
The Art of  
Customer Service 

A simple smile or caring word may be a routine part of your day, but those gentle 
acts may be life-changing for the recipient who looks to you for strength, support, 
and guidance.

People join fitness facilities for many reasons. They stay because the people 
working there care about them as customers and individuals. You are arguably the 
most important member on the organization’s team because the members and 
guests respond to what you believe in and how you act and represent yourself.

The image or perception of almost any business you have a relationship with is 
defined by the person who is standing in front of you, or who you are talking to, at 
the time. If you have an issue with your credit card, for example, you are usually 
mad at the service person handling the call, not the president of the company. If 
you get bad service in a retail store, no matter how big the chain when it comes to 
number of stores, your relationship and your perception 
of that company is being formed by how you are being 
treated by the person in front of you. 

That person becomes the face of that company. This 
company might have several hundred stores and thou-
sands of employees, but this one person providing terrible 
service is now the image of this company to you, and 
his or her service will determine whether you continue to 
spend money at that store in the future.
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The Art of Customer Service 

To the customers at your fitness 
facility, you represent the face of the 
organization.

Customer service, defined as how 
someone working in a business interacts 
with its customers, might be the most 
important part of a company’s business 
plan, yet no matter how strongly the 
people who own and operate the com-
pany feel about giving good service, the 
ultimate image of the company—and its 
financial success—is determined by how 
the person who delivers the service on 
a day-to-day basis feels about the cus-
tomer and treats him or her during the 
course of the day.

Member Retention 

The goal of service in the busi-
ness world is to increase sales 
and retain customers so they 

will come back and buy again. Happy 
customers treated well will return, as 
opposed to former customers who 
had a bad experience with that busi-
ness and who now take their money 

somewhere else. How good is a 
business? The old saying still 
holds true: People vote with 
their money and their feet. If 

they do not like how they 
were treated at a certain 
business, then they walk 
away and spend their money 

somewhere else.
The goal in the fitness industry is 

much the same, although different 
terms are used to describe what fit-
ness facilities are trying to accomplish 
through the delivery of great service. 
The number one goal is to increase 
member retention, defined as a member 
who simply stays a member of the 
facility longer and pays longer. Fitness 
businesses that enjoy strong member 
retention are more financially success-
ful than their competitors, because it is 
cheaper to keep members than it is to 
attract new ones.

For example, a facility owner who 
wants a new member has to spend 
marketing money to attract the person 
to the facility, pay sales commissions 
for the salesperson to sign the person 
up, and pay start-up costs, such as 
setup fees and labor to get the person 
into the system. Keeping a member 
who is already in the system is much 
cheaper, since the facility will have to 
spend new money to attract a new 
member or train him or her, while the 
cost of servicing a member goes down 
over time since he or she already knows 
his way around the 
facility.

The fitness industry 
is maturing, mean-
ing that over the past 
decade most facilities 
are getting a larger 
number of competi-
tors, all competing for 
different market seg-
ments, in their five-mile competitive ring. 
Another way to look at this is that busi-
nesses that had no competitors just a few 
years ago may now have five, 10, or even 
more in their marketplaces, all of which 
are fighting to get new members and stay 
in business.

Because of the increasing pressure that 
a competitive market puts on a single fit-
ness business, the daily contact between 
the facility’s front-line employees and 
the customers/members highlights the 
importance of strong service and cus-
tomer-service training. 

When you work in a fitness business, 
and you are the one who is in contact 
with the facility’s members every single 
day, you really do become the most 
important person in the business. Your 
professionalism, kindness, knowledge, 
and caring attitude will often determine if 
the member you might have just casually 
talked to for a few minutes as a routine 
part of your job decides to stay with the 


