Al on our lives is profound, and the fitness
industry is no exception.

The Undeniable Power of Al

The potential of Al to enhance both reporting and communications within fitness centers
cannot be overstated. It's not a luxury but a necessity for staying competitive in a rapidly
evolving industry. Fithess operators must explore how Al can provide deeper insights
into their business performance, or risk being left behind by those who embrace this
technological leap.

We say ‘leap’, but the truth is, it’s no longer a leap at all. It’s here and it’s already being
used by many of your competitors.

Unlocking Deeper Insights. Faster.

One of the standout advantages of Al in reporting is its ability to uncover deeper
insights. By processing vast amounts of data at incredible speeds, Al can identify
patterns, trends, and correlations that you simply cannot do manually.

Well, you could...but by the time you’ve done that the intelligence you’ve gleaned is no
longer relevant and you’ve missed your opportunity to act. Then inevitably you start the
process again on a new set of data. Take too long to figure out what it’s telling you and
you’ve missed out on another opportunity, and another and another. It’s a vicious cycle.

Time Efficiency: A Precious Resource

Al’s capability enables fitness centers to gain a more comprehensive understanding of
their operations, member behaviors, and market dynamics but perhaps its greatest
selling point, if you’re not sold on it yet, is that it delivers it at a speed that means
something.
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Al isn't just about delivering profound insights; it's also a time-saving asset for your
team. When Al optimizes reporting processes, it frees up time. This reclaimed time can
be channeled into revenue-generating activities such as closing deals or providing in-
person engagement with your members.

The Core Goal: Happy, Loyal Members

In the fitness industry, the ultimate goal is member satisfaction and loyalty. Happy

members are less likely to churn, which is why the efficiency and insights provided by Al
are invaluable.

By automating and streamlining reporting tasks, you can dedicate more effort to
enhancing the member experience, addressing their needs, and tailoring your offerings
to meet their expectations.

WELCOME BACK JAMIE!

Our Member Journey

Qo—0o——0@ =

Free Trial 30th visit

Joined Discount

Member Renewal Status &

@ @ Jamie Smith (@)

a Lorelei Jordan (@)

Al in reporting is a transformative force that fitness operators can't afford to ignore. It
offers not only a competitive edge but also the means to understand and serve your
members better. Harness it and you ensure that your brand remains relevant, efficient,

and capable of delivering exceptional member experiences that promote loyalty and
long-term success.

Happy members don’t leave.
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The Search for Meaning: Transforming Data into
Action

Generating reports is a common practice, but it's only truly worthwhile if those reports
lead to actionable insights. Reports that offer no more than a vague hunch or gut feeling
are a waste of your valuable time and can indicate a fragmented and inefficient tech
stack within your fithess center.

The Power of Data Consolidation

At the heart of effective and meaningful reports lies data consolidation. We’ve already
covered this, but it warrants saying it again. Having all your data in one centralized place
is not just convenient; it's essential for covering the basics.

For example, you need to know which members are at risk of canceling their
memberships and whether your sign-up rates are surpassing attrition rates.

The Existential Threat of Unmeasured Attrition

The ability to accurately measure the gap between attrition (members leaving) and
acquisition (new members joining) is not just a matter of convenience; it's a critical
component of your fitness business's survival.

The Consequences of Slow Reporting

If you find yourself comparing and contrasting reports, whether done manually or across
different systems, it's a telltale sign that your fitness business is moving too slowly.

The modern fithess industry operates at a fast pace, and any delay in obtaining essential
data can hinder your ability to respond effectively to challenges and opportunities.

The Danger of Unmeasured Attrition

Without a clear understanding of how many gym members you're losing and the rate at
which they're departing, you're essentially navigating in the dark. This lack of insight
poses a significant obstacle to planning for growth and implementing effective attrition
prevention strategies.
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Uncovering the 'Why' Behind Attrition

However, it's not sufficient to merely know that members are leaving; you must also
comprehend why they choose to depart. This understanding is the essential in
addressing the root causes of attrition effectively.

Automated Processes and Proactive Intervention

The ultimate goal is to establish automated processes that not only measure attrition
accurately but also provide the means to predict it, and of course report on those
predictions.

Predictive analytics and advanced reporting tools can give you insights into member
behaviors that indicate attrition you can get in front of. In some cases long before the
member(s) is aware of their potential for leaving is realized.

Armed with this knowledge, you can intervene proactively to modify member behaviors,
ultimately reducing attrition rates and improving member retention.

The Guiding Principle of Meaningful Reports

Every report you generate should be closely tied to a specific objective or metric and
should align with your broader business goals. This guiding principle ensures that your
reports have a clear purpose and provide insights that are actionable and relevant to the
success of your fitness center.

Another Way Data Silos Are Holding You Back

Let’s look at email marketing. Many businesses, regardless of industry use the likes of
Mailchimp to run their email campaigns. Most don’t even use the full suite of capability
with the platform but are content to pay the price to run it, because the interface is easy
to use. The point is, that many will happily run their campaigns from a separate system
to their member data because of what they perceive to be convenience.

This feeling of convenience is a lie that people tell themselves. And many fitness
operators are guilty of it.

The truth is, it might give you a short-term advantage in the earliest stages of designing
an email but that’s where the convenience begins and ends.
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It's not enough to measure how many members opened or clicked on your emails. While
these basic metrics provide some insight, the real value comes from understanding the
subsequent actions that these clicks trigger.

It's not about the click itself but the journey it sets in motion, whether it leads to ancillary
sales, membership upgrades, or other desired outcomes.

If you have a separate email program that's not integrated or built into your member
management system, CRM, or lead management system, you're missing a vital piece of
the puzzle. You are allowing a disconnect of data and creating a bottleneck of analysis
that realistically you don’t have the manpower or man-hours to assess effectively.

This is where the convenience lies in sticking it to you.

This separation creates silos of information, preventing a holistic view of member
interactions.

Integrating your email program with your central data ecosystem provides a unified view
of member behavior. You can trace the journey from email interaction to the desired
outcome, be it a new membership sign-up, a personal training booking, or participation
in a special event.

This cohesive approach enables you to maximize the impact of your email marketing.
You can tailor your messages, timing, and content based on a member's past behavior,
preferences, and engagement history. The result is not just better open rates or click-
through rates, but a boost in revenue and member satisfaction.

Defining Success and Building Reporting Around It

The key to creating meaningful reports is defining the success of every activity within
your organization. This success is not limited to mere data points but encompasses how
each activity contributes to your business's overall objectives. Once you've identified
success criteria, you can develop reporting mechanisms that align with and measure
progress toward these goals.
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Constructing Comprehensive Reports: The
Essence of Objectives and Reliable Data

Building effective reports is a cornerstone of data-driven decision-making within the
fitness industry, and it hinges on two key elements: setting clear objectives and
harnessing dependable data. With these foundations in place, you can create reports
that are not only informative but also actionable.

For instance, let's examine a sales report in the context of a fitness center's
performance. A mere tally of new member sign-ups may seem straightforward, but the
real value of such a report lies in the nuanced insights it provides.

To gauge the true impact, you must delve deeper.

e (Calculate Expenditure: Assess the cost of acquiring new members by factoring in
expenses related to lead generation, such as paid ads, website development,
content creation, and inquiries.

e Retention and Top Performers: Understand your member retention rate and identify
the top-performing team members responsible for converting leads into members.
Moreover, recognize those who might require additional support or training.

e Multiple Elements of Conversion: Consider the multitude of factors that play into
converting a prospect into a paying member, such as the inquiry process,
engagement with sales staff, nurture sequences, tour attendance, follow-up emails,
and incentives.

Incorporating all these elements into your reports provides a comprehensive
understanding of the entire conversion process, enabling you to make informed
decisions. Furthermore, centralized data collection allows for quicker and more effective
analysis, answering critical questions and, importantly, prompting further exploration of
data from various angles. This commitment to meaningful reports empowers you to gain
deeper insights and take targeted actions to enhance your fitness business.
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Clear Objectives and Reliable Data: The pillars of effective
reporting.

A sales report should go beyond counting new member sign-ups and delve into the
nuances.

e Evaluate Expenditure: Factor in the expenses associated with lead generation to
calculate the cost of acquiring new members.

e Retention and Recognition: Identify the member retention rate and acknowledge
top performers in your team, while providing support to those who need it.

e Multifaceted Conversion: Consider all the components that influence converting
prospects into members, from initial inquiries to tour attendance and follow-up
sequences.

e Comprehensive Reporting: Integration of these elements results in a
comprehensive report that informs decision-making and enables further
exploration.

This approach, however, isn't limited to member acquisition. Different types of data are
required to evaluate class performance or assess member engagement, and your ability
to access, analyze, and act on this data is central to your fithess center's success.
Meaningful reports are the driving force behind evidence-based decision-making,
ensuring your fitness center continues to thrive in a competitive industry.

Meaningful Reports

As an operator trying to do business in an increasingly competitive space, you need to
make decisions with confidence.

Some operators, in the absence of information, opt for belligerence, choosing to ignore
the problem, rather than understand it. This can prove very costly both in the short and
long term.

Any lack of understanding is an opportunity to learn but you have to be willing to do the
work and ask the right questions. The data is there.

Just as members don’t get in shape just by thinking about attending the gym, operators
don’t dominate their market by guessing.
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Your ability to consolidate your data, and analyze it is vital to your ability to make
effective and timely business decisions.

You cannot derive meaning if you have to access and export data from multiple sources.
And if you can, it’ll be too late to do anything with it.

Creating Reports

Having all your data in one place allows you access to key reports that you need and
create custom reports so you can drill down into the minutia should the need arise.

Fundamentally, on the sales side, you need to see the status of every lead in your
business. You need to know which leads are likely to close and which are not.

You also need to be able to see leads vs sales and the conversion rate, where your leads
are coming from, and general activity from your sales team.

Beyond that, at a most basic level, you should be able to generate sales reports that
include:

e Sales Overview (by Location)

Leads added
Sales
Conversion rate
Calls made
Emails sent
SMS sent

Tours booked
Tours completed

c O O O O O O O
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e Sales Performance

Sales

Leads

Conversion rate
Engagements by channel
Tours booked

Trials booked

Team sales performance

c O O O O O O

e Sales Analysis

New leads / New leads MTD

Sales / Sales MTD

Lead to sales % / Leads to sales MTD %

Cancellations / Cancellations MTD

Calls completed / Calls completed MTD

Appointments made / Appointments made MTD

Call to appointment % / Call to appointment % MTD
Appointments completed / Appointments completed MTD
Appointment sales / Appointment sales MTD
Appointment to Show ratio %

Appointment to Show ratio MTD %

Walks in / Walk-ins MTD

Walk-in sales / Walk-in sales MTD

Walk-in sale conversion % / Walk-in sale conversion MTD %
Trials / Trials MTD

Trial to Sale conversion % / Trial to Sale conversion MTD %
POS referral leads / POS referral leads MTD

Referral leads / Referral leads MTD

Referral leads to Sale % / Referral leads to Sale MTD %
Emails sent / Emails sent MTD

SMS sent / SMS sent MTD

c o o o o o o o o oo 0 o o o o o o o o o

e Sales Calls lists

Of course, sales are only half of the equation. You need a clear understanding of how
your members are behaving, notably around retention and churn.
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You need to be able to monitor, at a glance, which members are at a low, medium, or
high risk of leaving. But more than that you need to be able to spot problems early, and
engage with members to sustain their membership.

The ability to spot the sudden absences of members who are normally among your
regulars can allow for interventions to prevent cancellations. Tracking member
milestones makes it easier to engage with members, celebrate their achievements, and
make them feel valued and seen.

Other things you should be able to report on are:

e Member Insights

Membership plans
Retention
Bookings

Classes

Activities

c O O O O

e Member Overview

Total number of members
Active members

Frozen members
Canceled members

New joiners

MRR

Net monthly movement
Average weekly attendance
Length of stay

Length of membership
Average yield per member
Retention

Attrition

Average score

c 0 o o o o 0o o 0 o O o0 o o
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e New Joiners

Name

Gender

Age

Member type

Member plan

Email

Phone

Price

Expiry data

Retention score

Last visited

Average weekly attendance
Total attendance - first month
Total attendance - three months
Membership duration
Members call lists

o o o 0o o o O o 0 0o o 0o O o o0 o

You also need to keep track of your campaign performance across sales and
membership activities, including:

Campaign name
Delivery rate
Opens

Open rate
Clicks

Click rate
Unsubscribes

Finally, you also need to be able to keep track of your NPS scores, reporting as

frequently as you feel you need. The more frequently you check your NPS the faster you

can react to any detractors you may have and respond to their feedback.
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Bespoke Reports

The examples listed above are the basics your business needs to function. But what if
you want to dig deeper? Knowing how many members attend your gym each day is
useful but there’s more insight to be gained.

Knowing how many tours have been booked is great but not all that useful in isolation.
You need to know the specifics.

When the lead was contacted
Tour Status

Tour booked

Tour completed (or not)
Salesperson involved

Maybe you want to keep it simple and catch all the leads across all your fitness centers
that haven’t been assigned to anyone. The data allows you to do that.

You just need to specify:
e \enue (all)
e Salesperson (unassigned)
e |ead Status (Enquiry)

That will quickly give you all the leads across the entire business that haven’t been
assigned to a salesperson yet.

Tweak the fields slightly and you can find out which of your sales team haven’t followed
up on the leads that have been assigned to them.

Or what about identifying particular interests in your leads so you can drop them into a
personalized nurture campaign? This will also help you to assess demand based on your
incoming members.

That report could include:

Gender
Age
Interests
By Audience
o Inquiry
o New members
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o Strong leads

Every data point you collect should be a data point you can create a report around. This
makes it easier to predict demand, and opportunities for upselling, and manage the
capacity of your team including personal trainers and nutritionists.

Let’s look at the membership side of the business. Sure, keeping track of retention and
attrition is useful but remember the member experience.

The more you can demonstrate to your members that you know, understand, and care
about them, the happier they will be and the more engaged they will become.

So let’s look at some gym member behavior and dig into the data. What if you want to
know how well your Yoga classes are performing?

Your report needs to include:

Activity name
Activity booked
Activity booked date
Members attended
Class type
Attendance over time

Maybe you want to factor in milestones to keep track of your most engaged yogis. Or
any follow-up spend on Yoga products.

If the data is within your business you should be able to leverage that data to understand
everything that’s happening in your fitness center. And take action should you need to.

A final example is attendance. Your membership engagement tools should already flag if
any of your regulars suddenly stop showing up. However, it may be useful to build a
report that looks at the frequency of visits. Identifying these members makes it easier to
reward them or enroll them in a loyalty program.

So this recipe would include:

Gender

Age

Membership type (contract or rolling)
Contract end date

Average attendance (weekly)
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Total attendance
Activity name
Activity booked
Activity attended
Retention score
Venue

This will give you a comprehensive overview of which members attend your gym the
most, as well as the duration of their membership.

Gender and age are useful partly from a demographic perspective but also if you’re
planning on creating a personalized loyalty program, this will help you devise appropriate
incentives.

You could further enrich this report by adding in interests and any data you have on
product purchases in the gym store.
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Handy Formulas

In the world of gym management (and revenue optimization), several key formulas play a
pivotal role in evaluating performance, understanding customer behavior, and making
smart business decisions. Here, we present some essential formulas that every gym
owner or manager should be familiar with:

Customer Acquisition Cost (CAC)

Customer Acquisition Cost (CAC) is calculated by dividing the total cost of acquiring
customers by the number of new customers acquired during a specific period. The
formula for calculating CAC is:

CAC = Total Cost of Sales and Marketing / Number of New Customers Acquired

Here's how to calculate CAC step by step:

1. Total Cost of Sales and Marketing: Sum up all the costs associated with your sales
and marketing efforts during a specific period. This includes expenses such as
advertising, marketing campaigns, salaries of sales and marketing teams, software
tools, and any other costs directly related to customer acquisition.

2. Number of New Customers Acquired: Determine the number of new customers or
clients you acquired during the same period.

3. Divide the Total Cost of Sales and Marketing by the Number of New Customers
Acquired to calculate your CAC.

For example, if you spent $10,000 on sales and marketing in a given month and acquired
100 new customers during that same month, your CAC would be:

CAC = $10,000 / 100 = $100

So, in this example, your Customer Acquisition Cost (CAC) is $100 per new member.
This metric helps businesses understand how efficiently they are spending their
marketing and sales budgets to acquire new customers. Lower CAC values generally
indicate more cost-effective customer acquisition strategies.
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Try Our CAC Calculator )

Currency selection Marketing salaries Total Ad spend

€ v 200.00 | @ 10 2@
# Members acquired Tools & other costs

16 o | @ 500 o | €@

Your CAC = €44.38

Click here to access live calculator

Member Retention Rate

Member Retention Rate is calculated by dividing the number of members at the end of a
specific period (typically a month) by the number of members at the beginning of that
period and then multiplying by 100 to express the rate as a percentage. The formula for
calculating the Member Retention Rate is as follows:

Member Retention Rate = [[Number of Members at the End of the Period - New
Members Acquired During the Period) / Number of Members at the Start of the
Period] * 100

Here's how to calculate the Member Retention Rate:

1. Number of Members at the Start of the Period: Count the total number of members
you had at the beginning of the period you are measuring.

2. Number of Members at the End of the Period: Count the total number of members
you have at the end of the same period.

3. New Members Acquired During the Period: Determine how many new members
were acquired during the same time frame.

4. Use the formula to calculate the Member Retention Rate by substituting the values
into the equation.

For example, if you had 500 members at the start of the month, acquired 50 new
members during that month, and ended the month with 450 members, you can calculate
the Member Retention Rate as follows:
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Member Retention Rate = [(450 - 50) / 500] * 100 = (400 / 500) * 100 = 80%

So, in this example, your Member Retention Rate for that month is 80%. This metric is
useful for evaluating how well a business is retaining its members and can be an
essential part of managing customer satisfaction and long-term success.

Calculate Your Member
Retention Rate

# Members at start of # Members at end of # Members acquired
the month the month that month
1200 C 1000 C 150 C

Your Retention Rate This Month

70.83%

Click here to access live calculator

Gym Attrition Rate

The gym Attrition Rate, also known as Churn Rate, is calculated by dividing the number
of members who left your gym during a specific period by the total number of members

you had at the beginning of that period and multiplying by 100 to express the rate as a
percentage. The formula for calculating the Gym Attrition Rate is as follows:

Gym Attrition Rate = [(Number of Members Lost During the Period) / Number of
Members at the Start of the Period] * 100

Here's how to calculate the Gym Attrition Rate:

1. Number of Members at the Start of the Period: Count the total number of members

you had at the beginning of the period you are measuring.

2. Number of Members Lost During the Period: Determine how many members left
your gym during the same time frame.

3. Use the formula to calculate the Gym Attrition Rate by substituting the values into
the equation.
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For example, if you had 500 members at the start of the month and 50 members
canceled their memberships during that month, you can calculate the Gym Attrition Rate
as follows:

Gym Attrition Rate = (50 / 500) * 100 = 10%

So, in this example, your Gym Attrition Rate for that month is 10%. This metric is crucial
for assessing member retention and understanding how many members you're losing
within a specific time frame. It helps gym owners and managers identify issues and
make improvements to reduce member churn and improve business stability.

Cost of Gym Attrition

The Cost of Gym Attrition, sometimes referred to as the Cost of Member Churn, is the
financial impact of losing members in your gym. To calculate the cost of gym attrition,
you need to consider various factors, including lost revenue, acquisition costs, and
additional expenses incurred due to member departures. Here's a basic formula to
calculate the cost of gym attrition:

Cost of Gym Attrition = (Lost Revenue + Acquisition Costs + Additional Expenses)

1. Lost Revenue: This is the revenue you would have generated if the members who
left had continued their memberships. To calculate lost revenue, multiply the
number of departing members by the average monthly membership fee.

2. Lost Revenue = (Number of Departing Members) x (Average Monthly Membership
Fee)

3. Acquisition Costs: These are the expenses associated with acquiring new members
to replace those who left. It includes marketing, advertising, and sales costs.

4. Additional Expenses: When members leave, there may be additional costs
involved, such as cleaning out lockers, processing cancellations, or potential
refunds.

5. Add up these three components to determine the Cost of Gym Attrition. This will
give you an estimate of the financial impact of losing members and can help you
make informed decisions on strategies to reduce attrition and its associated costs.
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Let's say your gym had 50 members who left during a particular month, and the average
monthly membership fee was $50. Additionally, you spent $2,000 on marketing and
sales efforts to acquire new members during that same month. The costs associated
with processing cancellations and potential refunds amounted to $500.

Using the formula:

Cost of Gym Attrition = (50 members x $50) + $2,000 + $500
Cost of Gym Attrition = $2,500 + $2,000 + $500

Cost of Gym Attrition = $5,000

So, the Cost of Gym Attrition for that month is $5,000. This represents the financial
impact of losing those 50 members, factoring in lost membership fees, acquisition costs,
and additional expenses.

Know Your Annual Cost
Of Attrition? ’\

Currency Membership Fees Ancillary Revenue Avg CAC
£ v 200.00 C 500 C 671.87 C

? ? ?

Monthly Attrition Cost Per Member £1471.87

Annual Attrition Cost Per Member £17662.44

Click here to access live calculator

Customer Lifetime Value (CLV)

The Customer Lifetime Value (CLV) is a crucial metric for gyms as it estimates the total
revenue a gym can expect to generate from a member during their entire membership. It
helps in understanding the long-term value of each member and guides decision-making
related to marketing, member engagement, and retention efforts.

The formula for CLV:
CLV = (Average Monthly Revenue per Member / Churn Rate) x 100

The CLV formula considers two primary components:
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1. Average Monthly Revenue per Member: This represents the average monthly
revenue generated from each member, typically calculated by dividing the total
monthly revenue by the number of members.

2. Attrition Rate: Attrition or ‘Churn’ Rate is the percentage of members who cancel
their memberships during a specific period. It is the opposite of member retention.

By estimating the CLV, gyms can better understand the value of retaining members over
time. It provides valuable insights for making strategic decisions about member
engagement, marketing campaigns, and operational improvements, ultimately
contributing to long-term business success.

Let's say a gym, "FitWell Gym," has 500 members and generates $50,000 in total
monthly revenue. FitWell Gym calculates its CLV to assess the long-term value of each
member.

Step 1: Calculate Average Monthly Revenue per Member

Average Monthly Revenue per Member = Total Monthly Revenue / Number of Members
Average Monthly Revenue per Member = $50,000 / 500 = $100

Step 2: Calculate Attrition Rate

To calculate the attrition rate, FitWell Gym reviews its membership data and identifies
that, on average, 10 members cancel their memberships each month.

Attrition Rate = (Members Lost in a Month / Total Members at the Beginning of the
Month) x 100

Attrition Rate = (10 / 500) x 100 = 2%
Step 3: Calculate CLV

Now that we have the average monthly revenue per member and the churn rate, we can
calculate CLV.

CLV = (Average Monthly Revenue per Member / Churn Rate) x 100
CLV = ($100/2%) x 100

CLV = $5,000
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The Customer Lifetime Value for FitWell Gym is $5,000. This means, on average, FitWell
Gym can expect to generate $5,000 in revenue from each member throughout their
membership, taking into account the monthly churn rate. This information helps FitWell
Gym make informed decisions about member retention strategies and marketing efforts
to maximize the long-term value of its members.

Average Revenue Per Member (ARPU)

Average Revenue Per Member (ARPU) is a key metric that helps gyms and fitness
centers evaluate their financial performance and the revenue generated from each
member, on average. ARPU provides insights into the effectiveness of pricing strategies,
membership plans, and overall revenue generation. To calculate ARPU, you can use the
following formula:

ARPU = Total Monthly Revenue / Number of Active Members

Here's a breakdown of the components:

1. Total Monthly Revenue: This includes all sources of income for the gym, such as
membership fees, personal training sessions, retail sales, and any other services
offered.

2. Number of Active Members: This refers to the count of members who are currently
paying for their memberships and using the gym's services. It does not include
canceled or inactive memberships.

Example of ARPU Calculation:

Let's say "ActiveFit Gym" has a total monthly revenue of $20,000, and they currently
have 200 active members.

ARPU = $20,000 / 200 = $100

In this example, the Average Revenue Per Member for ActiveFit Gym is $100, which
means, on average, each active member contributes $100 to the gym's monthly
revenue. ARPU is a valuable metric for assessing the financial health of a fitness
business and making data-driven decisions related to pricing, membership retention,
and revenue growth.
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Net Promoter Score (NPS)

Net Promoter Score (NPS) is a widely used metric to measure customer satisfaction and
loyalty in various industries, including the fithness and gym business. It helps businesses,
including gyms and fitness centers, assess how likely their members are to recommend
their services to others.

NPS is based on a simple survey question: "On a scale of 0 to 10, how likely are you to
recommend our gym to a friend or colleague?" Based on their responses, customers are
categorized into three groups:

1. Promoters (Score 9-10): These are highly satisfied and loyal customers who are
likely to recommend your gym to others.

2. Passives (Score 7-8): These customers are somewhat satisfied but not enthusiastic,
and they are less likely to actively promote your gym.

3. Detractors (Score 0-6): Detractors are unsatisfied customers who may even
discourage others from joining your gym.

To calculate the Net Promoter Score, you use the following formula:
NPS = Percentage of Promoters - Percentage of Detractors

NPS scores can range from -100 (if everyone is a detractor) to 100 (if everyone is a
promoter). A positive NPS indicates that you have more promoters than detractors, while
a negative score suggests the opposite.

Here's a breakdown of the NPS categories:

e NPS > 0: Generally considered a good score, as it means you have more promoters
than detractors.

e NPS > 50: An excellent score, indicating a highly loyal customer base.

e NPS < 0: A negative score indicates that you have more detractors than promoters,
highlighting areas for improvement.

e NPS -100: The worst possible score, signifying that all your customers are
detractors.

Monitoring NPS over time and addressing the concerns of detractors can help gyms
improve their services and retain more satisfied members. It's a valuable tool for
assessing customer loyalty and the overall health of your fitness business.
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As an example:

You send out a survey to your gym members, asking them the NPS question: "On a
scale of 0 to 10, how likely are you to recommend our gym to a friend or colleague?"

Let's say you receive 100 responses from your members, and here's how their scores
break down:

e Promoters (Score 9-10): 60 members
e Passives (Score 7-8): 20 members
e Detractors (Score 0-6): 20 members

Calculate Percentages: Calculate the percentage of each group based on the total
number of responses:

e Percentage of Promoters: (60/100) * 100% = 60%

e Percentage of Passives: (20/100) * 100% = 20%

e Percentage of Detractors: (20/100) * 100% = 20%

Now, use the NPS formula to determine your gym's Net Promoter Score:
e NPS = Percentage of Promoters - Percentage of Detractors
e NPS =60% (Promoters) - 20% (Detractors)
e NPS =40

So, in this example, your gym has an NPS of 40. This suggests that you have more
promoters than detractors, which is generally considered a good score. It indicates that
a significant portion of your members are satisfied and willing to recommend your gym
to others. Monitoring this score over time and taking action to address the concerns of
detractors can help your gym improve its services and enhance member loyalty.
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Final Thoughts

To rise above the competition in a rapidly evolving industry, like fitness, gym operators
must deliver personalized experiences that cater to the unique needs and desires of their
members. This mandate, however, places a spotlight on the need for agility, precision,
and consistent performance.

Fortunately, the arsenal required for this task already resides within your gym's
operations — the wealth of data generated through member interactions. By harnessing
this invaluable resource and consolidating it into a unified platform, fitness businesses
can unlock a treasure trove of actionable insights.

The process begins with data consolidation, wherein every member's journey and
engagement are meticulously recorded in a single repository. This consolidation acts as
a beacon, dispelling the fog of uncertainty that can shroud various aspects of a gym
business. With clarity now at your disposal, you can delve into the intricacies of lead
generation, member behaviors, and purchasing patterns, among other critical metrics.

What distinguishes advanced fithess operators in the industry is their ability to leverage
data effectively. By conducting in-depth analyses, you gain a comprehensive
understanding of your members, down to the products they prefer, the size and color
they favor, and the trends they follow. Armed with this profound insight, you can craft
targeted marketing strategies and refine your services, strengthening member
engagement and, in turn, your gym's performance.

The data-driven approach to managing a fitness center not only sets the stage for
optimal service but also serves as the foundation for lasting success in an industry that
demands constant innovation. By centralizing and exploiting your sales and membership
data, you embrace the essence of thought leadership, paving the way to exceptional
member experiences and sustained competitiveness in the fitness sector.
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