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The Centers for Disease Control and Prevention notes the obesity rate is growing and suggests physical activity and 
healthy eating for disease prevention (Centers for Disease Control and Prevention, 2011; Centers for Disease 
Control and Prevention, 2013). The fitness industry is poised to help, especially as more individuals are looking for 
gyms, personal training, and fitness classes for weight loss and improved health.  
 
As with any business relying on sales, high customer involvement and a need for long-term repeat business indicate 
fitness clubs should invest in relationship marketing strategy (Hurley, 2004). Relationship building can be a 
successful marketing tactic in the fitness industry (Kolbeck, 2013) as strong interpersonal relationships encourage 
repurchasing behaviors (Ferrand, Robinson, & Valette-Florence, 2010). Consumer research in the fitness industry 
indicates long-term members provide helpful feedback, engage with their clubs, and are less likely to cancel during 
hard times (Hildreth, 2013). Social media have been identified as tools for enhancing relationships (Sashi, 2012). 
This fact, coupled with the finding of Laranjo et al. (2014) that social networking sites have a positive effect on 
behavior change, encourages the use of social media marketing in the fitness industry. 
 
Research into business strategy in the fitness industry is lacking. Growing obesity rates have increased the need for 
facility owners and managers to actively engage consumers to encourage activity and build long-term relationships. 
The purpose of this study is to determine whether the level of consumers’ interaction with their fitness facility’s 
Facebook page impacts workout frequency, membership length, relationship quality, and renewal intentions.  
 
Method 
 
This cross-sectional study used a survey to answer the research questions. The survey included demographic 
questions, one-item measures of membership length, workout frequency, and renewal intentions (Ferrand et al., 
2010), a scale for Facebook interaction used by Achen (2016), and the Sports Consumer-Team Relationship Quality 
scale (SCTRQS) created by Kim, Trail, Woo, and Zhang (2011).  
 
Participants for the study were recruited using Amazon Mechanical Turk (MTurk) and offered an incentive to 
complete the survey. To guard against incomplete or inaccurate data, the participants were only awarded the reward 
if they completed the entire survey, passed the quality control questions, and had no noticeable patterns in their 
survey responses. The final sample consisted of 467 responses. Confirmatory factor analysis (CFA) and structural 
equation modeling (SEM) were used to test the relationships between variables in MPlus version 7.  
 
Results 
 
The hypothesized measurement model was estimated using robust maximum likelihood estimation (MLR). Model fit 
was good, χ2(218, n=467)  =  513.172, p < .001, RMSEA(.048, .060) = .054, CFI = .94,  TLI = .93, SRMR = .06. Testing 
structural paths indicated that deleting all paths between membership length and all other constructs did not 
significantly impact model fit. As such, membership length was removed from the model and the measurement 
model was rerun. This measurement model fit well, χ2(200, n=467)  =  479.145, p < .001, RMSEA(.048, .061) = .06, CFI = 
.94,  TLI = .93, SRMR = .07. Next, the partial mediation structural model, which estimated all potential paths 
between variables, was run and fit well, χ2(200, n=467)  =  479.144, p < .001, RMSEA(.048, .061) = .06, CFI = .94,  TLI = 
.93, SRMR = .07. After running the partial mediation model, the insignificant path of workout frequency on renewal 
intentions was deleted, and the model (model 2) fit well, χ2(201, n=467)  =  480.574, p < .001, RMSEA(.048, .061) = .06, CFI 
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= .94,  TLI = .93, SRMR = .07. A likelihood ratio difference test was used to compare this model to the partial 
mediation model. The difference was not significant, thus deleting the path did not result in a significant degradation 
of model fit. To be sure to retain the most parsimonious model, each path was tested by deleting it from the model 
and comparing the likelihood ratio to that of model 2, which resulted in retention of model 2.  
 
Based on model results, interaction on Facebook had no indirect or direct impacts on the length with which 
respondents remained members of their fitness clubs. However, a greater level of interaction on Facebook resulted 
in a direct negative effect on members’ intentions to renew their membership with their fitness clubs. When this 
relationship was mediated by relationship quality, it was positive. When individuals interacted with content on 
Facebook, their relationship quality with the fitness center increased, which in turn increased their intentions to 
renew. Individuals who interacted more with their facility on Facebook were also likely to workout more. The 
indirect effect on workout frequency as mediated by relationship quality, was also significant and positive. Additional 
significant direct effects included, interaction on Facebook on relationship quality, relationship quality on renewal 
intentions, and relationship quality on workout frequency.  
 
Discussion 
 
Marcus, Nigg, Riebe, and Forsyth (2000) suggested social media could be used for effecting behavior change when it 
comes to physical activity. The results of this study corroborate this, and the findings of Field, Elbert, and Moser 
(2012) in campus recreation and Vaterlaus, Patten, Roche, and Young (2015) in general physical activity, suggesting 
connecting with individuals on social media can increase how often they work out. Increasing frequency of 
workouts is important because it positively impacts health and allows for opportunities to strengthen customer 
relationships. The positive path between interaction on Facebook and relationship quality also indicates that 
interaction on Facebook improves relationship quality. Improved relationship quality leads to intentions to renew. 
Thus, improving relationship quality is important for fitness organizations, and connecting with members on 
Facebook provides a forum for doing so.  
 
Interestingly, membership length was not significantly related to any of the constructs in the model, including 
workout frequency. Fitness professionals know that when an individual signs up for a membership, there is an initial 
period when he or she visits the gym often and is dedicated to a fitness routine. However, these effects dwindle for 
many members and attendance may even stop. Additionally, although Athanassopoulou and Mylonakis (2009) 
suggested that relationship quality is increased by longer-term relationships, this path was not significant in this 
model. This may be because some individuals remain members of fitness facilities with the intention of going back, 
but dedication to other time demands, such as work and family, continually lead to sacrificing gym time. These 
individuals might continue their memberships for years based on these good intentions, but their lack of 
commitment to exercise does not facilitate relationship building with the facility or their desire to interact on social 
media.  
 
Polsgrove and Frimming (2013) advocated that social media could be used to foster discussion on health and fitness 
topics. Fitness facilities who choose to put resources towards encouraging their members to workout on a regular 
basis and providing useful information related to health and fitness can improve customer relationships and increase 
renewal intentions. Fostering interaction on Facebook, and potentially other social media networks, provides value 
for the fitness facility in the long-term.  
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