


Nothing is more powerful as a 
way of promoting your club than 
members saying how good it is. 

It’s so much more convincing to prospective 
members to hear real people providing 
specific information about how much they 
enjoy visiting your club; the great attitude 
and expertise of your staff; and recounting 
their success stories since joining. 

Having testimonials and success stories 
from members adds real personality and 
warmth to your marketing activity. The 
large chains just don’t do it, underlining 
how impersonal they perhaps are compared 
to local independent clubs. 

Take the area local to Ashbourne as an exam-
ple. In Solihull there’s Virgin Active, Fitness 
First, Bannatyne’s and David Lloyd. On their 
websites is the option to go to separate 
pages about their Solihull clubs. On these 
four websites there is not a single testimonial 
or comment from an actual member, either 
nationally or on their Solihull club pages.
 
If your club has a website it should have a 
dedicated ‘Success stories/testimonials’ 
page, with quotations from at least four 
or five members. Key ‘one-liners’ should 
be on your home page ie “The Pilates’ 
classes are fantastic, and now I bring my 
friends along to them” with a ‘click here 
for the full story’ link that goes through 
to more detailed comments on a ‘Success 
stories/testimonials’ page.

Success stories achieve two things.
In themselves they are testimonials for 
your club, for the tangible value it brings 
to members’ lives.
They are also inspirational to other mem-
bers, encouraging others to participate 
more fully.

A success story can be obtained from any 
member who is:

• Achieving weight loss through exercise

• Getting results from using a personal          
    trainer

• Conquering illness through exercise 

• Making new friends through the club 

• Charity fundraising via fitness activity        
    at the club

• Gaining bodybuilding results

• Winning a club ‘challenge’

The obvious way to obtain testimonials 
and success stories is to ask members for 

comments when they are in the club. The 
danger is that you may just get an endless 
series of “great thanks” comments from 
people who feel a bit embarrassed telling 
you how wonderful you and your club are 
to your face. 

Think about using a local telemarketing 
company to phone members on your behalf, 
and to write up members’ comments into 
a complete story. Using a third party to 
conduct the interviews ensures you obtain 
more rounded comments and can also in 
fact unearth concerns that you may not be 
aware of. Better to find out a painful truth 
while you can still correct it, rather than it 
being the reason someone leaves the club.
 

Ensure the testimonial comments you 
gather reflect all aspects of your service. 
For example, interview a broad cross-
section of your membership, young, old, 
male, female, new and long-term mem-
bers; obtain comments about the facilities, 
the personal trainers, the classes, even 
about details such as the quality of the 
coffee you serve; and identify candidates 

for success stories. Prospects will have 
different reasons for joining, so ensure 
your testimonials and success stories 
strike a chord with everyone.

Some other tips: 
Always gain permission before publishing 
comments. 
Never use ‘Customer X’ attributions, only 
use named testimonials. 
As well as written comments, try using 
audio clips or video testimonials. 
Don’t offer incentives for testimonials, this 
knocks their credibility. 
This is not a one-off process; keep adding 
more, you can never have too many. 
Use success stories on your website, in 
newsletters and in local media. 
 
If you need help, Ashbourne can recom-
mend a marketing consultancy which 
can undertake the whole process, please 
contact us for details. 
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