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Show us a business with excellent retention and we’ll show you two thumbs up because that business is
almost certainly doing well. Many analogies can be made between retention and what it means for a gym or
fitness business. Some may call it the lifeblood while others may call it the backbone. Whatever you want to
call it, we agree that retention is incredibly important for any gym or fitness business. Without excellent
retention, you will not have a successful business.

We are releasing this e-book during the holiday season. This means people are spending more time with
family and friends and thus indulging in foods and drinks at a higher rate than other times of the year. This is
also what contributes to two of the top New Year’s resolutions being “getting in shape” or “being healthier.”
As a result, your gym or fitness business most likely receives a dramatic influx of new prospects and new
members. But how do you hang onto these new members when the post-New Year’s excitement wears off
while also attending to your existing, loyal members?

This e-book is not about upselling your current members (even though that's a great idea). This e-book is
focused on hanging onto as many of your best members as possible because that’s how your business will
be sustainable and continuously grow.



Why Retention Matters

Healthy retention generates new business. Your loyal members create a cycle of acquisition whereby your
best members end up being the ones that stick around the longest and therefore become the most willing to
become, even by accident, evangelists for your business. The more happy and/or fulfiled members you
have, the more people your business has out there bringing in more members just like them. It's a
never-ending loop of positivity and growth!
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It's also important to remember, and perhaps more so for not-yet-opened or brand new businesses, that
growth at any cost will never get you as far as growth as a byproduct of excellent retention. True growth and
sustainable success comes more from “organic-based” strategies such as effective communication with
existing members, making excellent customer service your differentiator, harnessing a sense of community,
and knowing what to do when someone does end up wanting to cancel.

Having a good retention rate can also help you to one day sell your business if that’s what you decide to do.
If you want to get the most value for the business and brand you’ve built, you’ll need to prove that your
efforts paid off by having an appropriately-sized, and active, member base. One of the most important
metrics any potential buyer will want to know is your retention rate.



Handling An Influx of New Leads and Members

We know, we know - almost every fitness-related company is currently producing content talking about how
to best prepare for the post-New Year’s rush. Of course, there’s a reason for this: it's an important time,
perhaps the most important time, for fithess and wellness businesses to grab as many new members as
possible. It's also a time when people are already accustomed to having their credit cards out. A New Year's
resolution is a person’s chance to do something for themselves, especially after a couple months typically
filled with excessive food and drink.

The most popular New Yearis resolution for 2017 was fiLose Weight / Healthier Eatingd which was an
amazing 21.4%* of the total responses. That’s almost twice as much as the number two resolution which
was “Life / Self Improvements” which is a first cousin to losing weight and healthier eating. So what does
that tell us? At the start of a new year, people want to take better care of themselves in every way
imaginable. But so do your loyal members that have been with you for a while.

When is enough enough? What is your facility’s capacity? Even though the fire marshal may say otherwise,
what do your current members think about the overall crowd levels at your facility? Do you know what they’ll
tolerate when it comes to adding more members? Can you “add more seats to your airplane” without
overcrowding and possibly ruining the experience for some of your most important, loyal members?

Another thing to ask yourself is if the temporary spike in lead and member activity is ultimately beneficial to
your long term retention. If you’re always having to fill gaps in your membership then, yes, but since this
type of influx only happens once a year you can’t exactly count on being able to fill and retain those lost


https://www.statisticbrain.com/new-years-resolution-statistics/

members just once a year. Members leave year round, so if you count on a once-a-year fix it may be like
trying to keep a boat with a hole in it above water.

Plus, the more new members you bring in, the more resources you have to use to retain them. And if they’re
a bad fit to begin with, you could be wasting your time. Also, the effects of this type of quick member to
non-member transition don’t always stay internal. They can quickly become an external problem when/if the
person speaks negatively about your business because they didn’t have enough time to really understand
or experience the value. So with that in mind, sometimes it’s also good to weigh the potential downsides of
the influx of new members.

But how do you know if you’re where you need to be with your retention efforts and numbers? How do you
avoid being surprised by the effects of your efforts or non-efforts? What information becomes way more
digestible if maintained and viewed over the long term instead of only when it's business life or death?
Metrics! Numbers! Data!



The Numbers Donit Lie: Retention Metrics

Take the mystery out of knowing whether your retention is where it needs to be. The following retention
formula may seem intense, but really all you’re doing is plugging in numbers that shouldn’t be too difficult to
find.

To figure out your retention rate, we first must pick a span of time you’d like to apply the retention rate
formula to. Typically, you'll want to do this once a month, but you should also break it down quarterly and
yearly as well.

Retention Rate =

(( Total Members _ New Members ) - Total Members ) X 100

at end of month acquired during month at start of month

Example: We start July 1st with 100 members. During that month, 15 new members join. During that same
month we have 8 members cancel.

So with that information we can fill out our formula as ((107 - 15) 6 100) x 100 = Retention Rate and
therefore conclude that our retention rate for the month of July is 92%.



Amazing Customer Service > Better Retention > Business Growth > &

In this e-book when we talk about providing amazing customer service, we really mean it. Your customer
service should be so good that you can use it to differentiate yourself from the competition.

They call it “customer” service and not “prospect” service for a reason. Yes, prospects need to be taken
care of with the same level of customer service, but you're also using a different set of tools and messaging
as prospects have not yet experienced the value of your business or paid you any money. The point is:
never forget about your customer service commitment to your existing members. You never know who’s out
there waiting to take better care of them.

Speaking of, you willseen-start-to-see are already seeing increased competition from online and app-based
fitness businesses. However, until someone invents a teleportation device, you can still offer members
something the online companies can’t: in person customer service. Sure, they can offer video conferencing,
but we all know that’s not the same as being in the same room as someone else. It's why indie bookstores
are still thriving even when faced with juggernauts like Amazon.com. In person, customized service from a
human being will almost always win.

Try to think of customer-centric ideas that will dazzle existing members. Remember their names, the things
they’re interested in, their preferred machines, etc. The more you know about them, the better you can
curate their experience to ensure you’re providing them with the things they’ve come to expect and more.
This will make them increasingly loyal to your business as they’re having all of their needs and expectations
met. With this level of member service, they won'’t feel the need to look elsewhere.



