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The Development of Relationship Marketing
in Fitness Clubs

Abstract

As the times advancing, the relationship marketing has been in place of the traditional
marketing and becomes one of the important weapons in improving customer relationships
and total service quality for an enterprise, especialy in service industry. Now fitness clubs are
categorized into sports service industry. So they use relationship marketing and carry it out
have become, therefore, important and necessary. The purpose of this paper was to overcome
such problems which fitness clubs are facing to in high percentage of member dropout, high
marketing cost, product immateriality, member heterogeneity and product homogeneity as
well. The method of this paper was based on theses analysis and had been found it could
surely solve the problems above through relationship marketing. By means of member
database building and providing customized product, they can not merely improve member’s
satisfaction but increase member’s loyalty. Furthermore, it brings marvelous results both in

club service and source using efficiently. That's way to win-win.

Keywords: Fitness Clubs, Relationship Marketing.
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