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In the fitness industry, retaining members is essential for long-term success (Hurley, 2004; Marandi, 2002), and 
social media are marketing tools that can help fitness organizations retain members. These channels are already 
being used by health and fitness organizations to sell products (Carrotte, Vella, & Lim, 2015), and their use could be 
expanded to specific relationship-building activities. This is supported by the fact that the Internet and technology 
can be used to encourage behavior change in terms of physical activity (Marcus, Nigg, Riebe, & Forsyth, 2000). 
While social media can help fitness, organizations retain customers and their use is ubiquitous, research on 
marketing and content on social media is limited (Carrotte et al., 2015).  
 
Relationships with customers can be built via two-way interactions and communications (Berry, 1995; Grönroos, 
2004; Palmatier, Dant, Grewal, & Evans, 2006), which makes social media part of relationship marketing strategy 
(Grönroos, 2004; Kim, Trail, Woo, & Zhang, 2011; Williams & Chinn, 2010). Social media can be tools for 
enhancing relationships (Sashi, 2012), which encourages the use of social media marketing in the fitness industry.  
 
Researchers in the health and fitness industry have made suggestions for using social media. For example, Bayne and 
Cianfrone (2013) recommend using Facebook to encourage student participation in recreation programs, and 
Thackeray, Neiger, and Keller (2012) suggest using social media to open a two-way dialogue for health promotion. 
Personal trainers can use social media to build relationships with clients outside of the gym (Luedtke, 2013), and 
social media also can help fitness center staff connect with consumers (Fable, 2011). 
 
The purpose of this study is to examine social media strategy in the fitness industry from the perspective of fitness 
professionals managing networks. Most importantly, this study aims to answer whether or not fitness professionals 
are utilizing social media from a relationship marketing orientation. The study focuses on answering five major 
questions through semi-structured interviews.  
1. Do fitness professionals use social media to market their business, and, if so, why? 
2. How (including types of content) is social media used as marketing strategy? Are these aligned with relationship 
marketing? 
3. What are the goals of using social media for their business? Are these aligned with relationship marketing? 
4. How do they measure or assess the effectiveness of social media use? 
5. What do they consider to be the best practices and the “don’ts” of social media use in the fitness industry? 
 
Method 
 
This exploratory study will use semi-structured interviews to collect in-depth information about the use of social 
media in fitness organizations. Approximately 12 interviews will be conducted with social media managers in the 
fitness industry, however, interviews will be conducted until data saturation is reached. Thus far, three interviews 
have been conducted. Interviews will be transcribed verbatim. Then, thematic analysis will be used to analyze the 
data in terms of the research question. The six-step process advocated by Braun and Clarke (2006) will be followed. 
It includes familiarizing yourself with your data, generating initial codes, searching for themes, reviewing themes, 
defining and naming themes, and producing a report. 
 
Expected Results 
 
Based on the completed interviews, results suggest that fitness professionals believe social media should be used to 
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provide valuable information about community involvement and fitness advice, instead of to sell product. 
Professionals use a variety of channels but find Facebook to be most effective for reach their primary markets. Also, 
there is a variety of evaluation measures that exist, and metrics provided by social media sites are valued differently. 
This information can be helpful for fitness center managers who are trying to craft their social media strategy. The 
next step in this research is to create a survey instrument to send to a large sample of social media managers in the 
fitness industry to quantify how social media is used in this industry from a broader standpoint. 
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