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ABSTRACT  

Title:	
  Services	
  Marketing	
  Strategy	
  recommendations	
  for	
  Ginásio	
  Clube	
  Português	
  

	
  

Ginásio	
  Clube	
  Português	
  (GCP)	
  has	
  been	
  facing	
  some	
  difficulties	
  regarding	
  not	
  only	
  

the	
  attraction	
  of	
  new	
  members	
  but	
  also	
  maintaining	
  the	
  existing	
  members.	
  The	
  main	
  

goal	
   with	
   this	
   dissertation	
   was	
   then	
   to	
   identify	
   areas	
   of	
   concern	
   and	
   formulate	
  

recommendations	
  to	
  be	
  analyzed	
  by	
  Ginásio	
  Clube	
  Português.	
  

	
  

This	
  dissertation	
  contains	
  a	
  Literature	
  Review	
  chapter,	
  in	
  which	
  concepts	
  related	
  to	
  

the	
  consulting	
  project	
  developed	
  are	
  explained	
  and	
  clarified.	
  A	
  brief	
  explanation	
  of	
  

Ginásio	
  Clube	
  Português’	
  history	
  and	
  indicators	
  as	
  well	
  as	
  the	
  proposed	
  challenge	
  for	
  

this	
   project	
   follows.	
   The	
  Methodology	
  used	
   in	
   this	
   project	
   for	
   the	
   identification	
  of	
  

problems	
  is	
  then	
  explained	
  and	
  Recommendations	
  are	
  formulated.	
  

	
  

It	
   was	
   possible	
   to	
   identify	
   several	
   areas	
   of	
   concern	
   and	
   formulate	
   three	
   sets	
   of	
  

different	
   recommendations	
   to	
   be	
   analyzed	
   by	
   GCP:	
   recommendations	
   focused	
   on	
  

the	
   attraction	
   of	
   new	
  members,	
   recommendations	
   focused	
   on	
   the	
  maintaining	
   of	
  

current	
  members	
  and	
  general	
  recommendations.	
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1.  INTRODUCTION  
	
  

As	
  a	
  consequence	
  of	
  Portugal’s	
  current	
  economic	
  situation,	
  the	
  health	
  club	
  sector	
  is	
  

losing	
   10%	
   to	
   15%	
   in	
   terms	
   of	
  members.	
   Ginásio	
   Clube	
   Português	
   (GCP)	
   has	
   also	
  

been	
  affected	
  by	
   this	
  crisis	
  and	
  has	
  not	
  managed	
   to	
  maintain	
   its	
   current	
  members	
  

base	
  or	
  increase	
  it	
  by	
  attracting	
  new	
  members.	
  	
  

	
  

Considering	
  the	
  different	
  activities	
  available	
  to	
  people	
  such	
  as	
  going	
  to	
  the	
  cinema,	
  

concerts	
  and	
  going	
   to	
  coffeehouses,	
  physical	
  exercise	
  has	
   started	
   to	
  compete	
  with	
  

these	
  activities	
  and	
  has	
  become	
  an	
  integrating	
  part	
  of	
  the	
  leisure	
  time	
  people	
  have	
  

available.	
  Therefore,	
  competition	
  has	
  increased	
  in	
  the	
  last	
  years	
  for	
  health	
  clubs:	
  not	
  

only	
  have	
  to	
  be	
  concerned	
  with	
  low-­‐cost	
  health	
  clubs,	
  but	
  also	
  with	
  other	
  activities	
  

that	
  can	
  appeal	
  to	
  people	
  as	
  they	
  all	
  compete	
  for	
  people’s	
  leisure	
  time.	
  It	
  becomes	
  

then	
   imperative	
   to	
  understand	
  which	
   services	
  Ginásio	
  Clube	
  Português	
   is	
   failing	
   to	
  

provide	
  that	
  influence	
  members’	
  decision	
  to	
  leave	
  GCP	
  and	
  the	
  reasons	
  why	
  they	
  are	
  

not	
  fulfilling	
  the	
  members’	
  expectations.	
  

	
  

Thus,	
  this	
  dissertation	
  aims	
  to	
  prepare	
  recommendations	
  to	
  Ginásio	
  Clube	
  Português	
  

that	
  will	
  assist	
  them	
  in	
  mitigating	
  their	
  current	
  difficulties.	
  The	
  consulting	
  project	
  at	
  

Ginásio	
  Clube	
  Português	
  was	
  a	
  joint	
  project	
  between	
  Filipa	
  Marques	
  and	
  Margarida	
  

Gonçalves.	
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2.  LITERATURE  REVIEW  

	
  

2.1. SERVICES  MARKETING  

  

In	
   the	
  marketing	
  context,	
   there	
  are	
  a	
  number	
  of	
  characteristics	
   that	
  make	
  services	
  

differ	
   from	
   goods	
   and	
   call	
   for	
   a	
   different	
   treatment	
   when	
   dealing	
   with	
   services	
  

marketing.	
  	
  

	
  

Some	
   of	
   the	
   notable	
   characteristics	
   of	
   service,	
   consistently	
   cited	
   in	
   the	
   literature,	
  

that	
  make	
  managing	
  service	
  different	
  are	
  intangibility,	
  heterogeneity,	
  simultaneity	
  of	
  

production	
   and	
   consumption,	
   and	
   perishability	
   (Rust	
   and	
   Chung,	
   2006;	
   Zeithaml,	
  

Parasuraman	
   and	
   Berry,	
   1985).	
   Intangibility	
   implies	
   that	
   service	
   cannot	
   be	
  

inventoried	
  or	
  easily	
  displayed.	
  Heterogeneity	
  arises	
  because	
  service	
  often	
  depends	
  

upon	
   labor,	
   which	
   is	
   inherently	
   more	
   unreliable	
   than	
   machines.	
   Simultaneity	
   of	
  

production	
  and	
  consumption	
  (inseparability)	
  means	
  that	
   the	
  consumer	
  participates	
  

in	
  the	
  transaction,	
  and	
  therefore	
  service	
  is	
  not	
  easily	
  centralized.	
  Perishability	
  means	
  

that	
  for	
  many	
  services,	
  once	
  the	
  time	
  of	
  potential	
  service	
  passes,	
  the	
  opportunity	
  to	
  

sell	
  that	
  service	
  perishes	
  (Rust	
  and	
  Chung,	
  2006).	
  

	
  

An	
   important	
  conclusion	
  about	
  services	
   is	
   that	
  services	
  are	
  performances	
  and	
  they	
  

cannot	
  be	
  seen,	
  felt,	
  tasted	
  or	
  touched	
  in	
  the	
  same	
  manner	
   in	
  which	
  goods	
  can	
  be	
  

sensed	
   (Zeithaml,	
  Parasuraman	
  and	
  Berry,	
  1985).	
  Consequently,	
   service	
  businesses	
  

can	
   be	
   considered	
   as	
   relationship-­‐based	
   businesses.	
   In	
   services,	
   the	
   customer	
   is	
  

involved,	
  sometimes	
  for	
  a	
  long	
  period	
  of	
  time,	
  sometimes	
  only	
  for	
  a	
  short	
  moment,	
  

and	
  sometimes	
  on	
  a	
  regular	
  basis,	
  sometimes	
  only	
  as	
  a	
  one-­‐time	
  encounter.	
  There	
  is	
  

always	
  a	
  direct	
  contact	
  between	
  a	
  customer	
  and	
  the	
  service	
  firm	
  (Grönroos,	
  1995).	
  

Considering	
  this,	
  it	
  becomes	
  especially	
  important	
  in	
  services	
  the	
  delivery	
  component	
  

because	
   of	
   the	
   higher	
   degree	
   of	
   variability	
   usually	
   encountered	
   in	
   service,	
   which	
  

tends	
  to	
  be	
  more	
  labor-­‐intensive	
  (Rust	
  and	
  Chung,	
  2006).	
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2.2. RELATIONSHIP  MARKETING    

	
  

Grönroos,	
   1990,	
   based	
   on	
   Berry’s,	
   1983,	
   definition	
   of	
   relationship	
   marketing	
   as	
  

“attracting,	
   maintaining	
   and	
   enhancing	
   customer	
   relationships”,	
   adds	
   the	
  

perspectives	
   of	
   noncustomer	
   partnerships,	
   mutual	
   benefit,	
   promise-­‐keeping,	
   and	
  

profitability:	
   “Marketing	
   is	
   to	
   establish,	
   maintain,	
   and	
   enhance	
   relationships	
   with	
  

customers	
   and	
   other	
   partners,	
   at	
   a	
   profit,	
   so	
   that	
   the	
   objectives	
   of	
   the	
   parties	
  

involved	
   are	
   met.	
   This	
   is	
   achieved	
   by	
   a	
   mutual	
   exchange	
   and	
   fulfillment	
   of	
  

promises”.	
  

	
  

The	
   phrase	
   "relationship	
  marketing"	
   appeared	
   in	
   the	
   services	
  marketing	
   literature	
  

for	
  the	
  first	
  time	
  in	
  a	
  1983	
  paper	
  by	
  Leonard	
  L.	
  Berry	
  (Barnes,	
  1994;	
  Grönroos,	
  1994).	
  

Berry	
   outlined	
   five	
   strategy	
   elements	
   for	
   practicing	
   relationship	
   marketing:	
  

developing	
   a	
   core	
   service	
   around	
   which	
   to	
   build	
   a	
   customer	
   relationship,	
  

customizing	
  the	
  relationship	
  to	
  the	
  individual	
  customer,	
  augmenting	
  the	
  core	
  service	
  

with	
  extra	
  benefits,	
  pricing	
  services	
  to	
  encourage	
  customer	
  loyalty,	
  and	
  marketing	
  to	
  

employees	
  so	
  that	
  they,	
  in	
  turn,	
  will	
  perform	
  well	
  for	
  customers	
  (Berry,	
  1983).	
  

	
  

A	
   relationship	
   type	
   of	
   approach	
   is	
   long	
   term	
   in	
   nature,	
   whereas	
   transaction	
  

marketing	
   is	
  more	
   oriented	
   toward	
   short-­‐term	
   goal.	
   One	
   can	
   say	
   that	
   the	
   goal	
   of	
  

transaction	
   marketing	
   is	
   to	
   get	
   customers,	
   whereas	
   the	
   goal	
   of	
   relationship	
  

marketing	
   is	
   to	
   get	
   and	
   keep	
   customers.	
   Keeping	
   customers	
   becomes	
   more	
  

important	
   (although	
   getting	
   customers	
   of	
   course	
   is	
   the	
   basis	
   for	
   having	
   any	
  

customers	
  to	
  keep)	
  because	
  it	
  is	
  normally	
  less	
  expensive	
  to	
  make	
  a	
  satisfied	
  existing	
  

customer	
   buy	
  more	
   compared	
   to	
  what	
   it	
   costs	
   to	
   get	
   a	
   new	
   customer	
   (Grönroos,	
  

1995).	
  	
  

	
  

Grönroos,	
   1990,	
   emphasizes	
   the	
   promise	
   concept	
   as	
   integral	
   to	
   the	
   practice	
   of	
  

relationship	
   marketing.	
   Keeping	
   promises	
   is	
   the	
   essence	
   of	
   a	
   mutually	
   beneficial	
  

service	
  relationship	
  (Bitner,	
  1995).	
  For	
  service	
  providers,	
  this	
  implies	
  three	
  essential	
  

activities	
   as	
   shown	
   in	
   Figure	
   1:	
   making	
   realistic	
   promises	
   in	
   the	
   first	
   place	
   and	
  

keeping	
   those	
  promises	
  during	
   service	
  delivery	
  by	
  enabling	
  employees	
  and	
   service	
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systems	
  to	
  deliver	
  on	
  promises	
  made	
  (Bitner,	
  1995).	
  

	
  

	
  

	
  
Figure	
  1.Service	
  Promises	
  and	
  Related	
  Marketing	
  Actitivies	
  

Source:	
  Bitner	
  (1995),	
  “Building	
  Service	
  Relationships:	
  It’s	
  All	
  About	
  Promises”,	
  pp.	
  247	
  

	
  

For	
   service	
   organizations,	
   all	
   three	
   types	
   of	
   marketing	
   activities	
   are	
   essential	
   for	
  

building	
  and	
  maintaining	
  relationships	
  with	
  customers	
  	
  

	
  

2.2.1. External	
  Marketing	
  

	
  

Through	
   its	
   external	
   marketing	
   efforts,	
   an	
   organization	
   makes	
   promises	
   to	
   its	
  

constituencies	
   regarding	
   what	
   they	
   can	
   expect	
   and	
   how	
   it	
   will	
   be	
   delivered.	
  

Traditional	
  marketing	
   activities	
   such	
   as	
   advertising,	
   sales,	
   special	
   promotions,	
   and	
  

pricing	
  facilitate	
  this	
  type	
  of	
  marketing	
  (Bitner,	
  1995).	
  But	
  for	
  services,	
  other	
  factors	
  

also	
  communicate	
  the	
  promise	
  to	
  customers.	
  The	
  service	
  employees,	
  the	
  design	
  and	
  

decor	
  of	
  the	
  facility,	
  and	
  the	
  service	
  process	
  itself	
  also	
  communicate	
  and	
  help	
  to	
  set	
  

customer	
  expectations	
  (Bitner	
  1992,	
  1993;	
  Grove,	
  Fisk,	
  and	
  Bitner,	
  1992).	
  

	
  

In	
   addition,	
   a	
   firm	
   that	
  provides	
   free	
  product	
   information	
   improves	
   its	
   reputation,	
  

and	
   increase	
   the	
   probability	
   that	
   a	
   new-­‐client	
  will	
   visit	
   its	
  website	
   for	
   service	
   and	
  

purchases.	
  Messages	
   that	
   are	
  more	
   customized	
   and	
   better	
   designed	
   help	
   firms	
   to	
  

get	
   through	
   to	
   consumers	
   (Rust	
   and	
   Chung,	
   2006).	
   Likewise,	
   information	
   that	
   is	
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better	
  presented	
  helps	
  reduce	
  the	
   likelihood	
  of	
   information	
  overload	
  (Lurie,	
  2004);	
  

this	
  in	
  turn	
  helps	
  a	
  firm	
  to	
  get	
  the	
  key	
  selling	
  points	
  across	
  to	
  consumers.	
  

	
  

Consequently,	
   branding	
   plays	
   a	
   special	
   role	
   in	
   service	
   companies	
   because	
   strong	
  

brands	
   increase	
   customers’	
   trust	
   of	
   the	
   invisible	
   purchase	
   (Berry,	
   2000).	
   Brand	
  

development	
   is	
   crucial	
   in	
   services,	
   given	
   the	
   inherent	
   difficulty	
   in	
   differentiating	
  

products	
   that	
   lack	
   physical	
   differences	
   (Zeithaml,	
   1981).	
   These	
   companies	
   use	
   the	
  

brand	
  as	
  the	
  foundation	
  for	
  building	
  trust-­‐based	
  relationships	
  with	
  customers	
  (Berry,	
  

2000).	
  

	
  

Service	
   companies	
   build	
   strong	
   brands	
   through	
   branding	
   distinctiveness	
   and	
  

message	
   consistency,	
   by	
   performing	
   their	
   core	
   services	
   well,	
   from	
   reaching	
  

customers	
  emotionally,	
  and	
  by	
  associating	
  their	
  brands	
  with	
  trust	
  (Berry,	
  2000).	
  

	
  

Service	
   companies	
   strengthen	
   brand	
   equity	
   by	
   focusing	
   on	
   underserved	
   market	
  

needs.	
  They	
  enhance	
  the	
  customers’	
  experience	
  by	
  doing	
  something	
   that	
  needs	
   to	
  

be	
  done.	
  Over	
  time,	
  these	
  companies	
  become	
  famous	
  for	
  their	
  defining	
  excellence,	
  

aided	
  not	
  only	
  by	
  their	
  own	
  controlled	
  messages	
  but	
  also	
  by	
  customers’	
  experiences	
  

and	
  word-­‐of-­‐mouth	
  communications	
  (Berry,	
  2000).	
  

	
  

2.2.2. Internal	
  Marketing	
  

	
  

In	
  order	
  that	
  employees	
  and	
  service	
  systems	
  can	
  deliver	
  on	
  the	
  promises	
  made,	
  they	
  

must	
  have	
  the	
  skills,	
  abilities,	
  tools,	
  and	
  motivation	
  to	
  deliver.	
  In	
  other	
  words,	
  they	
  

must	
  be	
  enabled.	
  Promises	
  are	
  easy	
   to	
  make,	
  but	
  unless	
  employees	
  are	
   recruited,	
  

trained,	
   provided	
   with	
   tools	
   and	
   appropriate	
   internal	
   systems,	
   and	
   rewarded	
   for	
  

good	
  service,	
  the	
  promises	
  may	
  not	
  be	
  kept	
  (Bitner,	
  1995).	
  

	
  

Internal	
  marketing	
  has	
  been	
  emphasized	
  in	
  the	
  services	
  marketing	
  literature	
  because	
  

the	
   services	
   product	
   is	
   a	
   performance	
   and	
   the	
   performers	
   are	
   employees	
   (Berry,	
  

1995).	
   Thus	
   service	
   firms	
   must	
   focus	
   attention	
   and	
   resources	
   on	
   "attracting,	
  

developing,	
  motivating,	
  and	
  retaining	
  qualified	
  employees	
  through	
  job-­‐products	
  that	
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satisfy	
   their	
   needs"	
   (Berry	
   and	
   Parasuraman,	
   1991).	
   Only	
   when	
   service	
   providers	
  

perform	
   well	
   does	
   the	
   likelihood	
   of	
   customers	
   continuing	
   to	
   buy	
   increase	
   (Berry,	
  

1983).	
  

	
  

2.2.3. Interactive	
  Marketing	
  

	
  

Interactive	
   marketing	
   is	
   marketing	
   that	
   occurs	
   in	
   the	
   moment	
   of	
   truth	
   when	
   the	
  

customer	
  interacts	
  with	
  the	
  organization	
  and	
  the	
  service	
  is	
  produced	
  and	
  consumed.	
  

Interestingly,	
   promises	
   are	
   kept	
   or	
   broken	
   and	
   the	
   reliability	
   of	
   service	
   is	
   tested	
  

every	
  time	
  the	
  customer	
  interacts	
  with	
  the	
  organization.	
  These	
  service	
  promises	
  are	
  

most	
  often	
  kept	
  or	
  broken	
  by	
  the	
  employees	
  of	
  the	
  organization	
  or	
  in	
  some	
  cases	
  by	
  

technology	
   (Bitner,	
   1995).	
   Every	
   time	
   a	
   customer	
   interacts	
   with	
   a	
   service	
  

organization	
   (by	
   phone,	
   mail,	
   via	
   technology,	
   or	
   in	
   person),	
   a	
   service	
   encounter	
  

occurs	
  (Shostack,	
  1984).	
  

	
  

From	
   the	
   customer's	
   perspective,	
   service	
   relationships	
   are	
   built	
   from	
   these	
  

encounters;	
  each	
  encounter	
  tests	
  the	
  organization's	
  ability	
  to	
  keep	
  its	
  promises.	
  It	
  is	
  

during	
  these	
  encounters	
  or	
  “moments	
  of	
  truth”	
  that	
  customers	
  receive	
  a	
  snapshot	
  of	
  

the	
  organization's	
  quality,	
  and	
  each	
  encounter	
  contributes	
  to	
  the	
  customer's	
  overall	
  

satisfaction	
   and	
   willingness	
   to	
   do	
   business	
   with	
   the	
   organization	
   in	
   the	
   future	
  

(Bitner,	
  1990;	
  Bitner,	
  Booms,	
  and	
  Tetreault	
  1990;	
  Bolton	
  and	
  Drew,	
  1992;	
  Woodside,	
  

Frey,	
   and	
   Daly,	
   1989).	
   From	
   the	
   organization's	
   perspective,	
   each	
   encounter	
   thus	
  

presents	
  an	
  opportunity	
  to	
  prove	
  its	
  potential	
  as	
  a	
  quality	
  service	
  provider,	
  to	
  build	
  

trust,	
  and	
  to	
  increase	
  customer	
  loyalty	
  –	
  to	
  build	
  a	
  relationship.	
  Unfortunately,	
  each	
  

encounter	
  also	
  presents	
  the	
  possibility	
  of	
  reducing	
  perceptions	
  of	
  quality,	
  destroying	
  

trust,	
  and	
  decreasing	
  customer	
  loyalty	
  (Bitner,	
  1995).	
  

	
  

	
  

2.3. CUSTOMER  RELATIONSHIP  MANAGEMENT  

	
  

Following	
   Swift’s,	
   2000,	
   argument	
   that	
   organizations	
   will	
   benefit	
   from	
   adopting	
   a	
  

relevant	
   strategic	
   CRM	
   definition	
   for	
   their	
   firm	
   and	
   ensuring	
   its	
   consistent	
   use	
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throughout	
  their	
  organization,	
  Payne	
  and	
  Frow,	
  2005,	
  defined	
  CRM	
  as	
  follow:	
  “CRM	
  

is	
  a	
  strategic	
  approach	
  that	
   is	
  concerned	
  with	
  creating	
   improved	
  shareholder	
  value	
  

through	
   the	
   development	
   of	
   appropriate	
   relationships	
   with	
   key	
   customers	
   and	
  

customer	
   segments.	
   CRM	
  unites	
   the	
   potential	
   of	
   relationship	
  marketing	
   strategies	
  

and	
   IT	
   to	
   create	
   profitable,	
   long-­‐term	
   relationships	
  with	
   customers	
   and	
   other	
   key	
  

stakeholders.	
  CRM	
  provides	
  enhanced	
  opportunities	
  to	
  use	
  data	
  and	
  information	
  to	
  

both	
   understand	
   customers	
   and	
   cocreate	
   value	
   with	
   them.	
   This	
   requires	
   a	
   cross-­‐

functional	
   integration	
   of	
   processes,	
   people,	
   operations,	
   and	
  marketing	
   capabilities	
  

that	
  is	
  enabled	
  through	
  information,	
  technology,	
  and	
  applications”.	
  

	
  

By	
  having	
  natural	
  direct	
  contacts	
  with	
  their	
  customers,	
  firms	
  can	
  develop	
  direct	
  ways	
  

of	
  managing	
   their	
   customer	
   information	
   systems	
   (Grönroos,	
   1995).	
   The	
   advent	
   of	
  

the	
   Internet	
   has	
   opened	
   up	
   new	
   possibilities	
   for	
   personal	
   interaction	
   with	
   the	
  

customer	
  and	
  customization	
  of	
  the	
  service	
  to	
  better	
  suit	
  customer	
  needs	
  (Rust	
  and	
  

Chung,	
  2006).	
  However,	
  one	
  cannot	
  forget	
  that	
  customer	
  relationship	
  management	
  

can	
  fail	
  when	
  a	
  limited	
  number	
  of	
  employees	
  are	
  committed	
  to	
  the	
  initiative;	
  thus,	
  

employee	
   engagement	
   and	
   change	
   management	
   are	
   essential	
   issues	
   in	
   CRM	
  

implementation	
  (Payne	
  and	
  Frow,	
  2005).	
  

	
  

	
  

2.4. SPORTS  MARKETING  

	
  

According	
   to	
   Shank,	
   2005,	
   sports	
   marketing	
   can	
   be	
   defined	
   as	
   “the	
   specific	
  

application	
   of	
   marketing	
   principles	
   and	
   processes	
   to	
   sport	
   products	
   and	
   to	
   the	
  

marketing	
  of	
  nonsports	
  products	
  through	
  association	
  with	
  sport”.	
  Shank,	
  2005,	
  also	
  

adds	
  that	
  to	
  succeed	
  in	
  sports	
  marketing,	
  one	
  needs	
  to	
  understand	
  both	
  the	
  sports	
  

industry	
  and	
  the	
  specific	
  application	
  of	
  marketing	
  principles	
  and	
  processes	
  to	
  sports	
  

context.	
  

	
  

Sports	
   marketers	
   sell	
   their	
   products	
   based	
   on	
   the	
   benefits	
   the	
   products	
   offer	
   to	
  

consumers.	
  In	
  fact,	
  products	
  can	
  be	
  described	
  as	
  “bundles	
  of	
  benefits”.	
  Whether	
  as	
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participants,	
   spectators	
   or	
   sponsors,	
   sports	
   products	
   are	
   purchased	
   based	
   on	
   the	
  

benefits	
  consumers	
  derive	
  (Shank,	
  2005).	
  

	
  

Sports	
   marketing’s	
   scope	
   of	
   action	
   can	
   be	
   separated	
   into	
   two	
   different	
   contexts	
  

(Dionísio,	
  2009):	
  

	
  

1) Sporting	
   events	
   in	
  which	
   the	
   consumer	
   has	
   a	
  mere	
   spectator	
   role	
   and	
   the	
  

practitioners	
  of	
  the	
  sport	
  are	
  the	
  “actors”	
  of	
  the	
  sports’	
  product;	
  

2) Sports	
   in	
   which	
   the	
   consumer	
   is	
   also	
   practicing	
   the	
   sport	
   on	
   a	
   non-­‐

professional	
  way.	
  

	
  

To	
   successfully	
   compete	
   in	
   the	
   expanding	
   sports	
   participant	
   market,	
   sports	
  

organizations	
  must	
   develop	
   a	
   thorough	
   understanding	
   of	
   participant	
   consumption	
  

behavior	
  and	
  what	
  affects	
  it.	
  Participant	
  consumption	
  behavior	
  is	
  defined	
  as	
  actions	
  

performed	
  when	
  searching	
   for,	
  participating	
   in,	
  and	
  evaluating	
  the	
  sports	
  activities	
  

that	
  consumers	
  believe	
  will	
  satisfy	
  their	
  needs	
  (Shank,	
  2005).	
  

	
  

Sports	
  marketers	
  must	
  understand	
  why	
  consumers	
  choose	
  to	
  participate	
   in	
  certain	
  

sports	
  and	
  what	
  the	
  benefits	
  of	
  participation	
  are	
  for	
  consumers	
  (Shank,	
  2005).	
  

	
  

	
  

2.5. SERVICE  QUALITY  

	
  

As	
   sports	
   organizations	
   develop	
  marketing	
   orientation,	
   the	
   need	
   to	
   deliver	
   a	
   high	
  

level	
   of	
   service	
   quality	
   to	
   consumers	
   is	
   becoming	
   increasingly	
   important	
   (Shank,	
  

2005).	
   The	
   quality	
   and	
   essence	
   of	
   a	
   service	
   can	
   vary	
   from	
   producer	
   to	
   producer,	
  

from	
  customer	
  to	
  customer,	
  and	
  from	
  day	
  to	
  day	
  (Zeithaml,	
  Parasuraman	
  and	
  Berry,	
  

1985).	
  	
  

	
  

Service	
  quality	
  can	
  be	
  defined	
  as	
  a	
  measure	
  of	
  how	
  well	
  the	
  service	
  level	
  delivered	
  

matches	
   customer	
   expectations.	
   Delivering	
   quality	
   service	
   means	
   conforming	
   to	
  

customer	
  expectations	
  on	
  a	
  consistent	
  basis	
  (Lewis	
  and	
  Booms,	
  1983).	
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Parasuraman,	
   Zeithaml	
   and	
   Berry,	
   1985,	
   developed	
   a	
   general	
   model	
   of	
   service	
  

quality	
   known	
   as	
   the	
   GAPS	
  Model	
   of	
   Service	
   Quality.	
   The	
   GAPS	
  Model	
   of	
   Service	
  

Quality	
   serves	
   as	
   a	
   framework	
   for	
   service	
   organizations	
   attempting	
   to	
   improve	
  

quality	
   service	
   and	
   services	
   marketing	
   (Zeithaml,	
   Bitner	
   and	
   Gremler,	
   2008).	
  

Parasuraman,	
  Zeithaml	
  and	
  Berry,	
  1988,	
  have	
  also	
  developed	
  a	
  22-­‐item	
  instrument	
  

for	
   assessing	
   customer	
   perceptions	
   of	
   service	
   quality	
   in	
   service	
   and	
   retailing	
  

organizations	
  named	
  SERVQUAL.	
  

	
  

	
  
Figure	
  2.	
  The	
  Gaps	
  Model	
  of	
  Service	
  Quality	
  

Source:	
   Parasuraman,	
   Zeithaml	
   and	
   Berry	
   (1985),	
   “A	
   Conceptual	
   Model	
   of	
   Service	
   Quality	
   and	
   its	
  

implications	
  for	
  Future	
  Research”,	
  pp.	
  44	
  

	
  

Regarding	
  the	
  GAPS	
  Model	
  of	
  Service	
  Quality	
  and	
  starting	
  by	
  the	
  customer	
  gap	
  (GAP	
  

5),	
  the	
  expected	
  service-­‐perceived	
  service	
  gap,	
  indicates	
  that	
  judgments	
  of	
  high	
  and	
  

low	
   service	
   quality	
   depend	
   on	
   how	
   consumers	
   perceive	
   the	
   actual	
   service	
  

performance	
   in	
   the	
   context	
   of	
   what	
   they	
   expected.	
   Therefore,	
   the	
   quality	
   that	
   a	
  

consumer	
  perceives	
  in	
  a	
  service	
  is	
  a	
  function	
  of	
  the	
  magnitude	
  and	
  direction	
  of	
  the	
  

gap	
   between	
   expected	
   service	
   and	
   perceived	
   service	
   (Parasuraman,	
   Zeithaml	
   and	
  

Berry,	
  1985).	
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Focusing	
   now	
   on	
   the	
   provider	
   gaps,	
   the	
   consumer	
   expectation-­‐management	
  

perception	
   gap	
   (GAP1)	
   focus	
   concentrates	
   on	
   the	
   fact	
   that	
   service	
   firm	
  executives	
  

may	
   not	
   always	
   understand	
   what	
   features	
   connote	
   high	
   quality	
   to	
   consumers	
   in	
  

advance,	
  what	
  features	
  a	
  service	
  must	
  have	
  in	
  order	
  to	
  meet	
  consumer	
  needs,	
  and	
  

what	
   levels	
   of	
   performance	
   on	
   those	
   features	
   are	
   needed	
   to	
   deliver	
   high	
   quality	
  

service.	
   Consequently,	
   the	
   gap	
   between	
   consumer	
   expectations	
   and	
  management	
  

perceptions	
  of	
  those	
  expectations	
  will	
  have	
  an	
  impact	
  on	
  the	
  consumer's	
  evaluation	
  

of	
  service	
  quality	
  (Parasuraman,	
  Zeithaml	
  and	
  Berry,	
  1985).	
  	
  

	
  

In	
  the	
  management	
  perception-­‐service	
  quality	
  specification	
  gap	
   (GAP2),	
  knowledge	
  

of	
  consumer	
  expectations	
  exists	
  but	
  the	
  perceived	
  means	
  to	
  deliver	
  to	
  expectations	
  

apparently	
  do	
  not.	
  A	
   variety	
  of	
   factors	
  —	
   resource	
   constraints,	
  market	
   conditions,	
  

and/or	
   management	
   indifference	
   —	
   may	
   result	
   in	
   a	
   discrepancy	
   between	
  

management	
   perceptions	
   of	
   consumer	
   expectations	
   and	
   the	
   actual	
   specifications	
  

established	
  for	
  a	
  service	
  (Parasuraman,	
  Zeithaml	
  and	
  Berry,	
  1985).	
  

	
  

The	
  service	
  quality	
  specifications	
  -­‐	
  service	
  delivery	
  gap	
  (GAP3)	
  focuses	
  on	
  a	
  service’s	
  

firm	
   employees,	
   who	
   exert	
   a	
   strong	
   influence	
   on	
   the	
   service	
   quality	
   perceived	
   by	
  

consumers	
   and	
   employee	
   performance	
   cannot	
   always	
   be	
   standardized.	
   The	
   gap	
  

between	
  service	
  quality	
  specifications	
  and	
  actual	
  service	
  delivery	
  will	
  affect	
  service	
  

quality	
  from	
  the	
  consumer's	
  standpoint	
  (Parasuraman,	
  Zeithaml	
  and	
  Berry,	
  1985).	
  

	
  

Finally,	
   GAP	
   4,	
   the	
   service	
   delivery	
   –	
   external	
   communications	
   gap,	
   indicates	
   that	
  

external	
  communications	
  can	
  affect	
  not	
  only	
  consumer	
  expectations	
  about	
  a	
  service	
  

but	
  also	
  consumer	
  perceptions	
  of	
  the	
  delivered	
  service.	
  Alternatively,	
  discrepancies	
  

between	
  service	
  delivery	
  and	
  external	
  communications—in	
  the	
  form	
  of	
  exaggerated	
  

promises	
  and/or	
  the	
  absence	
  of	
  information	
  about	
  service	
  delivery	
  aspects	
  intended	
  

to	
   serve	
   consumers	
   well—can	
   affect	
   consumer	
   perceptions	
   of	
   service	
   quality	
  

(Parasuraman,	
  Zeithaml	
  and	
  Berry,	
  1985).	
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In	
  conclusion,	
   service	
  quality	
  as	
  perceived	
  by	
  a	
  consumer	
  depends	
  on	
   the	
  size	
  and	
  

direction	
  of	
  GAP5,	
  which,	
  in	
  turn,	
  depends	
  on	
  the	
  nature	
  of	
  the	
  gaps	
  associated	
  with	
  

the	
  design,	
  marketing,	
  and	
  delivery	
  of	
  services.	
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3.  GINÁSIO  CLUBE  PORTUGUÊS    
	
  

Considering	
  the	
  leisure	
  sports	
  market,	
  GCP	
  can	
  be	
  inserted	
  in	
  the	
  segment	
  of	
  sports	
  

clubs	
  oriented	
   to	
   their	
  members,	
   although	
   it	
   also	
  offers	
  Training,	
  Competition	
  and	
  

Representation	
  sports.	
  The	
  following	
  figure	
  identifies	
  the	
  three	
  different	
  segments	
  in	
  

the	
  leisure	
  sports	
  market	
  and	
  some	
  examples	
  of	
  sports	
  clubs/health	
  clubs	
  operating	
  

in	
  each	
  segment.	
  

	
  

	
  
Figure	
  3.	
  Segments	
  of	
  the	
  leisure	
  sports	
  market	
  

Source:	
  Based	
  on	
  information	
  found	
  in	
  Dionísio,	
  2009	
  

	
  

Ginásio	
   Clube	
   Português	
  was	
   founded	
   in	
   1875	
   and	
   it	
   is	
   considered	
   to	
   have	
   had	
   a	
  

breakthrough	
   role	
   in	
   physical	
   and	
   sporting	
   activities.	
   Nowadays,	
   GCP	
   is	
   seen	
   as	
   a	
  

reference	
   in	
   sports	
   and	
   they	
   were	
   pioneers	
   in	
   the	
   concept	
   of	
   a	
   health	
   club	
   with	
  

sporting,	
  social	
  and	
  cultural	
  purposes.	
  

	
  

Currently,	
  GCP	
  has	
  approximately	
  10.000	
  members.	
  It	
  is	
  the	
  most	
  eclectic	
  health	
  club	
  

in	
  Portugal	
  and	
  one	
  of	
  the	
  oldest	
  in	
  the	
  world.	
  

	
  

GCP	
   has	
   always	
   tried	
   to	
   be	
   a	
   modern	
   club	
   and	
   continue	
   in	
   permanent	
   updating,	
  

which	
   led	
   them	
   to	
   be	
   a	
   first	
   class	
   health	
   club	
   both	
   in	
   Training,	
   Competition,	
   and	
  

Representation	
  sports	
  as	
  well	
  as	
  in	
  the	
  area	
  of	
  Exercise	
  and	
  Health.	
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Besides	
   its	
   health	
   club	
   situated	
   at	
   Amoreiras,	
   GCP	
   has	
   invested	
   in	
   an	
   expansion	
  

strategy	
  and	
  has	
  been	
  managing	
  the	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique	
  

since	
  July	
  2009.	
  

	
  

	
  

3.1. ACTIVITIES  

	
  

GCP	
  offers	
  a	
  wide	
  variety	
  of	
  different	
  sports	
  activities	
  to	
  its	
  members,	
  for	
  a	
  range	
  of	
  

ages	
   from	
   0	
   to	
   90	
   years	
   old.	
   These	
   activities	
   are	
   held	
   at	
   GCP	
   headquarters	
   (the	
  

health	
  club),	
  the	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique	
  and	
  also	
  outdoors	
  

(a	
  complete	
  list	
  of	
  the	
  activities	
  offered	
  by	
  GCP	
  can	
  be	
  found	
  in	
  Appendix	
  1).	
  

	
  

In	
   addition,	
   concerning	
   the	
   area	
  of	
   Exercise	
   and	
  Health,	
   there	
   are	
   several	
   services	
  

and	
  activities	
  offered	
  at	
  GCP,	
  which	
  will	
  be	
  explained	
  in	
  the	
  subsequent	
  points.	
  

	
  

• Assessment	
   and	
   Technical	
   Advise	
   Office	
   	
   (SAAT	
   –	
   Sala	
   de	
   Avaliação	
   e	
  

Aconselhamento	
  Técnico)	
  	
  

	
  

The	
  SAAT	
  is	
  responsible	
  for	
  the	
  Assessment	
  of	
  Physical	
  Condition	
  of	
  GCP	
  members,	
  

which	
   consists	
   of	
   the	
   analysis	
   of	
   several	
   important	
   components	
   (such	
   as	
   the	
  

cardiorespiratory	
  capacity,	
  the	
  risk	
  of	
  cardiovascular	
  disease,	
  body	
  weight	
  and	
  body	
  

mass	
   index)	
   in	
   order	
   to	
   recommend	
   an	
   ideal	
   physical	
   exercise	
   program.	
   It	
   is	
  

addressed	
  to	
  all	
  members,	
  regardless	
  of	
  their	
  age,	
  also	
  including	
  people	
  with	
  special	
  

health	
   conditions	
   (obesity,	
   diabetes,	
   osteoporosis,	
   heart	
   disease,	
   spinal	
   problems,	
  

etc.).	
  In	
  SAAT,	
  GCP	
  members	
  will	
  find	
  specialized	
  professionals	
  and	
  a	
  completely	
  free	
  

service	
  at	
  their	
  disposal.	
  

	
  

• Special	
  Programs	
  

	
  

The	
   Special	
   Programs	
   serve	
   to	
   increase	
   the	
   individualized	
  monitoring	
   to	
  members	
  

depending	
  on	
   their	
  profile,	
   respecting	
   their	
  wishes	
  and	
  needs,	
   and	
  having	
  as	
  main	
  

objective,	
  to	
  contribute	
  to	
  the	
  improvement	
  and	
  preservation	
  of	
  health	
  and	
  quality	
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of	
   life	
  of	
  the	
  members.	
  These	
  programs	
  give	
  access	
  to	
  an	
  individualized	
  monitoring	
  

in	
  the	
  area	
  of	
  exercise	
  (Personal	
  Training	
  sessions)	
  and	
  in	
  the	
  area	
  of	
  nutrition.	
  

	
  

Currently,	
   GCP	
   is	
   running	
   three	
   Special	
   Programs:	
   the	
   Cardiac	
   Rehabilitation	
  

Program,	
   the	
  Weight	
  Control	
  Program	
  and	
   the	
  Childhood	
  Obesity	
  Program	
   (details	
  

about	
  each	
  program	
  can	
  be	
  found	
  in	
  Appendix	
  2).	
  

	
  

• Psychomotor	
  Rehabilitation	
  

	
  

GCP	
   has	
   a	
   professional	
   expert	
   in	
   this	
   area,	
   assuring	
   personalized	
   support	
   to	
   its	
  

members.	
   The	
   Psychomotor	
   Rehabilitation	
   is	
   a	
   process	
   of	
   educational	
   and	
  

therapeutic	
   intervention,	
   comprising	
   body	
   and	
   expressive	
   mediation.	
   GCP	
   always	
  

frames	
  special	
  populations	
  in	
  their	
  activities	
  through	
  individual	
  or	
  group	
  classes.	
  

	
  

• Nutrition	
  Appointments	
  

	
  

The	
   nutrition	
   appointments	
   serve	
   to	
   regulate	
   eating	
   habits,	
   modifying	
   them,	
  

moderately,	
   through	
   personalized	
   and	
   structured	
   eating	
   plans	
   so	
   that	
   nutritional	
  

deficiencies	
   or	
   metabolic	
   imbalances	
   are	
   avoided.	
   GCP	
   offers	
   a	
   specialized	
  

monitoring	
  for	
  those	
  members	
  who	
  want	
  to	
  improve	
  their	
  dietary	
  pattern.	
  

	
  

• Psychology	
  Office	
  of	
  Performance	
  and	
  Sport	
  

	
  

The	
   Psychology	
   Office	
   was	
   implemented	
   in	
   GCP	
   in	
   order	
   to	
   support	
   and	
   advice	
  

athletes	
  based	
  on	
  the	
  optimization	
  of	
  performance	
  activities,	
  counseling	
  in	
  the	
  area	
  

of	
  exercise	
  and	
  health,	
  coaching	
  in	
  Leadership	
  and	
  Psychological	
  Coaching.	
  

	
  

Additionally,	
   GCP	
   has	
   activities	
   designed	
   especially	
   for	
   companies,	
   offering	
   a	
  

multidisciplinary	
   team	
   of	
   professionals	
   in	
   the	
   area	
   of	
   Exercise,	
   Health	
   and	
   Well-­‐

Being.	
   Companies	
   can	
   opt	
   for	
   a	
   more	
   individualized	
   program	
   at	
   GCP’s	
   facilities,	
  

events	
  and	
  workshops	
  or	
  a	
  personalized	
  support	
  at	
  the	
  companies’	
  own	
  facilities.	
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At	
  the	
  time,	
  GCP	
  provides	
  three	
  different	
  plans	
  for	
  companies	
  to	
  choose	
  from	
  with	
  

different	
   membership	
   options	
   and	
   schedules,	
   that	
   allow	
   companies	
   to	
   start	
  

practicing	
   sports	
  with	
   low	
  membership	
   cost	
   but	
   high	
   quality	
   (detailed	
   information	
  

about	
  the	
  corporate	
  plans	
  can	
  be	
  found	
  in	
  Appendix	
  3).	
  

	
  

	
  

3.2. MEMBERS  

	
  

There	
  are	
  seven	
  different	
  member’s	
  cards	
  available	
  at	
  GCP:	
  Gold	
  Card,	
  Classic	
  Card,	
  

Star	
  Card,	
  Kids	
  Card,	
  Baby	
  Card,	
  Acqua	
  Card	
  and	
  Acqua	
  Terapia	
  Card.	
  This	
  variety	
  of	
  

cards	
  aims	
   to	
  meet	
   the	
  needs	
  of	
  GCP	
  members	
  and	
  cover	
  all	
   age	
  groups	
   (detailed	
  

information	
  about	
  each	
  card	
  can	
  be	
  found	
  in	
  Appendix	
  4).	
  

	
  

Regarding	
  the	
  number	
  of	
  members,	
  although	
  it	
  had	
  an	
  increase	
  from	
  2010	
  to	
  2011	
  

of	
  2.057	
  new	
  members,	
  it	
  has	
  showed	
  a	
  decrease	
  last	
  year,	
  having	
  a	
  current	
  number	
  

of	
  9.392	
  members.	
  

	
  

	
  

	
  
Figure	
  4.	
  Comparison	
  of	
  GCP's	
  number	
  of	
  members	
  between	
  2010	
  and	
  2012	
  

Source:	
  GCP	
  data	
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The	
  current	
   ratio	
   female/male	
  at	
  GCP	
   is	
  of	
  4.037	
  male	
  members	
  and	
  5.355	
   female	
  

members.	
  	
  

	
  

	
  

	
  
Figure	
  5.	
  Distribution	
  of	
  GCP	
  members	
  by	
  age	
  

Source:	
  GCP	
  data	
  

	
  

The	
  distribution	
  of	
  members	
  that	
  are	
  practitioners	
  and	
  the	
  distribution	
  of	
  members	
  

by	
  age	
  group	
  are	
  explicit	
  in	
  the	
  following	
  tables.	
  It	
  is	
  possible	
  to	
  understand	
  that	
  only	
  

44%	
  of	
  GCP	
  members	
  actually	
  practice	
  activities	
  at	
   the	
  health	
  club.	
  Moreover,	
   it	
   is	
  

possible	
  to	
  identify	
  that	
  the	
  age	
  groups	
  with	
  more	
  members	
  are	
  the	
  children/teens	
  

age	
  group	
  (12	
  to	
  15	
  years	
  old)	
  and	
  the	
  older	
  age	
  groups,	
  starting	
  at	
  56	
  years	
  old	
  and	
  

going	
  up.	
  

	
  

	
  

Table	
  1.	
  Distribution	
  of	
  members	
  that	
  are	
  practitioners	
  

2012	
  

Members	
   9392	
  

Practitioners	
   4173	
  

%	
  Practitioners/Members	
   44%	
  

Source:	
  GCP	
  data	
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Table	
  2.	
  Distribution	
  of	
  GCP	
  members	
  by	
  age	
  group	
  

2012	
  

Age	
   Number	
  of	
  members	
   Percentage	
  

≤	
  11	
   729	
   7,8%	
  

12	
  to	
  15	
   1443	
   15,4%	
  

16	
  to	
  25	
   631	
   6,7%	
  

26	
  to	
  30	
   744	
   7,9%	
  

31	
  to	
  35	
   675	
   7,2%	
  

36	
  to	
  40	
   600	
   6,4%	
  

41	
  to	
  45	
   580	
   6,2%	
  

46	
  to	
  50	
   525	
   5,6%	
  

51	
  to	
  55	
   360	
   3,8%	
  

56	
  to	
  59	
   1668	
   17,8%	
  

≥	
  60	
   1437	
   15,3%	
  

Total	
   9392	
   100%	
  

Source:	
  GCP	
  data	
  

	
  

	
  

3.3. FACILITIES  

	
  

The	
  GCP	
  headquarters	
  and	
  health	
  club	
  is	
  situated	
  at	
  Amoreiras,	
  where	
  the	
  covered	
  

area	
  of	
  2.511	
  m2	
  is	
  divided	
  in	
  seven	
  gyms	
  properly	
  equipped.	
  There	
  is	
  also	
  a	
  private	
  

parking	
   lot	
   with	
   around	
   50	
   spaces	
   available	
   and	
   the	
  Municipal	
   Swimming	
   Pool	
   of	
  

Campo	
  de	
  Ourique,	
  which	
  has	
  been	
  managed	
  by	
  GCP	
  since	
  2009.	
  A	
  detailed	
   list	
  of	
  

the	
   facilities	
   (that	
   are	
   considered	
  most	
   relevant	
   for	
   this	
   project)	
   can	
   be	
   found	
   in	
  

Appendix	
  5.	
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3.4. HUMAN  RESOURCES  STRUCTURE  

	
  

GCP	
   is	
   divided	
   in	
   five	
   different	
   departments,	
   being	
   the	
   following:	
   Department	
   of	
  

Sport,	
   Exercise	
   and	
   Health	
   Department,	
   Administrative	
   and	
   Financial	
   Department,	
  

Commercial	
  and	
  Marketing	
  Department	
  and	
  the	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  

de	
  Ourique.	
  	
  

	
  
Figure	
  6.	
  GCP's	
  Human	
  Resources	
  Structure	
  

Souce:	
  GCP	
  information	
  

	
  

The	
   difference	
   between	
   the	
   department	
   of	
   Sport	
   and	
   the	
   Exercise	
   and	
   Health	
  

Department	
  is	
  that	
  the	
  first	
  one	
  is	
  responsible	
  for	
  the	
  kids/teens	
  activities	
  whereas	
  

the	
   Exercise	
   and	
   Health	
   Department	
   is	
   responsible	
   for	
   young	
   adults,	
   adults	
   and	
  

seniors	
  activities.	
  	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

General	
  Manager	
  or	
  
CEO	
  

José	
  Carlos	
  Reis	
  

Department	
  of	
  Sport	
  
	
  

Ramiro	
  Fernandes	
  

Exercise	
  and	
  Health	
  
Department	
  

Criszna	
  Caetano	
  

AdministraKve	
  and	
  
Financial	
  Department	
  
Alexandra	
  Lavado	
  

Commercial	
  and	
  
MarkeKng	
  
Department	
  
Hugo	
  Oliveira	
  

Municipal	
  Swimming	
  
Pool	
  of	
  Campo	
  de	
  

Ourique	
  
Miguel	
  Valério	
  



	
   19	
  

4.  CHALLENGE  PROPOSED    
	
  

The	
   challenge	
   proposed	
   with	
   this	
   consulting	
   project	
   was	
   to	
   prepare	
   marketing	
  

strategies	
  for	
  GCP	
  taking	
  into	
  account	
  the	
  following	
  questions:	
  

	
  

• What	
  do	
  practitioners	
  of	
  physical	
  activity	
  value	
  in	
  a	
  health	
  club?	
  

• How	
  to	
  attract	
  a	
  growing	
  part	
  of	
  the	
  population	
  that	
  leads	
  a	
  sedentary	
  life?	
  

• How	
  to	
  improve	
  the	
  closeness	
  of	
  GCP	
  with	
  its	
  members?	
  

• What	
   can	
   be	
   done	
   to	
   attract	
   new	
   members	
   but	
   mainly	
   to	
   retain	
   current	
  

members?	
  

	
  

It	
  is	
  important	
  for	
  a	
  health	
  club	
  to	
  identify	
  the	
  driving	
  forces	
  that	
  motivate	
  people	
  to	
  

do	
  physical	
  exercise	
  and	
  their	
  needs	
  in	
  a	
  health	
  club,	
  so	
  that	
  they	
  can	
  mitigate	
  those	
  

necessities	
   and	
   increase	
   their	
   number	
   of	
   members.	
   It	
   is	
   also	
   important	
   to	
  

understand	
   how	
   to	
   attract	
   people	
   that	
   have	
   a	
   sedentary	
   life	
   and	
   what	
   are	
   the	
  

motives	
  for	
  not	
  being	
  members	
  of	
  a	
  health	
  club	
  so	
  that	
  GCP	
  can	
  conclude	
  if	
  they	
  can	
  

motivate	
  these	
  individuals	
  to	
  join	
  GCP.	
  

	
  

Finally,	
  it	
  is	
  also	
  important	
  to	
  understand	
  what	
  can	
  be	
  done	
  at	
  GCP	
  in	
  order	
  for	
  them	
  

to	
  maintain	
  their	
  current	
  number	
  of	
  members	
  and	
  attract	
  new	
  ones.	
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5.  PROJECT  MANAGEMENT  

	
  

5.1. GOVERNANCE  

	
  

The	
  Consulting	
   team	
  was	
   composed	
  by	
  Filipa	
  Marques,	
  Margarida	
  Gonçalves	
  e	
  Dr.	
  

Hugo	
  Oliveira.	
  

	
  

Dr.	
  Hugo	
  Oliveira,	
  Drª	
  Rute	
  Xavier	
   and	
  Dr.	
   José	
  Carlos	
  Reis	
   composed	
   the	
   steering	
  

committee	
  for	
  this	
  consulting	
  project.	
  

	
  

As	
   this	
   is	
   a	
   project	
   developed	
   in	
   the	
   Marketing	
   area,	
   Dr.	
   Hugo	
   Oliveira,	
   the	
  

Commercial	
   and	
   Marketing	
   Department	
   manager,	
   was	
   the	
   sponsor	
   and	
   the	
   main	
  

contact	
  at	
  GCP	
  who	
  was	
  responsible	
   for	
  orienting	
   the	
  project.	
  Drª	
  Rute	
  Xavier	
  was	
  

the	
  Master	
   Thesis	
   advisor	
   from	
  Católica-­‐Lisbon	
   School	
   of	
   Business	
   and	
   Economics,	
  

who	
  provided	
  guidance	
  throughout	
  the	
  duration	
  of	
  the	
  project.	
  Filipa	
  Marques	
  and	
  

Margarida	
  Gonçalves	
  were	
   the	
  designated	
   consultants,	
  working	
   together	
   in	
   all	
   the	
  

process	
  to	
  formulate	
  recommendations	
  to	
  the	
  challenge	
  proposed	
  initially.	
  

	
  

	
  

5.2. COMMUNICATION  MANAGEMENT  

	
  

Throughout	
   the	
   duration	
   of	
   the	
   project,	
   the	
   communication	
   with	
   GCP	
   was	
   made	
  

through	
  Dr.	
  Hugo	
  Oliveira	
  either	
  by	
  meetings	
  or	
  by	
  email.	
   Initially,	
  as	
  the	
  necessity	
  

for	
   information	
   was	
   higher,	
   weekly	
   meetings	
   were	
   held	
   at	
   GCP	
   where	
   Dr.	
   Hugo	
  

Oliveira	
   would	
   provide	
   insights	
   on	
   GCP’s	
   activities	
   and	
   internal	
   organization	
   (the	
  

dates	
  on	
  which	
  the	
  meetings	
  took	
  place	
  can	
  be	
  found	
  in	
  Appendix	
  6).	
  Later	
  on,	
  as	
  the	
  

evaluation	
  phase	
  of	
  GCP	
  and	
  the	
  formulation	
  of	
  recommendations	
  process	
  started,	
  

the	
  number	
  of	
  meetings	
  reduced	
  considerably,	
  as	
  all	
  the	
  information	
  necessary	
  had	
  

already	
  been	
  obtained.	
  Then,	
  the	
  meetings	
  had	
  the	
  main	
  goal	
  of	
  results	
  validation.	
  

During	
  this	
  period,	
  emails	
  were	
  exchanged	
  with	
  Dr.	
  Hugo	
  Oliveira	
  in	
  case	
  there	
  was	
  

the	
   necessity	
   for	
   additional	
   information.	
   Moreover,	
   five	
   meetings	
   (one	
   with	
   each	
  



	
   21	
  

department’s	
   manager)	
   were	
   held	
   at	
   GCP	
   so	
   that	
   information	
   about	
   each	
  

department	
  would	
  be	
  given.	
  

	
  

	
  

5.3. SCOPE    

	
  

The	
   scope	
   of	
   the	
   project	
   was	
   to	
   identify	
   which	
   marketing	
   strategies	
   could	
   be	
  

implemented	
  at	
  GCP	
  so	
   that	
   they	
  could	
  maintain	
   their	
  actual	
  number	
  of	
  members	
  

and	
  attract	
  new	
  members.	
  	
  

	
  

It	
  was	
  not	
  on	
  the	
  project	
  scope	
  a	
  plan	
  of	
  marketing	
  actions	
  that	
  should	
  be	
  taken	
  in	
  

this	
  current	
  year	
  or	
  a	
  financial	
  analysis	
  of	
  the	
  proposals	
  made.	
  Instead,	
  the	
  main	
  goal	
  

was	
  to	
  identify	
  areas	
  of	
  concern,	
  in	
  which	
  GCP	
  was	
  failing	
  to	
  provide	
  the	
  necessary	
  

services	
   that	
  would	
   lead	
   to	
   the	
  members’	
   satisfaction	
  and	
   fulfillment	
  of	
  members’	
  

expectations.	
  The	
  client	
  expectation	
  regarding	
  this	
  consulting	
  project	
  was	
  to	
  obtain	
  

recommendations,	
  which	
  GCP	
  could	
  analyze	
  internally	
  and	
  apprehend	
  the	
  feasibility	
  

considering	
  their	
  current	
  budget.	
  

	
  

	
  

5.4. TIME  MANAGEMENT  

	
  

The	
  planning	
  for	
  the	
  project	
  was	
  decided	
  according	
  to	
  the	
  fact	
  that	
  not	
  only	
  the	
  final	
  

recommendations	
   needed	
   to	
   be	
   delivered	
   and	
   presented	
   to	
   GCP	
   until	
   the	
   17th	
   of	
  

May,	
  but	
  also	
  there	
  was	
  a	
  need	
  for	
  information	
  so	
  that	
  the	
  Master	
  Thesis	
  could	
  be	
  

developed	
  at	
  the	
  same	
  time.	
  Therefore,	
  the	
  project	
  timeline	
  created	
  in	
  the	
  beginning	
  

of	
  this	
  project	
  (that	
  can	
  be	
  found	
  in	
  Appendix	
  6)	
  comprises	
  the	
  planning	
  for	
  the	
  GCP	
  

consulting	
  project	
  and	
  it	
  contains	
  the	
  start	
  and	
  end	
  dates	
  of	
  each	
  task.	
  

	
  

Depending	
   on	
   the	
   schedule	
   of	
   the	
  meetings	
  with	
   Dr.	
   Hugo	
  Oliveira	
   and	
   the	
   other	
  

managers,	
  the	
  project	
  timeline	
  was	
  revised	
  so	
  that	
  all	
  the	
  tasks	
  would	
  be	
  completed	
  

on	
  time.	
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5.5. RISK  MANAGEMENT  

	
  

Initially,	
   there	
   was	
   the	
   risk	
   of	
   not	
   getting	
   enough	
   information	
   from	
   the	
   different	
  

departments,	
  which	
  would	
  jeopardize	
  the	
  final	
  overview	
  of	
  GCP’s	
  different	
  areas	
  and	
  

identification	
   of	
   areas	
   of	
   concern.	
   To	
   minimize	
   this	
   risk,	
   the	
   interviews	
   were	
  

prepared	
  beforehand	
  and	
  a	
  set	
  of	
  questions	
  that	
  were	
  thought	
  relevant	
  was	
  chosen.	
  	
  

	
  

Concerning	
   the	
   different	
   research	
   methods	
   used,	
   there	
   was	
   also	
   the	
   risk	
   of	
   not	
  

getting	
   clear	
   insights	
   regarding	
   the	
   satisfaction	
  of	
  GCP’s	
   current	
  members	
   and	
   the	
  

reasons	
  why	
  they	
  chose	
  GCP.	
  However,	
  there	
  was	
  also	
  an	
  interest	
  in	
  understanding	
  

what	
  makes	
  people	
  in	
  general	
  decide	
  for	
  a	
  health	
  club	
  and	
  other	
  points	
  considered	
  

relevant	
   that	
  will	
   be	
  explained	
   in	
   the	
  next	
   chapter.	
   The	
   solution	
   found	
   to	
   this	
   risk	
  

was	
   to	
  design	
   two	
  different	
   sets	
  of	
  questionnaires	
   so	
   that	
   insights	
  could	
  be	
  drawn	
  

from	
  both	
  and	
  compared.	
  The	
  mystery-­‐customer	
  visits	
  performed	
  also	
  represented	
  a	
  

risk,	
   as	
   there	
   was	
   the	
   possibility	
   of	
   not	
   getting	
   all	
   the	
   information	
   necessary	
   to	
  

compare	
  GCP	
  with	
  its	
  competitors.	
  The	
  solution	
  found	
  was	
  to	
  plan	
  in	
  advance	
  all	
  the	
  

areas	
   of	
   major	
   importance	
   that	
   should	
   be	
   compared	
   and	
   prepare	
   questions	
   that	
  

were	
  thought	
  relevant	
  such	
  as	
  prices	
  practiced	
  at	
  the	
  competitors	
  and	
  policies.	
  

	
  

Moreover,	
  there	
  was	
  the	
  risk	
  of	
  Dr.	
  Hugo	
  Oliveira	
  changing	
  the	
  requirements	
  for	
  the	
  

project,	
   so,	
   to	
   mitigate	
   this	
   risk,	
   during	
   the	
   several	
   meetings	
   held	
   with	
   Dr.	
   Hugo	
  

Oliveira,	
   the	
   scope	
  and	
  goals	
  of	
   the	
  project	
  were	
  discussed.	
   In	
  addition,	
   there	
  was	
  

the	
  risk	
  that	
  expectations	
  from	
  the	
  client	
  would	
  be	
  too	
  high,	
  considering	
  that	
  there	
  

was	
  a	
  Católica-­‐Lisbon	
  group	
  of	
  students	
  working	
  on	
  a	
  similar	
  challenge	
  for	
  GCP	
  the	
  

previous	
   semester.	
   Consequently,	
   to	
   diminish	
   this	
   risk,	
   opinions	
   and	
   decisions	
  

concerning	
   the	
   project	
   were	
   transmitted	
   during	
   the	
   meetings	
   so	
   that	
   Dr.	
   Hugo	
  

Oliveira	
  could	
  be	
  aware	
  of	
  the	
  progress	
  of	
  the	
  project	
  and	
  manage	
  the	
  expectations	
  

relating	
  to	
  the	
  outcome.	
  Finally,	
  there	
  was	
  also	
  the	
  risk	
  that	
  the	
  planning	
  would	
  be	
  

unrealistic	
  considering	
  the	
  time	
  frame,	
  so	
  the	
  project	
  timeline	
  created	
  was	
  given	
  to	
  

Dr.	
  Hugo	
  Oliveira	
  so	
  that	
  he	
  would	
  be	
  aware	
  of	
  the	
  tasks	
  that	
  had	
  been	
  planned	
  to	
  

take	
  place	
  and	
   indicate	
   if	
  he	
  agreed	
  with	
   the	
  project	
   timeline,	
  and	
  his	
  deliverables	
  

dates.	
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6.  METHODOLOGY  

	
  

6.1. RESEARCH  PURPOSE  

	
  

The	
  research	
  purpose	
  was	
  to	
  investigate	
  how	
  GCP	
  could	
  improve	
  in	
  terms	
  of	
  not	
  only	
  

attracting	
  new	
  members	
  but	
  also	
  in	
  maintaining	
  the	
  current	
  members.	
  

	
  

	
  

6.2. RESEARCH  STRATEGY  

	
  

Given	
  the	
  research	
  purpose,	
  a	
  mixed-­‐methods	
  strategy	
  was	
  developed,	
  where	
  both	
  

quantitative	
  and	
  qualitative	
  data	
  collection	
  techniques	
  and	
  analysis	
  procedures	
  were	
  

used	
  in	
  the	
  research	
  design	
  (Sauders,	
  Lewis	
  and	
  Thornhill,	
  2009).	
  	
  

	
  

In	
   this	
   dissertation,	
   the	
   quantitative	
   data	
   collection	
   consisted	
   of	
   two	
   different	
  

questionnaires,	
   which	
   were	
   analyzed	
   statistically.	
   The	
   qualitative	
   data	
   collections	
  

used	
  for	
  this	
  research	
  were	
  semi-­‐structured	
  interviews	
  and	
  mystery-­‐customer	
  visits	
  

to	
  GCP’s	
  designated	
  competitors.	
  

	
  

	
  

6.3. RESEARCH  DESIGN  

	
  

6.3.1. Interviews	
  

	
  

6.3.1.1 Interviews’	
  Purpose	
  and	
  Method	
  used	
  

	
  

In	
   order	
   to	
   better	
   understand	
   how	
   GCP	
   work	
   internally,	
   several	
   interviews	
   were	
  

conducted	
  in	
  GCP’s	
  different	
  departments.	
  The	
  main	
  goal	
  of	
  these	
  interviews	
  was	
  to	
  

understand	
   the	
  modus	
   operandi	
   of	
   each	
  department	
   and	
   the	
   individual	
   view	
  each	
  

department	
  manager	
  had	
  about	
  GCP.	
   Through	
   these	
   interviews,	
   it	
  was	
  possible	
   to	
  

identify	
   not	
   only	
   different	
   problems	
   to	
   concentrate	
   on,	
   but	
   also	
   which	
   was	
   the	
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opinion	
  of	
  each	
  manager	
  about	
  the	
  key	
  points	
  that	
  affected	
  GCP.	
  	
  

	
  

According	
   to	
   Saunders,	
   Lewis	
   and	
   Thornhill,	
   2009,	
   interviews	
   may	
   be	
   highly	
  

formalized	
   and	
   structured,	
   using	
   standardized	
   questions	
   for	
   each	
   research	
  

participant	
   or	
   they	
   may	
   be	
   informal	
   and	
   unstructured	
   conversations.	
   In	
   between	
  

there	
  are	
  intermediate	
  positions.	
  In	
  this	
  case,	
  semi-­‐structured	
  interviews	
  were	
  used,	
  

as	
  the	
  main	
  objective	
  was	
  to	
  have	
  enough	
  freedom	
  for	
  each	
  manager	
  to	
  explain	
  their	
  

point	
  of	
  view	
  and	
  also	
  explore	
  what	
  each	
  department	
  was	
  responsible	
  for.	
  In	
  semi-­‐

structured	
   interviews,	
   the	
   researcher	
   has	
   a	
   list	
   of	
   themes	
   and	
   questions	
   to	
   be	
  

covered,	
  although	
  these	
  may	
  vary	
  from	
  interview	
  to	
  interview.	
  This	
  means	
  that	
  some	
  

questions	
   may	
   be	
   omitted	
   in	
   particular	
   interviews,	
   given	
   a	
   specific	
   organizational	
  

context	
  that	
  is	
  encountered	
  in	
  relation	
  to	
  the	
  research	
  topic.	
  The	
  order	
  of	
  questions	
  

may	
  also	
  be	
  varied	
  depending	
  on	
  the	
  flow	
  of	
  the	
  conversation.	
  On	
  the	
  other	
  hand,	
  

additional	
   questions	
   may	
   be	
   required	
   to	
   explore	
   the	
   research	
   question	
   and	
  

objectives	
  (Sauders,	
  Lewis	
  and	
  Thornhill,	
  2009).	
  Therefore,	
  although	
  there	
  were	
  pre-­‐

defined	
  questions	
  for	
  each	
  interview,	
  some	
  liberty	
  was	
  given	
  to	
  the	
  interviewees	
  to	
  

conduct	
  themselves	
  the	
  interview	
  and	
  some	
  questions	
  would	
  then	
  derive	
  from	
  their	
  

explanations.	
  	
  

	
  

6.3.1.2 Internal	
  Interviews	
  

	
  

Although	
  some	
  questions	
  were	
  different	
  from	
  interview	
  to	
  interview,	
  there	
  was	
  one	
  

specific	
   question	
   that	
   was	
   common	
   to	
   all	
   interviews,	
   being	
   that	
   question	
   the	
  

following:	
   “What	
   do	
   you	
   think	
   that	
   should	
   be	
   improved	
   to	
   ensure	
   the	
   success	
   of	
  

GCP?”.	
  	
  The	
  goal	
  lying	
  with	
  this	
  question	
  was	
  to	
  give	
  opportunity	
  to	
  employees	
  who	
  

have	
   been	
   working	
   at	
   GCP	
   for	
   quite	
   some	
   time	
   to	
   reveal	
   what	
   they	
   saw	
   as	
  

weaknesses	
  that	
  should	
  be	
  minimized.	
  	
  

	
  

The	
   majority	
   of	
   the	
   questions	
   were	
   concentrated	
   mainly	
   on	
   members	
   and	
  

employees	
   of	
   GCP	
   (detailed	
   content	
   of	
   the	
   interviews’	
   questions	
   can	
   be	
   found	
   in	
  

Appendix	
  7).	
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6.3.2. Questionnaires	
  

	
  

6.3.2.1 Questionnaires	
  purpose	
  

	
  

The	
  questionnaire	
  is	
  one	
  of	
  the	
  most	
  widely	
  used	
  data	
  collection	
  techniques	
  within	
  

the	
   survey	
   strategy.	
  Because	
  each	
  person	
   (respondent)	
   is	
   asked	
   to	
   respond	
   to	
   the	
  

same	
   set	
   of	
   questions,	
   it	
   provides	
   an	
   efficient	
  way	
   of	
   collecting	
   responses	
   from	
   a	
  

large	
   sample	
   prior	
   to	
   quantitative	
   analysis	
   (Sauders,	
   Lewis	
   and	
   Thornhill,	
   2009).	
  

Given	
   the	
   project	
   objectives	
   outlined	
   and	
   explained	
   before,	
   two	
   different	
  

questionnaires	
   were	
   then	
   constructed	
   as	
   a	
   way	
   to	
   cover	
   two	
   different	
   problems:	
  

how	
  to	
  attract	
  new	
  members	
  and	
  how	
  to	
  retain	
  the	
  current	
  members.	
  	
  

	
  

Considering	
  GCP’s	
  current	
  difficulties	
  to	
  attract	
  members,	
  one	
  survey,	
  “Motivations	
  

for	
  physical	
   activity	
  participation”,	
   focus	
  on	
   the	
  motivations	
  each	
   individual	
  has	
   to	
  

practice	
   physical	
   exercise,	
   how	
   the	
   decision	
   process	
   is	
  when	
   deciding	
   for	
   a	
   health	
  

club	
  and	
  which	
  activities	
  they	
  practice	
  (complete	
  questionnaire	
  in	
  Appendix	
  8).	
  The	
  

main	
  goal	
  with	
  this	
  questionnaire	
  was	
  to	
  identify	
  the	
  different	
  factors	
  that	
  influence	
  

an	
   individual	
  when	
   choosing	
  whether	
   or	
   not	
   to	
   join	
   a	
   health	
   club	
   and	
  which	
   one.	
  

Thus,	
  it	
  will	
  be	
  possible	
  to	
  draw	
  a	
  few	
  strategies	
  for	
  GCP	
  to	
  attract	
  new	
  members.	
  

	
  

The	
  other	
  questionnaire,	
  “Study	
  of	
  the	
  satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  

Português”,	
   is	
   focused	
   on	
   the	
   levels	
   of	
   satisfaction	
   of	
   current	
   members	
   of	
   GCP,	
  

exploring	
   the	
   reasons	
  why	
   they	
   chose	
  GCP	
   and	
   their	
   degree	
   of	
   satisfaction	
   of	
   the	
  

many	
   services	
   offered	
   by	
   GCP	
   (complete	
   questionnaire	
   in	
   Appendix	
   9).	
   After	
   an	
  

analysis	
  of	
  the	
  answers,	
  the	
  main	
  target	
  is	
  to	
  identify	
  what	
  should	
  be	
  changed	
  in	
  GCP	
  

in	
  order	
  to	
  retain	
  customers	
  and	
  avoid	
  the	
  decreasing	
  number	
  of	
  active	
  members.	
  

	
  

6.3.2.2 Questionnaires	
  design	
  and	
  treatment	
  

	
  

Questionnaires	
   are	
   usually	
   not	
   particularly	
   good	
   for	
   exploratory	
   or	
   other	
   research	
  

that	
  requires	
  large	
  numbers	
  of	
  open-­‐ended	
  questions	
  (Sauders,	
  Lewis	
  and	
  Thornhill,	
  

2009).	
  They	
  work	
  best	
  with	
  standardized	
  questions	
  that	
  you	
  can	
  be	
  confident	
  will	
  be	
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interpreted	
   the	
   same	
   way	
   by	
   all	
   respondents	
   (Robson,	
   2002).	
   Therefore,	
   both	
  

questionnaires	
  were	
  composed	
  by	
  closed	
  questions,	
  tried	
  to	
  be	
  not	
  too	
  complex,	
  so	
  

that	
  an	
  immediate	
  response	
  would	
  come	
  naturally	
  to	
  respondents.	
  Particularly,	
  the	
  

questionnaire	
  “Study	
  of	
  the	
  satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  Português”	
  

was	
  designed	
  based	
  on	
  the	
  SERVQUAL	
  questionnaire	
  related	
  to	
  the	
  GAPS	
  Model	
  of	
  

Service	
  Quality	
   explored	
   in	
   the	
   Literature	
   Review	
   chapter,	
   because	
   the	
   SERVQUAL	
  

questionnaire	
  gave	
  some	
  insights	
  on	
  how	
  to	
  identify	
  where	
  services	
  can	
  fail.	
  

	
  

Whereas	
   the	
   questionnaire	
   “Motivations	
   for	
   physical	
   activity	
   participation”	
   was	
  

administered	
   electronically	
   to	
   random	
   people	
   by	
   using	
   the	
   internet,	
   the	
  

questionnaire	
  “Study	
  of	
  the	
  satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  Português”	
  

was	
  administered	
  to	
  current	
  members,	
  at	
  GCP,	
  with	
  the	
  help	
  of	
  its	
  employees	
  in	
  the	
  

distribution	
  and	
  collection	
  of	
  the	
  questionnaires	
  (the	
  detailed	
  instructions	
  of	
  how	
  its	
  

distribution	
  and	
  collection	
  should	
  be	
  done	
  can	
  be	
  found	
  in	
  Appendix	
  10).	
  	
  	
  

	
  

Given	
  the	
  fact	
  that	
  the	
  questionnaire	
  “Motivations	
  for	
  physical	
  activity	
  participation”	
  

was	
  administered	
  electronically,	
  respondents	
  had	
  to	
  answer	
  all	
  questions	
  in	
  order	
  to	
  

successfully	
   submit	
   the	
   questionnaire.	
   Therefore	
   there	
   were	
   not	
   any	
   missing	
  

answers	
   from	
   the	
   respondents.	
   However,	
   as	
   the	
   questionnaire	
   “Study	
   of	
   the	
  

satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  Português”	
  was	
  administered	
  by	
  giving	
  

GCP	
  members	
   an	
   A4	
   page	
   questionnaire	
   that	
   should	
   be	
   completed,	
   responses	
   to	
  

some	
  questions	
  were	
  missing	
  and	
  the	
  information	
  resulting	
  from	
  that	
  questionnaire	
  

had	
  to	
  be	
  treated.	
  The	
  following	
  points	
  explain	
  what	
  kind	
  of	
  treatment	
  was	
  given	
  to	
  

the	
  missing	
  information.	
  

	
  

• Kind	
  of	
  Membership	
  (question	
  1)	
  

	
  

When	
   the	
   respondents	
   did	
   not	
   indicate	
   what	
   kind	
   of	
   membership	
   they	
   owned,	
  

several	
   actions	
   were	
   taken	
   into	
   account	
   to	
   define	
   a	
   membership	
   that	
   would	
   not	
  

influence	
   greatly	
   the	
   final	
   results.	
   These	
   actions	
   depended	
   on	
   the	
   information	
  

expressed	
   by	
   the	
   respondent	
   in	
   the	
   remaining	
   of	
   the	
   questionnaire:	
   when	
   the	
  

respondents	
  were	
  between	
  the	
  age	
  of	
  9	
  and	
  17,	
  they	
  would	
  be	
  STAR	
  members;	
  if	
  the	
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respondent	
   did	
   not	
   have	
   an	
   opinion/did	
   not	
   respond	
   to	
   the	
   question	
   about	
   the	
  

workout	
   area’s	
   level	
   of	
   satisfaction,	
   then	
   the	
   person	
  would	
   be	
   a	
   CLASSIC	
  member	
  

(because	
  the	
  GOLD	
  card	
  is	
  the	
  only	
  card	
  that	
  gives	
  access	
  to	
  the	
  workout	
  area);	
  and,	
  

if	
  none	
  of	
  these	
  applied,	
  the	
  person	
  would	
  be	
  considered	
  a	
  GOLD	
  member.	
  

	
  

• Seniority	
   of	
   members,	
   weekly	
   regularity,	
   time	
   of	
   the	
   day	
   and	
   motives	
  

(questions	
  2,	
  3,	
  4	
  and	
  5)	
  

	
  

For	
   these	
   four	
  questions,	
   the	
  same	
  treatment	
  was	
  given	
  to	
  the	
  missing	
  values.	
   If	
  a	
  

respondent	
  did	
  not	
  answer	
  one	
  of	
   these	
  questions,	
   then	
  the	
  value	
  assumed	
  would	
  

be	
  the	
  value	
  of	
  the	
  option	
  that	
  had	
  more	
  respondents	
  choosing	
  it.	
  

	
  

• Levels	
  of	
  satisfaction	
  (question	
  6	
  and	
  7)	
  

	
  

Regarding	
   the	
  missing	
   values	
   in	
   the	
   satisfaction	
   levels	
   questions	
   regarding	
  GCP	
   (in	
  

case	
  most	
   of	
   the	
   satisfaction	
   levels	
   questions	
   were	
   answered),	
   then	
   the	
   assumed	
  

answer	
  for	
  the	
  missing	
  values	
  would	
  be	
  “Indifferent”/”Do	
  not	
  agree	
  nor	
  disagree”	
  so	
  

that	
  the	
  final	
  results	
  would	
  not	
  be	
  influenced	
  greatly.	
  

	
  

• Socio-­‐demographic	
  characteristics	
  (questions	
  8	
  and	
  9)	
  

	
  

Regarding	
   the	
  missing	
  values	
   in	
   the	
  age	
  and	
  gender	
  question,	
   the	
   same	
   treatment	
  

was	
   given	
   to	
   both.	
   The	
   arithmetic	
   mean	
   was	
   computed	
   considering	
   the	
   valid	
  

responses	
  and	
  the	
  missing	
  values	
  assumed	
  the	
  arithmetic	
  mean	
  of	
  the	
  sample.	
  

	
  

• Eliminated	
  questionnaires	
  

	
  

In	
   case	
   the	
   respondents	
   did	
   not	
   answer	
   at	
   all	
   question	
   6	
   and/or	
   question	
   7,	
   the	
  

questionnaire	
  would	
   be	
   rejected,	
   as	
   these	
   are	
   the	
  most	
   relevant	
   questions	
   of	
   this	
  

questionnaire.	
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6.3.3. Mystery-­‐customer	
  visits	
  

	
  

6.3.3.1 Purpose	
  and	
  method	
  used	
  

	
  

Observational	
   methodologies	
   offer	
   a	
   fundamentally	
   different	
   approach	
   than	
  

traditional	
   data	
   gathering	
   techniques	
   for	
   services.	
   The	
   human-­‐based	
   approach	
   is	
  

better	
  suited	
  for	
  identifying	
  the	
  experiential	
  nature	
  of	
  services	
  and/or	
  developing	
  a	
  

richer	
   knowledge	
   of	
   service	
   phenomena	
   (Grove	
   and	
   Fisk,	
   1992).	
   Thus,	
   mystery-­‐

customer	
   visits	
   to	
   competitors	
   were	
   made	
   to	
   evaluate	
   the	
   existent	
   offer	
   and	
  

compare	
  it	
  with	
  GCP.	
  The	
  purpose	
  of	
  these	
  mystery-­‐customer	
  visits	
  was	
  to	
   identify	
  

strengths	
   and	
   weaknesses	
   of	
   competitors,	
   so	
   that	
   comparisons	
   with	
   GCP’s	
   own	
  

strengths	
  and	
  weaknesses	
  would	
  be	
  possible.	
  The	
  goal	
  within	
  these	
  visits	
  was	
  not	
  to	
  

do	
   a	
   thorough	
   evaluation	
   of	
   each	
   competitor,	
   but	
   rather	
   identify	
   key	
   points	
   that	
  

should	
  be	
   focused	
  on	
  and	
  compared	
  to	
  GCP’s	
  offerings,	
   so	
   that	
  potential	
   solutions	
  

could	
  be	
  presented.	
  

	
  

Dr.	
   Hugo	
   Oliveira	
   identified	
   three	
   health	
   clubs	
   that	
   can	
   be	
   considered	
   direct	
  

competitors	
  of	
  GCP	
  –	
  Holmes	
  Place	
  Amoreiras,	
  Clube	
  VII	
  and	
  Fitness	
  Hut	
  Amoreiras.	
  

All	
   of	
   them	
   are	
   located	
   in	
   the	
   near	
   area	
   where	
   GCP	
   is	
   also	
   situated,	
   competing	
  

directly	
  for	
  members	
  that	
  live	
  and/or	
  work	
  in	
  that	
  area.	
  They	
  were	
  visited	
  and	
  rated	
  

from	
  1	
  (very	
  bad)	
  to	
  5	
  (very	
  good)	
  according	
  to	
  the	
  following	
  points	
  (detailed	
  content	
  

of	
  the	
  evaluation	
  grid	
  can	
  be	
  found	
  in	
  Appendix	
  11):	
  

	
  

• Quality	
  of	
  entry	
  point:	
  via	
  phone,	
  via	
  website,	
  and	
  via	
  gym;	
  

• Quality	
  of	
  location	
  and	
  parking;	
  

• Quality	
  of	
  cafeteria/restaurant;	
  

• Quality	
  of	
  the	
  locker	
  room;	
  

• Quality	
  of	
  the	
  workout	
  area	
  and	
  group	
  classes.	
  

	
  

Besides	
   the	
   evaluation	
   to	
   these	
   points,	
   additional	
   relevant	
   questions	
   were	
   asked	
  

regarding	
   discounts,	
   promotions,	
   means	
   of	
   payment	
   and	
   conditions	
   offered.	
   This	
  

way,	
  it	
  was	
  possible	
  to	
  generate	
  experiential	
  data,	
  which	
  is	
  data	
  on	
  perceptions	
  and	
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feelings	
   as	
   one	
   experiences	
   the	
   process	
   they	
   are	
   researching	
   (Delbridge	
   and	
  

Kirkpatrick,	
  1994).	
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7.  DATA  ANALYSIS  
	
  

7.1. CONTENT  OF  INTERNAL  INTERVIEWS  

	
  

7.1.1. Interview	
  with	
  Drª	
  Cristina	
  Caetano	
  –	
  Exercise	
  and	
  Health	
  Department	
  

	
  

The	
  main	
   insights	
   given	
   from	
  Drª	
   Cristina	
   Caetano	
  were	
   concentrated	
   on	
   the	
   fact	
  

that	
  GCP’s	
  offering	
  in	
  the	
  exercise	
  and	
  health	
  area	
  was	
  far	
  superior	
  when	
  comparing	
  

with	
  competitors,	
  however	
  there	
  is	
  no	
  recognition	
  from	
  outside	
  people	
  (and	
  possible	
  

members)	
   of	
   their	
   offer	
   in	
   this	
   area	
   and	
   also	
   of	
   the	
   different	
   special	
   programs	
  

offered	
  by	
  GCP.	
  	
  

	
  

Drª	
  Cristina	
  Caetano	
  highlighted	
  the	
  SAAT	
  (Assessment	
  and	
  Technical	
  Advice	
  Office)	
  

as	
   one	
   example	
   of	
   the	
   excellent	
   offering	
   by	
   GCP,	
   since	
   it	
   is	
   not	
   only	
   free	
   for	
  

members,	
  but	
  they	
  are	
  also	
  encouraged	
  to	
  go	
  there	
  every	
  three	
  months.	
  

	
  

In	
   addition,	
   it	
   was	
   emphasized	
   that	
   GCP,	
   besides	
   the	
   regular	
   members,	
   receives	
  

special	
  members	
  in	
  the	
  sense	
  that	
  they	
  have	
  illnesses	
  that	
  demand	
  some	
  know	
  how.	
  

Consequently,	
  physical	
  exercise	
  should	
  be	
  adjusted	
  and	
  adapted	
  to	
  each	
  person	
  and	
  

GCP’s	
   professors	
   pay	
   attention	
   to	
   their	
   students’	
   health	
   and	
   if	
   the	
   exercise	
   is	
  

adequate.	
   One	
   issue	
   brought	
   up	
   by	
   Drª	
   Cristina	
   Caetano	
  was	
   the	
   fact	
   that	
   it	
   was	
  

difficult	
   to	
   make	
   people	
   understand	
   that	
   the	
   programs	
   offered	
   by	
   GCP	
   are	
   not	
  

expensive,	
  given	
  their	
  excellent	
  technical	
  quality.	
  

	
  

Drª	
   Cristina	
   Caetano	
   also	
   enumerated	
   several	
   other	
   problems	
   that	
   GCP	
   is	
   facing	
  

nowadays,	
  such	
  as	
  the	
  lack	
  of	
  control	
  to	
  which	
  classes	
  do	
  members	
  go	
  since	
  they	
  can	
  

only	
  be	
  controlled	
  when	
  entering	
  GCP	
  and	
  the	
  workout	
  area.	
  Additionally,	
  there	
  is	
  a	
  

lack	
   of	
   control	
  when	
   it	
   comes	
   to	
   verifying	
   if	
   the	
  member	
   of	
   the	
   card	
   is	
   the	
   same	
  

person	
  entering	
  GCP	
  and	
  using	
   the	
  card.	
  Drª	
  Cristina	
  Caetano	
  also	
  mentioned	
   that	
  

she	
   felt	
   that	
  GCP’s	
  website	
  was	
   a	
  drawback	
   since	
   it	
  was	
  old-­‐fashioned	
   (in	
   spite	
  of	
  

being	
  recent)	
  when	
  compared	
  to	
  the	
  ones	
  shown	
  by	
  competitors.	
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Finally,	
  it	
  was	
  added	
  that	
  the	
  current	
  parking	
  lot	
  offered	
  by	
  GCP	
  was	
  also	
  an	
  issue	
  as	
  

it	
  was	
  not	
  big	
  enough	
  considering	
  their	
  current	
  number	
  of	
  members.	
  

	
  

7.1.2. Interview	
  with	
  Dr.	
  Ramiro	
  Fernandes	
  –	
  Department	
  of	
  Sport	
  

	
  

Dr.	
  Ramiro	
  Fernandes	
  started	
  the	
  interview	
  by	
  explaining	
  the	
  different	
  kind	
  of	
  sports	
  

offered	
   by	
   GCP:	
   competition	
  &	
   children’s	
   sports,	
   sports	
   chosen	
   depending	
   on	
   the	
  

availability	
  of	
  space	
  and	
  need	
  for	
  sports;	
  and	
  sports	
  that	
  were	
  opened	
  because	
  they	
  

are	
  considered	
  “in”	
  and	
  have	
  demand	
  from	
  people	
  (for	
  example:	
  Zumba).	
  	
  

	
  

Moreover,	
   Dr.	
   Ramiro	
   Fernandes	
   stated	
   that	
   given	
   the	
   different	
   sports	
   offered	
   by	
  

GCP,	
  the	
  ones	
  not	
  only	
  branding	
  GCP	
  but	
  also	
  considered	
  the	
  most	
  profitable	
  were	
  

acrobatic	
  gymnastics	
  and	
  rhythmic	
  gymnastics.	
  He	
  also	
  added	
  that,	
  demographically,	
  

children	
  and	
  representation	
  groups	
  were	
  the	
  ones	
  considered	
  more	
  profitable.	
  

	
  

The	
  medical	
  offering	
  by	
  GCP	
  to	
  competing	
  athletes	
  was	
  considered	
  a	
  weakness	
  as,	
  to	
  

reduce	
  costs,	
  GCP	
  had	
  to	
  form	
  new	
  partnerships	
  which	
  meant	
  a	
  loss	
  to	
  them.	
  Lastly,	
  

Dr.	
  Ramiro	
  Fernandes	
  emphasized	
  that	
  GCP	
  needs	
  to	
  decide	
  in	
  which	
  demographics	
  

they	
  should	
  focus	
  on,	
  given	
  the	
  fact	
  that	
  some	
  spaces	
  will	
  be	
  remodeled	
  depending	
  

on	
  that.	
  

	
  

7.1.3. Interview	
  with	
  Dr.	
  Miguel	
  Valério	
  –	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  

Ourique	
  

	
  

Dr.	
   Miguel	
   Valério	
   stated	
   that	
   the	
   people	
   going	
   to	
   the	
  Municipal	
   Swimming	
   Pool	
  

either	
   come	
   through	
   GCP	
   or	
   solely	
   through	
   the	
   Municipal	
   Swimming	
   Pool.	
  

Accordingly,	
  he	
  considered	
  that	
  there	
  are	
  not	
  a	
  lot	
  of	
  people	
  using	
  the	
  Health	
  Club	
  at	
  

Amoreiras	
  and	
  the	
  Swimming	
  Pool	
  and	
  stated	
  that	
  these	
  users	
  are	
  distinct	
  groups	
  of	
  

people.	
  However,	
  he	
  emphasized	
  the	
  fact	
  that	
  GCP	
  has	
  a	
  huge	
  variety	
  of	
  ages,	
  sports	
  

and	
  schedules.	
  

	
  

Specifically,	
   Dr.	
   Miguel	
   Valério	
   clarified	
   the	
   ties	
   connecting	
   the	
   City	
   Hall	
   to	
   the	
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Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique	
  and	
  explained	
  how	
  GCP	
  is	
  limited	
  in	
  

the	
  options	
  they	
  can	
  offer	
  at	
  the	
  Municipal	
  Swimming	
  Pool	
  and	
  the	
  fact	
  that	
  the	
  City	
  

Hall	
  can	
  eventually	
  end	
  their	
  contract	
  with	
  GCP.	
  He	
  also	
  mentioned	
  a	
  difficulty	
  within	
  

the	
  Municipal	
  Swimming	
  Pool	
  lying	
  with	
  the	
  fact	
  that	
  as	
  children	
  get	
  older,	
  they	
  tend	
  

to	
  leave	
  the	
  Swimming	
  Pool	
  –	
  therefore,	
  there	
  is	
  an	
  opportunity	
  related	
  to	
  retention	
  

of	
  children/teens.	
  

	
  

7.1.4. Interview	
   with	
   Drª	
   Alexandra	
   Lavado	
   –	
   Administrative	
   and	
   Financial	
  

Department	
  

	
  

Drª	
  Alexandra	
  Lavado	
  started	
   the	
   interview	
  by	
  underlining	
   the	
   fact	
   that	
   the	
  health	
  

club	
  sector	
  was	
  losing	
  from	
  10%	
  to	
  15%	
  in	
  terms	
  of	
  members	
  and	
  that	
  GCP	
  had	
  lost	
  

350	
   members	
   last	
   year	
   (2012).	
   She,	
   then,	
   stated	
   that	
   the	
   ideal	
   number	
   of	
   active	
  

members	
  for	
  GCP	
  should	
  be	
  5.000;	
  however,	
  currently,	
  it	
  only	
  has	
  4.364	
  active.	
  

	
  

Moving	
  on	
   to	
   the	
  wages	
   received	
  by	
   the	
  employees	
  of	
  GCP,	
  Drª	
  Alexandra	
  Lavado	
  

clarified	
  that	
  there	
  are	
  two	
  distinct	
  groups:	
  one	
  receives	
  a	
  fixed	
  wage	
  and	
  the	
  other	
  

one	
  receives	
  a	
  variable	
  wage.	
  Focusing	
  on	
  the	
  professors,	
  most	
  of	
  GCP’s	
  professors	
  

receive	
  a	
  variable	
  wage,	
  depending	
  on	
  the	
  number	
  of	
  students	
  each	
  one	
  has	
  in	
  their	
  

classes.	
  

	
  

Finally,	
  Drª	
  Alexandra	
  Lavado	
  mentioned	
  the	
  necessity	
  to	
  find	
  solutions	
  for	
  the	
  new	
  

parking	
  lot	
  project	
  being	
  developed	
  by	
  GCP	
  and	
  emphasized	
  the	
  fact	
  that,	
  above	
  all,	
  

GCP	
  is	
  a	
  family-­‐driven	
  health	
  club	
  and	
  a	
  “neighborhood	
  club”.	
  

	
  

7.1.5. Interview	
  with	
  Drª	
  Patrícia	
  Jorge	
  (Marketing	
  Assistant,	
  working	
  closely	
  with	
  

Dr.	
  Hugo	
  Oliveira)	
  –	
  Commercial	
  and	
  Marketing	
  Department	
  

	
  

As	
   Dr.	
   Hugo	
   Oliveira	
   was	
   the	
   main	
   contact	
   at	
   GCP	
   and,	
   consequently,	
   several	
  

meetings	
  had	
  already	
  happened	
  with	
  him,	
  he	
   indicated	
  that	
  the	
   interview	
  with	
  the	
  

Commercial	
  and	
  Marketing	
  Department	
  should	
  be	
  with	
  Drª	
  Patrícia	
  Jorge,	
  so	
  that	
  a	
  

new	
  point	
  of	
  view	
  besides	
  his	
  own	
  would	
  be	
  presented.	
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The	
   interview	
   with	
   Drª	
   Patrícia	
   Jorge	
   was	
   mainly	
   dedicated	
   to	
   the	
   concept	
   of	
  

Customer	
   Relationship	
  Management	
   and	
   what	
   kind	
   of	
   follow-­‐up	
   did	
   GCP	
   have	
   to	
  

their	
  members.	
  	
  

	
  

Drª	
  Patrícia	
  Jorge	
  explained	
  that	
  GCP	
  does	
  not	
  have	
  a	
  follow-­‐up	
  system	
  because	
  they	
  

do	
  not	
  have	
  the	
  human	
  capacity	
  to	
  do	
  that	
  given	
  the	
  fact	
  that	
  they	
  have	
  4.364	
  active	
  

members.	
  However,	
  they	
  have	
  started	
  recently	
  to	
  send	
  “Happy	
  Birthday”	
  messages	
  

to	
  their	
  members.	
  She	
  ended	
  the	
  interview	
  by	
  explaining	
  that,	
  although	
  it	
  has	
  been	
  

tried	
   to	
   have	
   a	
   separate	
   commercial	
   and	
   reception	
   area	
   so	
   that	
   some	
   follow-­‐up	
  

could	
  be	
  done,	
  this	
  project	
  only	
  lasted	
  two	
  weeks	
  and	
  emphasized	
  the	
  fact	
  that	
  the	
  

employees	
  of	
  GCP	
  have	
  been	
  working	
  there	
  for	
  a	
  long	
  time	
  which	
  led	
  to	
  them	
  being	
  

very	
  formatted	
  and	
  difficult	
  to	
  adapt	
  to	
  new	
  situations	
  different	
  from	
  what	
  they	
  are	
  

used	
  to.	
  

	
  

	
  

7.2. QUESTIONNAIRES  

	
  

7.2.1. Questionnaire	
  “Motivations	
  for	
  physical	
  activity	
  participation”	
  

	
  

The	
  most	
  relevant	
   insights	
   from	
  the	
  analysis	
  of	
   this	
  questionnaire	
  are	
  presented	
   in	
  

the	
  following	
  points.	
  The	
  full	
  set	
  of	
  results	
  can	
  be	
  found	
  in	
  Appendix	
  12.	
  

	
  

• Socio-­‐demographic	
  characteristics	
  	
  

	
  

The	
   following	
   table	
   presents	
   the	
   socio-­‐demographic	
   characteristics	
   of	
   the	
   sample.	
  

From	
  a	
  total	
  of	
  252	
  respondents,	
  the	
  majority	
  was	
  composed	
  by	
  women	
  (61,1%)	
  and	
  

from	
   the	
   total	
   respondents	
   the	
   majority	
   of	
   responses	
   came	
   from	
   respondents	
  

between	
  the	
  ages	
  of	
  18	
  and	
  25	
  years	
  old.	
  

	
  

	
  



	
   34	
  

Table	
   3.	
   Socio-­‐demographic	
   characteristics	
   of	
   the	
   respondents	
   of	
   questionnaire	
   "Motivations	
   for	
  
physical	
  activity	
  participation"	
  

Variables	
   Percentage	
  

Gender	
  

Male	
   38,9%	
  

Female	
   61,1%	
  

Age	
  

≤	
  18	
   1,6%	
  

18	
  to	
  25	
   81,0%	
  

26	
  to	
  35	
   8,3%	
  

36	
  to	
  45	
   3,2%	
  

46	
  to	
  55	
   4,8%	
  

≥	
  56	
   1,2%	
  

	
  

• Motivations	
  to	
  not	
  be	
  a	
  member	
  of	
  a	
  Health	
  Club	
  

	
  

The	
   top	
   five	
   reasons	
  chosen	
  by	
   respondents	
   to	
  not	
  be	
  a	
  member	
  of	
  a	
  Health	
  Club	
  

were	
  found	
  to	
  be	
  (respondents	
  were	
  allowed	
  to	
  give	
  more	
  than	
  one	
  reason):	
  “It	
   is	
  

too	
  expensive”	
  (59,8%),	
  “I	
  do	
  not	
  have	
  time	
  to	
  go	
  to	
  a	
  Health	
  Club”	
  (40,9%),	
  “I	
  would	
  

rather	
  exercise	
  outdoors”	
  (40,2%),	
  “I	
  do	
  not	
  have	
  anyone	
  to	
  go	
  with	
  me”	
  (21,3%)	
  and	
  

“In	
  my	
  daily	
  life,	
  I	
  walk	
  or	
  cycle	
  a	
  lot”	
  (18,9%).	
  

	
  

• Motivations	
  for	
  practicing	
  physical	
  activity	
  at	
  a	
  Health	
  Club	
  

	
  

The	
  top	
  five	
  reasons	
  chosen	
  by	
  respondents	
  to	
  practice	
  physical	
  exercise	
  at	
  a	
  Health	
  

Club	
  were	
   found	
   to	
  be	
   (respondents	
  were	
  allowed	
  to	
  give	
  more	
   than	
  one	
   reason):	
  

“To	
  keep	
  in	
  shape”	
  (77,3%),	
  “To	
  improve	
  my	
  physical	
  appearance”	
  (58,0%),	
  “Because	
  

it	
  makes	
  me	
  feel	
  good”	
  (48,9%),	
  “To	
  relax	
  after	
  a	
  day	
  at	
  work”	
  (29,5%)	
  and	
  “To	
  lose	
  

weight”	
  (28,4%).	
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• Factors	
  in	
  the	
  decision-­‐making	
  process	
  when	
  choosing	
  a	
  Health	
  Club	
  

	
  

The	
  large	
  majority	
  of	
  respondents	
  became	
  aware	
  of	
  their	
  current	
  health	
  club	
  either	
  

because	
  of	
  “Recommendations	
  of	
  friends	
  or	
  family”	
  (46,6%)	
  or	
  because	
  it	
  is	
  situated	
  

near	
  “Neighboring	
  areas	
  often	
  frequented”	
  (40,9%).	
  

	
  

In	
   the	
   decision-­‐making	
   process,	
   the	
   top	
   five	
   reasons	
   chosen	
   by	
   respondents	
   to	
  

influence	
  when	
  deciding	
   for	
  a	
  health	
  club	
  were	
   (respondents	
  were	
  allowed	
  to	
  give	
  

more	
   than	
  one	
   reason):	
   “Location	
  near	
  home”	
   (69,3%),	
   “Prices	
  practiced”	
   (46,6%),	
  

“Attendance	
   of	
   friends	
   and	
   family”	
   (30,7%),	
   “Suitability	
   of	
   schedules”	
   (27,3%)	
   and	
  

“Diversity	
  of	
  activities”	
  (26,1%).	
  

	
  

• Promotion	
  of	
  Health	
  Clubs	
  

	
  

It	
  was	
  found	
  that	
  the	
  majority	
  of	
  respondents	
  recommend	
  their	
  gym	
  to	
  friends	
  and	
  

family	
  (87,5%).	
  Additionally,	
  78,4%	
  of	
  the	
  respondents	
  stated	
  that	
  the	
  first	
  source	
  of	
  

information	
   about	
   an	
   organization	
   is	
   the	
   internet	
   and	
   60,2%	
   of	
   the	
   respondents	
  

agreed	
   that	
   a	
   visually	
   attractive	
   website	
   makes	
   the	
   difference	
   in	
   my	
   choice	
   as	
   a	
  

consumer.	
  

	
  

7.2.2. Questionnaire	
  “Study	
  of	
   the	
  satisfaction	
  of	
   the	
  members	
  of	
  Ginásio	
  Clube	
  

Português”	
  

	
  

The	
  most	
  relevant	
   insights	
   from	
  the	
  analysis	
  of	
   this	
  questionnaire	
  are	
  presented	
   in	
  

the	
  following	
  points.	
  The	
  full	
  set	
  of	
  results	
  can	
  be	
  found	
  in	
  Appendix	
  13.	
  

	
  

• Socio-­‐demographic	
  characteristics	
  	
  

	
  

The	
   following	
   table	
   presents	
   the	
   socio-­‐demographic	
   characteristics	
   of	
   the	
   sample.	
  

From	
  a	
  total	
  of	
  valid	
  408	
  respondents,	
  the	
  majority	
  of	
  the	
  respondents	
  were	
  women	
  

(61,3%)	
   and	
   from	
   the	
   total	
   respondents	
   the	
   majority	
   of	
   responses	
   came	
   from	
  

respondents	
  with	
  more	
  than	
  60	
  years	
  old	
  (29,2%).	
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Table	
   4.	
   Socio-­‐demographic	
   characteristics	
   of	
   the	
   respondents	
   of	
   questionnaire	
   "Study	
   of	
   the	
  
satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  Português"	
  

Variables	
   Percentage	
  

Gender	
  

Male	
   38,7%	
  

Female	
   61,3%	
  

Age	
  

≤	
  11	
   1,7%	
  

12	
  to	
  15	
   5,4%	
  

16	
  to	
  25	
   12,5%	
  

26	
  to	
  30	
   5,4%	
  

31	
  to	
  35	
   6,1%	
  

36	
  to	
  40	
   9,1%	
  

41	
  to	
  45	
   14,0%	
  

46	
  to	
  50	
   6,1%	
  

51	
  to	
  55	
   6,4%	
  

56	
  to	
  59	
   4,2%	
  

≥	
  60	
   29,2%	
  

	
  

• Motivations	
  for	
  practicing	
  physical	
  activity	
  at	
  a	
  GCP	
  

	
  

The	
   top	
   five	
   reasons	
  chosen	
  by	
   respondents	
   to	
  practice	
  physical	
  exercise	
  at	
  a	
  GCP	
  

were	
   found	
   to	
   be	
   (respondents	
   were	
   allowed	
   to	
   give	
   more	
   than	
   one	
   reason):	
  

“Technical	
   quality	
   of	
   employees”	
   (53,7%),	
   “Location	
   near	
   home”	
   (48,3%),	
  

“Reputation	
  and	
  values”	
  (42,6%),	
  “Adequate	
  schedule”	
  (31,9%)	
  and	
  the	
  “Diversity	
  in	
  

activities”	
  (28,7%).	
  

	
  

• Satisfaction	
  levels	
  of	
  GCP	
  

	
  

Overall,	
  GCP	
  presents	
  high	
  levels	
  of	
  satisfaction	
  from	
  its	
  members.	
  Focusing	
  on	
  the	
  

lowest	
   levels	
  of	
  satisfaction,	
   these	
  would	
  be	
  related	
  to	
   the	
  parking	
   lot,	
  where	
  only	
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32,4%	
  of	
  the	
  respondents	
  was	
  satisfied	
  with	
  its	
  quality.	
  

	
  

	
  

7.3. MYSTERY-­‐CUSTOMER  VISITS  

	
  

After	
  each	
  visit	
   to	
   the	
  designated	
  health	
   club,	
   a	
  discussion	
  would	
   follow	
   regarding	
  

what	
  should	
  be	
  considered	
  as	
  its	
  strengths	
  and	
  flaws.	
  

	
  

7.3.1. Holmes	
  Place	
  Amoreiras	
  

	
  

What	
   strokes	
   the	
  most,	
   as	
   key	
  point,	
  was	
   the	
   fact	
   that	
   it	
  was	
  possible	
   to	
  perceive	
  

that	
  there	
  is	
  a	
  well-­‐organized	
  follow-­‐up	
  system	
  at	
  Holmes	
  Place	
  concerning	
  not	
  only	
  

current	
  members,	
  but	
  also	
  possible	
  members.	
  In	
  addition,	
  Holmes	
  Place’s	
  employees	
  

call	
  members	
  that	
  have	
  been	
  absent	
  for	
  a	
  period	
  of	
  time,	
  showing	
  their	
  concern	
  and	
  

encouraging	
   them	
   to	
   come	
   back	
   to	
   the	
   health	
   club.	
   It	
   also	
   seems	
   to	
   exist	
   some	
  

motivation	
   from	
   professors	
   to	
   their	
   students	
   to	
   come	
   back,	
   as	
   they	
   evidently,	
   in	
  

classes,	
  try	
  to	
  differentiate	
  students	
  by	
  giving	
  exercises	
  for	
  beginners,	
  advanced	
  and	
  

students	
  with	
  health	
  problems.	
  	
  

	
  

Furthermore,	
  the	
  parking	
  lot	
  is	
  free	
  of	
  charge	
  for	
  members	
  for	
  the	
  initial	
  three	
  hours	
  

and	
  personal	
   training	
  was	
   found	
  as	
  being	
  a	
  strong	
  differentiating	
  point	
   for	
  Holmes	
  

Place.	
  	
  

	
  

On	
  the	
  other	
  hand,	
  Holmes	
  Place	
  was	
  found	
  to	
  be	
  little	
  explicit	
  about	
  pricing	
  and	
  the	
  

cost	
  per	
  month	
  to	
  be	
  there.	
  Moreover,	
  during	
  rush	
  hour,	
  not	
  only	
  the	
  locker	
  room,	
  

but	
  the	
  workout	
  area	
  as	
  well,	
  would	
  be	
  overcrowded,	
  making	
  it	
  difficult	
  for	
  members	
  

to	
  use	
  both	
  properly.	
  A	
  guided	
  tour	
  was	
  also	
  missing	
  since	
  they	
  only	
  indicate	
  where	
  

the	
  locker	
  room	
  is.	
  	
  

	
  

7.3.2. Clube	
  VII	
  

	
  

Clube	
   VII	
   has	
   guided	
   visits	
   through	
   their	
   facilities	
   for	
   newcomers,	
   which	
   was	
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considered	
  very	
  positive,	
  since	
  this	
  did	
  not	
  happen	
   in	
  the	
  visits	
  to	
  the	
  other	
  health	
  

clubs.	
  Additionally,	
  Clube	
  VII	
  has	
  several	
  spaces	
  where	
  it	
  is	
  possible	
  to	
  socialize	
  with	
  

other	
  members	
  and	
  relax.	
  	
  Similar	
  to	
  Holmes	
  Place,	
  Clube	
  VII	
  also	
  offers	
  free	
  parking	
  

lot	
  for	
  the	
  two	
  initial	
  hours	
  of	
  training.	
  Finally,	
  they	
  also	
  have	
  a	
  personalized	
  Pilates’	
  

studio,	
  which	
  can	
  be	
  very	
  attractive	
  for	
  members	
  who	
  appreciate	
  this	
  kind	
  of	
  sports.	
  

	
  

Nevertheless,	
  the	
  prices	
  at	
  Clube	
  VII	
  were	
  considered	
  high	
  (identical	
  to	
  those	
  offered	
  

by	
  Holmes	
  Place)	
  and	
  the	
  attendance	
  at	
   the	
  reception	
  depended	
  on	
  the	
  employee	
  

who	
  was	
  there,	
  which	
  meant	
  that	
  the	
  attendance	
  could	
  vary	
  a	
  lot.	
  

	
  

7.3.3. Fitness	
  Hut	
  

	
  

Being	
   a	
   “low-­‐cost”	
  health	
   club,	
   the	
  main	
   attractive	
  point	
  of	
   Fitness	
  Hut	
   is	
   the	
   fact	
  

that	
   its	
   prices	
   are	
   very	
   affordable	
  when	
   comparing	
  with	
   the	
   prices	
   offered	
   by	
   the	
  

other	
  health	
   clubs.	
   In	
   addition,	
   if	
   a	
  member	
  buys	
   the	
  package	
   that	
   includes	
   group	
  

classes	
  and	
  workout	
  area,	
  it	
  is	
  possible	
  to	
  go	
  to	
  any	
  Fitness	
  Hut,	
  not	
  just	
  the	
  one	
  in	
  

which	
  you	
  are	
  registered	
  in.	
  	
  

	
  

	
  
Figure	
  7.	
  Example	
  of	
  a	
  Fitness	
  Hut	
  weekly	
  challenge	
  

Source:	
  Fitness	
  Hut	
  

	
  

In	
  order	
  to	
  motivate	
  their	
  members,	
  Fitness	
  Hut	
  has	
  weekly	
  challenges	
  to	
  motivate	
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members	
  (Fitness	
  Hut	
  defines	
  a	
  circuit	
  and	
  each	
  member	
  monitories	
  the	
  time	
  taken	
  

to	
  complete	
  the	
  circuit	
  and	
  there	
   is	
  a	
  actualized	
  ranking),	
  which	
  can	
  contribute	
  for	
  

their	
  attendance	
  at	
  the	
  gym.	
  	
  

	
  

Nonetheless,	
  Fitness	
  Hut	
  was	
  the	
  gym	
  with	
  the	
  worst	
  evaluation	
  of	
  the	
  three	
  –	
  the	
  

fact	
  that	
  it	
  has	
  such	
  low	
  prices	
  is	
  reflected	
  in	
  the	
  services	
  offered	
  by	
  the	
  gym	
  and,	
  for	
  

example,	
   the	
   initial	
   physical	
   assessment	
   and	
   training	
   plan	
   have	
   to	
   be	
   paid	
  

additionally.	
   It	
   is	
   also	
   noticeable	
   that,	
   in	
   the	
   workout	
   area,	
   there	
   was	
   little	
  

monitoring	
   and	
   support	
   from	
   the	
   professors.	
   For	
   the	
   group	
   classes,	
   each	
  member	
  

would	
  have	
  to	
  register	
  online	
   for	
   the	
  class	
   in	
   the	
  previous	
  day,	
  which	
  would	
  cause	
  

some	
   classes	
   to	
   be	
   completely	
   booked	
   out	
   and	
   then	
   it	
   could	
   happen	
   that	
   some	
  

member	
   do	
   not	
   show	
   up.	
   Finally,	
   the	
   locker	
   room	
   was	
   also	
   found	
   to	
   have	
   little	
  

capacity	
  to	
  the	
  amount	
  of	
  members,	
  especially	
  in	
  the	
  showers	
  area.	
  

	
  

	
  

7.4. BENCHMARKING  

	
  

In	
   the	
  table	
  below,	
  a	
  summary	
  of	
  what	
  has	
  been	
  described	
   in	
  the	
  previous	
  section	
  

regarding	
   Holmes	
   Place	
   Amoreiras,	
   Clube	
   VII	
   and	
   Fitness	
   Hut	
   Amoreiras	
   can	
   be	
  

found:	
  

	
  

Table	
  5.	
  Summary	
  of	
  Mystery-­‐customer	
  visits	
  to	
  competitors	
  

Main	
  Competitors	
   Holmes	
  Place	
  
Amoreiras	
   Clube	
  VII	
   Fitness	
  Hut	
  

Amoreiras	
  

Similarities	
  to	
  GCP	
   Premium	
  Segment	
   Familiar	
  Concept	
   Geographical	
  
proximity	
  

Differentiating	
  
Factors	
   Personal	
  Training	
   Strong	
  social	
  

component	
  
Affordability	
  

(prices)	
  

Social	
  Networks	
   All	
  three	
  gyms	
  are	
  present	
  with	
  daily	
  publications	
  

Average	
  price	
  per	
  
month	
   €83	
   €82	
   €26	
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Through	
  all	
   the	
  mystery-­‐customer	
  visits	
  performed,	
  some	
  practices	
   from	
  each	
  gym	
  

were	
   considered	
  as	
   “best-­‐practices”	
   that	
   could	
  be	
  worked	
  on	
  and	
   implemented	
  at	
  

GCP,	
  namely:	
  

	
  

• Holmes	
  Place’s	
  follow-­‐up	
  system	
  of	
  its	
  members;	
  

• Holmes	
  Place’s	
  and	
  Clube	
  VII’s	
  parking	
  lot	
  benefits	
  system	
  for	
  members;	
  

• Fitness	
  Hut’s	
  weekly	
  challenges	
  for	
  members.	
  

	
  

All	
  these	
  proposals	
  will	
  be	
  further	
  explored	
  in	
  the	
  next	
  chapter.	
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8.  CONSULTING  PROJECT  
	
  

8.1. SUMMARY  CONCLUSIONS  ABOUT  GCP  

	
  

This	
   section	
   concentrates	
   on	
   explaining	
   the	
   main	
   conclusions	
   related	
   to	
   GCP’s	
  

service	
  offer	
  and	
  quality.	
  	
  

	
  

The	
   final	
   conclusion	
   about	
   GCP’s	
   service	
   when	
   looking	
   at	
   the	
   results	
   of	
   the	
  

questionnaire	
  “Study	
  of	
  the	
  satisfaction	
  of	
  the	
  members	
  of	
  Ginásio	
  Clube	
  Português”	
  

is	
   that	
  members	
   believe	
   that	
   there	
   is	
   quality	
   service	
   being	
   delivered	
   and	
   they	
   are	
  

overall	
  very	
  satisfied	
  with	
  what	
  they	
  are	
  receiving.	
  Starting	
  by	
  the	
  most	
  prominent	
  

feature,	
  GCP	
   is	
  qualified	
   to	
   receive	
  not	
  only	
   younger	
  people	
  but	
  also	
  older	
  people	
  

and	
  people	
  with	
  special	
  needs.	
  They	
  not	
  only	
  have	
  classes	
  adapted	
  to	
  the	
  different	
  

demographics	
  that	
  visit	
  GCP,	
  but	
  also	
  offer	
  technical	
  know-­‐how	
  in	
  terms	
  of	
  exercise	
  

and	
  health	
   so	
   that	
   their	
  members	
  are	
  assisted	
   the	
  best	
  way	
  possible,	
  according	
   to	
  

their	
  physical	
  needs.	
  Their	
  facilities	
  are	
  also	
  considered	
  very	
  good,	
  with	
  broad	
  spaces	
  

with	
   all	
   the	
   tools	
   necessary	
   for	
   classes	
   or	
   to	
   workout.	
   Overall,	
   the	
   staff	
   is	
   also	
  

considered	
  very	
  helpful	
  and	
  it	
  is	
  always	
  willing	
  to	
  help	
  in	
  case	
  of	
  need.	
  

	
  

The	
   biggest	
   issue	
   in	
   GCP	
   is	
   the	
   fact	
   that	
   there	
   seems	
   to	
   be	
   an	
   overall	
   lack	
   of	
  

communication	
   –	
   communication	
   with	
   current	
   members	
   (and	
   leaving	
   members),	
  

effective	
  communication	
  to	
  attract	
  new	
  members	
  and	
  even	
  efficient	
  communication	
  

between	
  departments.	
  

	
  

Starting	
  by	
   current	
  members,	
   there	
   is	
  no	
   follow-­‐up	
   system	
   installed	
   to	
  accompany	
  

their	
   members,	
   so	
   there	
   is	
   no	
   information	
   regarding	
   each	
   member’s	
   satisfaction,	
  

needs	
  or	
  preferences.	
  As	
  Drª	
  Patrícia	
  Jorge	
  explained	
  during	
  her	
  interview,	
  she	
  thinks	
  

that	
  GCP	
  does	
  not	
   have	
   enough	
  employees	
   to	
   implement	
   a	
   follow-­‐up	
   system	
   that	
  

would	
  include	
  more	
  than	
  4.000	
  members.	
  As	
  she	
  added,	
  the	
  employees	
  are	
  also	
  very	
  

strict	
   to	
   their	
   usual	
   tasks	
   and	
   resistant	
   to	
   change	
   (which	
   can	
   not	
   be	
   an	
   excuse),	
  

which	
  difficult	
  the	
  possibility	
  of	
  implementing	
  a	
  Customer	
  Relationship	
  Management	
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system,	
  which	
  would	
  bring	
  added	
  responsibilities	
  to	
  the	
  group	
  of	
  employees	
  charged	
  

of	
  running	
  it.	
  Although	
  a	
  separated	
  commercial	
  and	
  reception	
  area	
  have	
  been	
  tried	
  

so	
   that	
   some	
   follow-­‐up	
   could	
   be	
   done	
   (this	
   project	
   only	
   lasted	
   two	
   weeks),	
   the	
  

project	
   failed	
   because	
   it	
   was	
   not	
   prepared	
   for	
   unexpected	
   situations	
   such	
   as	
   an	
  

employee	
  sick	
  leave.	
  	
  

	
  

Moving	
   on	
   to	
   new	
  members,	
   it	
   is	
   difficult	
   to	
   understand	
   what	
   differentiates	
   GCP	
  

from	
   other	
   health	
   clubs.	
   Although	
   GCP	
   is	
   known	
   for	
   their	
   good	
   qualifications	
   in	
  

competitions,	
   this	
   does	
   not	
   represent	
   a	
   differentiating	
   factor	
   as	
   the	
   questionnaire	
  

“Motivations	
   for	
   physical	
   activity	
   participation”	
   showed	
   before.	
   	
   Nowadays,	
   as	
  

people	
   tend	
  to	
  search	
  more	
  and	
  more	
   information	
  online,	
  GCP’s	
  website	
   is	
   lacking	
  

attractiveness	
  as	
  it	
  is	
  very	
  confusing	
  to	
  find	
  information,	
  especially	
  when	
  comparing	
  

their	
  website	
   to	
   the	
   competitors’	
  ones.	
   Their	
  quality	
  of	
  health	
   services	
  available	
   is	
  

also	
  difficult	
  to	
  recognize	
  from	
  outside,	
  which	
  could	
  be	
  seen	
  as	
  differentiating	
  factor	
  

from	
  other	
  health	
  clubs	
  and	
  a	
  key	
  point	
  to	
  attract	
  new	
  members	
  with	
  special	
  health	
  

needs.	
  From	
  the	
  meetings	
  with	
  Dr.	
  Hugo	
  Oliveira,	
  it	
  was	
  also	
  possible	
  to	
  draw	
  that,	
  

when	
   it	
   comes	
   to	
   gather	
   corporate	
   members,	
   GCP	
   adopts	
   a	
   low	
   profile	
   posture,	
  

meaning	
  that	
  it	
  does	
  take	
  initiative	
  to	
  contact	
  the	
  companies,	
  rather	
  waits	
  for	
  their	
  

interest	
   in	
   the	
   services	
   offered	
   by	
   GCP.	
   Although	
   there	
   are	
   some	
   protocols	
   with	
  

companies,	
  there	
  is	
  not	
  a	
  plan	
  to	
  maintain	
  and	
  develop	
  these	
  protocols.	
  

	
  

Furthermore,	
  the	
  parking	
  lot	
  owned	
  by	
  GCP	
  is	
  not	
  enough	
  for	
  the	
  quantity	
  of	
  active	
  

members	
  at	
  the	
  time,	
  which	
  causes	
  members	
  to	
  lose	
  a	
  lot	
  of	
  time	
  trying	
  to	
  park,	
  as	
  

there	
   are	
   not	
   other	
   parking	
   lots	
   easily	
   available	
   in	
   the	
   area.	
   To	
   use	
   the	
   current	
  

parking	
  lot,	
  members	
  have	
  to	
  pay	
  an	
  additional	
  amount	
  to	
  their	
  monthly	
  fee.	
  There	
  

is,	
  however,	
  a	
  project	
  being	
  developed	
  to	
  construct	
  a	
  new	
  parking	
  lot	
  that	
  will	
  have	
  

enough	
  space	
  for	
  all	
  the	
  members	
  of	
  GCP.	
  

	
  

Lastly,	
  there	
  is	
  an	
  obvious	
  problem	
  lying	
  with	
  the	
  fact	
  that	
  there	
  is	
  no	
  current	
  control	
  

of	
  who	
  enters	
  the	
  locker	
  rooms.	
  The	
  only	
  control	
  noticeable	
  is	
  when	
  someone	
  goes	
  

to	
  the	
  workout	
  area,	
  in	
  which	
  the	
  person	
  has	
  to	
  use	
  the	
  card	
  to	
  go	
  inside	
  the	
  room.	
  

Other	
  than	
  that,	
  it	
  is	
  possible	
  for	
  an	
  outside	
  person	
  to	
  use	
  the	
  card	
  of	
  someone	
  else	
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and	
  enjoy	
   the	
   classes	
   and	
  other	
   services	
  offered	
  by	
  GCP	
  without	
  paying	
   for	
   them.	
  

Although	
   this	
   situation	
   has	
   been	
   discussed	
   between	
   the	
   different	
   departments	
   of	
  

GCP,	
  it	
  remains	
  a	
  problem	
  as	
  the	
  entrance	
  to	
  the	
  male	
  locker	
  rooms	
  is	
  on	
  the	
  ground	
  

floor	
   and	
   the	
   entrance	
   to	
   the	
   female	
   locker	
   rooms	
   is	
   on	
   the	
   first	
   floor,	
   which	
  

difficults	
   this	
  control	
  as	
   there	
  are	
  two	
  different	
  entrances	
  to	
  control,	
  meaning	
  that	
  

the	
  costs	
  will	
  be	
  the	
  double	
  that	
  they	
  would	
  be	
  in	
  case	
  there	
  was	
  only	
  one	
  entrance.	
  

Besides,	
   there	
   are	
   also	
   other	
   services,	
   such	
   as	
   the	
   restaurant	
   and	
   the	
   hairdresser	
  

that	
   can	
   be	
   used	
   by	
   anyone,	
  meaning	
   that	
   these	
   services	
   are	
   not	
  meant	
   only	
   for	
  

GCP’s	
  members,	
  which	
  augments	
  the	
  problem	
  in	
  hand	
  as	
  GCP	
  has	
  to	
  find	
  a	
  way	
  to	
  

control	
  the	
  entrances	
  without	
  impeding	
  non-­‐members	
  from	
  going	
  to	
  these	
  spaces.	
  

	
  

The	
  following	
  section	
  will	
   focus	
  on	
  recommendations	
  of	
   improvements	
  that	
  can	
  be	
  

discussed	
  and	
  implemented	
  by	
  GCP.	
  

	
  

	
  

8.2. RECOMMENDATIONS  TO  GCP  

	
  

The	
   following	
   recommendations	
  were	
   separated	
  depending	
  on	
  what	
   their	
  purpose	
  

was.	
  Therefore,	
  the	
  next	
  sections	
  focus	
  on	
  the	
  attraction	
  of	
  new	
  members,	
  retention	
  

of	
  the	
  current	
  members	
  and	
  general	
  recommendations.	
  

	
  

8.2.1. Attraction	
  of	
  new	
  members	
  

	
  

8.2.1.1 Website	
  improved	
  

	
  

A	
   new	
  website	
   prototype	
  with	
   an	
   improved	
  design	
  was	
   developed	
   through	
   a	
   low-­‐

cost	
   payment	
   plans	
   methodology.	
   In	
   this	
   case,	
   the	
   website	
   wix.com	
   was	
   used	
   to	
  

create	
  the	
  new	
  GCP	
  website,	
  although	
  there	
  are	
  other	
  low-­‐cost	
  options,	
  such	
  as	
  the	
  

weebly.com	
   website.	
   The	
   link	
   for	
   the	
   new	
   website	
   created	
   is	
   the	
   following:	
  

http://filipamm.wix.com/gcp-­‐.	
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The	
   website	
   was	
   composed	
   by	
   eight	
   different	
   tabs:	
   Home,	
   News,	
   GCP,	
   Activities,	
  

Members,	
  Health,	
  Gallery	
  and	
  Contacts	
  (images	
  of	
  the	
  new	
  website	
  created	
  can	
  be	
  

found	
  in	
  Appendix	
  14).	
  	
  

	
  

	
  
Figure	
  8.	
  Homepage	
  of	
  the	
  new	
  website	
  created	
  

	
  

The	
  Home	
  page	
  had	
  information	
  about	
  special	
  promotions	
  or	
  important	
  events;	
  the	
  

News	
  page	
  had	
  the	
  latest	
  news	
  related	
  to	
  GCP.	
  The	
  GCP	
  page	
  had	
  information	
  about	
  

GCP’s	
   own	
   history	
   and	
   some	
   emphasize	
   was	
   given	
   to	
   four	
   points	
   considered	
  

important	
  about	
  GCP.	
  These	
  points	
  are:	
  

	
  

• They	
  are	
  capable	
  of	
  receiving	
  people	
  from	
  a	
  very	
  little	
  age	
  to	
  people	
  with	
  90	
  

years	
  old;	
  	
  

• They	
  have	
  more	
  than	
  500	
  classes	
  per	
  week;	
  	
  

• They	
  have	
  a	
  very	
  good	
  offer	
  concerning	
  the	
  exercise,	
  health	
  and	
  well-­‐being	
  

area;	
  	
  

• The	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique.	
  

	
  

Moreover,	
   the	
   Activities	
   and	
   Members	
   page	
   had	
   information	
   related	
   to	
   different	
  

activities	
  available	
  at	
  GCP	
  and	
  the	
  different	
  members’	
  cards	
  available,	
  respectively.	
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The	
  Health	
  page	
  was	
  created	
  in	
  order	
  to	
  further	
  explain	
  their	
  offer	
  in	
  terms	
  of	
  health	
  

and	
   well-­‐being,	
   which	
   was	
   complicated	
   to	
   find	
   and	
   understand	
   in	
   their	
   current	
  

website.	
   This	
   page	
   focuses	
  on	
   SAAT	
   (Assessment	
   and	
  Technical	
  Advise	
  Office),	
   the	
  

Special	
   Programs	
   offered	
   by	
   GCP,	
   Psychomotor	
   Rehabilitation,	
   Nutrition	
  

Appointments	
  and	
  the	
  Psychology	
  Office	
  of	
  Performance	
  and	
  Sport.	
  

	
  

Finally,	
   the	
   Gallery	
   page	
   has	
   a	
   collection	
   of	
   photos	
   of	
   GCP’s	
   facilities	
   and	
   the	
  

Contacts	
   page	
   has	
   information	
   regarding	
   the	
   location	
   of	
   GCP	
   and	
   the	
   Municipal	
  

Swimming	
  Pool	
  and	
  how	
  to	
  contact	
  GCP.	
  

	
  

This	
  was	
  one	
  of	
  the	
  most	
  popular	
  and	
  appreciated	
  recommendation	
  by	
  GCP’s	
  senior	
  

management	
  team.	
  

	
  

8.2.1.2 Attracting	
  Corporate	
  members	
  

	
  

A	
  sales	
  force	
  should	
  be	
  deployed	
  to	
  go	
  periodically	
  to	
  companies	
  that	
  operate	
  near	
  

GCP	
  and	
  try	
  to	
  attract	
  new	
  members.	
  	
  

	
  

Looking	
  at	
  the	
  results	
  from	
  both	
  questionnaires,	
  one	
  can	
  infer	
  that	
  generally	
  people	
  

prefer	
   to	
   choose	
   a	
   gym	
   close	
   to	
   their	
   home	
   instead	
   of	
   close	
   to	
   their	
  work.	
   As	
   an	
  

incentive	
   for	
   employees	
   to	
   become	
  members	
   of	
   GCP,	
   protocols	
   involving	
   reduced	
  

prices	
  for	
  their	
  employees	
  could	
  be	
  created	
  with	
  these	
  companies.	
  Additionally,	
  GCP	
  

could	
   promote	
   open	
   days	
   especially	
   dedicated	
   to	
   each	
   company	
   to	
   try	
   out	
   the	
  

different	
  activities	
  and	
  sports	
  offered	
  by	
  GCP.	
  	
  

	
  

The	
  approach	
  used	
  by	
  GCP	
  when	
  making	
  these	
  contacts	
  should	
  also	
  focus	
  on	
  trying	
  

to	
   incite	
   companies	
   to	
   encourage	
   their	
   employees	
   to	
   become	
   members	
   of	
   GCP,	
  

giving	
  the	
  fact	
  that	
  physical	
  exercise	
  not	
  only	
  helps	
  managing	
  stress	
   levels	
  but	
  also	
  

reduces	
  absenteeism	
  as	
  it	
  increases	
  the	
  health	
  of	
  the	
  ones	
  who	
  practice	
  it.	
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8.2.1.3 Shared	
  Card	
  Plan	
  

	
  

Besides	
  the	
  current	
  offer	
   in	
  terms	
  of	
  members’	
  cards,	
  a	
  new	
  type	
  of	
  card	
  could	
  be	
  

created	
  in	
  which	
  two	
  people	
  would	
  share	
  a	
  card	
  for	
  a	
  reduced	
  price	
  each.	
  Although	
  

each	
  member	
  would	
  receive	
  an	
   individual	
  card	
  to	
  be	
  used	
   individually,	
   these	
  cards	
  

would	
   function	
   as	
   the	
   same	
   card.	
   Through	
   the	
   questionnaire	
   “Motivations	
   for	
  

physical	
  activity	
  participation”,	
  it	
  was	
  possible	
  to	
  understand	
  that	
  the	
  top	
  reason	
  for	
  

not	
   being	
   a	
   member	
   of	
   a	
   health	
   club	
   was	
   the	
   fact	
   that	
   the	
   respondents	
   thought	
  

health	
  clubs	
  were	
   too	
  expensive,	
   so	
   this	
  could	
  be	
  a	
  way	
   to	
  appeal	
  more	
  people	
   to	
  

join	
  GCP.	
  	
  

	
  

Considering	
  the	
  fact	
  that	
  in	
  both	
  questionnaires,	
  it	
  was	
  possible	
  to	
  understand	
  that	
  

in	
  general	
  people	
  go	
  between	
  one	
  and	
  three	
  times	
  per	
  week	
  to	
  the	
  health	
  club,	
  this	
  

new	
   card	
   could	
  be	
   very	
   interesting	
   to	
  people	
  wanting	
  only	
   to	
   go	
  1	
  or	
   2	
   times	
  per	
  

week	
  without	
  paying	
  as	
  much	
  as	
  for	
  the	
  other	
  cards	
  available.	
  

	
  

The	
  two	
  members	
  could	
  not	
  use	
  this	
  shared	
  card	
  simultaneously,	
  which	
  means	
  that	
  

the	
  two	
  members	
  would	
  have	
  to	
  go	
  to	
  GCP	
  on	
  different	
  days.	
  	
  Each	
  member	
  would	
  

pay	
   an	
   individual	
   price	
   for	
   the	
   card;	
   however	
   the	
   price	
   would	
   be	
   lesser	
   than	
   the	
  

prices	
  of	
  the	
  current	
  cards	
  offered	
  at	
  GCP.	
  

	
  

This	
  card	
  could	
  be	
  initially	
  promoted	
  to	
  couples,	
  friends	
  and	
  family	
  by	
  using	
  word-­‐of-­‐

mouth	
  of	
  current	
  members	
  of	
  GCP.	
  If	
  GCP	
  promoted	
  internally	
  through	
  its	
  members	
  

its	
  new	
  card,	
  it	
  would	
  be	
  an	
  inexpensive	
  way	
  to	
  attract	
  new	
  members.	
  

	
  

8.2.1.4 Targeting	
  and	
  Positioning	
  	
  

	
  

Considering	
  GCP’s	
  strengths,	
  its	
  targeting	
  should	
  be	
  concentrated	
  on	
  two	
  segments	
  

based	
  on	
  generation	
  –	
  Baby	
  Boomers	
  and	
  Generation	
  Z.	
  	
  

	
  

Baby	
  Boomers	
  have	
  an	
  age	
  between	
  49	
  and	
  67	
  years	
  old	
  and	
  are	
  mainly	
  directed	
  to	
  

the	
  workout	
  area	
  and	
  group	
  classes.	
  The	
  focus	
  on	
  this	
  generation	
  lies	
  with	
  the	
  fact	
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that	
   they	
   have	
   purchasing	
   power	
   and	
   are	
   very	
   loyal	
   to	
   a	
   brand.	
   GCP	
   should	
   take	
  

advantage	
  of	
   the	
   fact	
   that	
   they	
  have	
   the	
   facilities	
  needed	
   to	
   receive	
   this	
   group	
  of	
  

people	
  and	
  invest	
  in	
  gathering	
  them.	
  

	
  

Moreover,	
  Generation	
   Z	
   refers	
   to	
  people	
  between	
  0	
   and	
  17	
   years	
  old,	
   directed	
   to	
  

Training	
   and	
   Representation	
   sports.	
   Giving	
   the	
   fact	
   that	
   they	
   are	
   still	
   very	
   young,	
  

there	
   is	
  the	
  possibility	
  of	
   indirectly	
  attract	
  their	
  parents	
  because	
  of	
  convenience	
  of	
  

schedules.	
  	
  

	
  

Finally,	
   a	
  niche	
   could	
  be	
  explored	
   in	
  order	
   for	
  GCP	
   to	
  attract	
  more	
  members.	
   This	
  

niche	
  would	
  be	
  population	
  with	
  specific	
  health	
  necessities	
  by	
  directing	
  them	
  to	
  the	
  

special	
  programs.	
  	
  

	
  

Concerning	
   GCP’s	
   positioning,	
   GCP	
   should	
   use	
   a	
   differentiation	
   strategy	
   based	
   on	
  

their	
  health	
  services,	
  as	
  has	
  been	
  mentioned	
  before.	
  Considering	
  that	
  the	
  market	
  is	
  

competitive	
   and	
   the	
   health	
   club	
   sector	
   is	
   losing	
   from	
   10%	
   to	
   15%	
   in	
   terms	
   of	
  

members,	
   this	
   can	
   be	
   a	
   way	
   to	
   target	
   people	
   with	
   very	
   specific	
   needs	
   that	
   are	
  

perhaps	
  under-­‐served	
  and	
  GCP	
  has	
  the	
  means	
  to	
  satisfy	
  these	
  needs.	
  

	
  

	
  
Figure	
  9.	
  Porter's	
  generic	
  strategies	
  

Source:	
  Porter,	
  M.E.,	
  "Competitive	
  Strategy:	
  Techniques	
  for	
  analyzing	
  industries	
  and	
  competitors"	
   

	
  

	
  

	
  



	
   48	
  

8.2.1.5 Member	
  Get	
  Member	
  

	
  

The	
  goal	
  with	
  the	
  Member	
  Get	
  Member	
  approach	
  is	
  the	
  attraction	
  of	
  new	
  members	
  

by	
  current	
  GCP	
  members	
  through	
  the	
  use	
  of	
  promotions.	
  The	
  current	
  members	
  are	
  

the	
  ones	
  promoting	
  GCP,	
  as	
  they	
  are	
  a	
  more	
  credible	
  and	
  influencing	
  force	
  than	
  the	
  

usual	
  traditional	
  means	
  of	
  promotion.	
  As	
  seen	
  before,	
  the	
  top	
  reason	
  when	
  deciding	
  

for	
  a	
  health	
  club	
   is	
   the	
  recommendations	
   from	
  friends	
  and	
   family,	
   so	
  yet	
  again	
   (as	
  

the	
   shared	
   card)	
   communication	
   of	
   discounts	
   and	
   promotions	
   should	
   be	
   done	
  

internally	
   so	
   that	
   the	
   current	
  member	
   can	
  bring	
  new	
  members	
   to	
  GCP.	
  To	
   reward	
  

the	
  members	
  that	
  did	
  recommend	
  GCP	
  to	
  their	
  friends	
  and	
  family,	
  vouchers	
  should	
  

be	
  distributed	
  to	
  these	
  as	
  a	
  gift	
  to	
  be	
  used	
  in	
  GCP’s	
  facilities.	
  	
  

	
  

8.2.2. Retention	
  of	
  current	
  members	
  

	
  

• Customer	
  Relationship	
  Management	
  

	
  

A	
  Customer	
  Relationship	
  Management	
  (CRM)	
  software	
  should	
  be	
  installed	
  and	
  used	
  

in	
  GCP	
  as	
  a	
  way	
  to	
  maintain	
  follow-­‐up	
  of	
  their	
  members.	
  There	
  are	
  CRM	
  softwares	
  

available,	
   which	
   could	
   be	
   bought	
   by	
   GCP	
   in	
   order	
   to	
   simplify	
   employees’	
  

responsibilities	
   regarding	
   their	
   members.	
   The	
   main	
   advantage	
   coming	
   with	
   this	
  

software	
   would	
   be	
   the	
   aggregation	
   of	
   information	
   about	
   members,	
   which	
   would	
  

facilitate	
   employees	
   to	
   maintain	
   contact	
   with	
   them	
   and	
   an	
   easier	
   control	
   of	
  

members’	
  indicators	
  such	
  as	
  who	
  joined	
  GCP	
  recently	
  and	
  who	
  has	
  been	
  absent	
  for	
  

some	
  time.	
  	
  

	
  

A	
  business	
  case	
  could	
  be	
  developed	
  to	
  evaluate	
  the	
  impacts	
  coming	
  with	
  the	
  buying	
  

of	
  the	
  CRM	
  software	
  and	
  a	
  cost-­‐benefit	
  analysis	
  could	
  be	
  computed,	
  however	
  both	
  

points	
  were	
  not	
  in	
  the	
  scope	
  of	
  this	
  project.	
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8.2.2.1 Personal	
  login	
  for	
  members	
  

	
  

A	
   personal	
   login	
   for	
  members	
   should	
   be	
   incorporated	
   in	
   the	
   new	
  website	
   so	
   that	
  

each	
  member	
  can	
  access	
  their	
  personal	
  area	
  by	
  using	
  a	
  username	
  and	
  a	
  password.	
  

	
  

By	
   having	
   a	
   personal	
   area	
   for	
   each	
   member,	
   GCP	
   could	
   better	
   control	
   members’	
  

preferences	
  by	
  allowing	
  members	
  to	
  choose	
  their	
  preferred	
  activities.	
  In	
  addition,	
  it	
  

would	
   be	
   possible	
   to	
   schedule	
   appointments	
   and	
   have	
   access	
   to	
   the	
   updated	
  

training	
  plan	
  and	
  SAAT	
  evaluations.	
  It	
  could	
  also	
  be	
  used	
  as	
  means	
  of	
  communication	
  

between	
   professors	
   and	
   students	
   and	
   feedback	
   from	
   the	
  members	
   could	
   also	
   be	
  

sent	
  to	
  GCP	
  from	
  the	
  personal	
  area.	
  	
  

	
  

8.2.2.2 Follow-­‐up	
  of	
  members	
  

	
  

A	
  monitoring	
  program	
  should	
  be	
  developed	
  for	
  each	
  member,	
   in	
  order	
  to	
   increase	
  

and	
  improve	
  the	
  communication	
  between	
  GCP	
  and	
  its	
  members.	
  	
  

	
  

This	
   monitoring	
   program	
   should	
   consist	
   mainly	
   of	
   phone	
   messages,	
   emails,	
  

satisfaction	
   surveys	
   and	
   phones	
   calls.	
   Some	
   examples	
   of	
   actions	
   that	
   should	
   be	
  

incorporated	
  are:	
  

	
  

• Send	
  a	
  message	
  to	
  the	
  member’s	
  cell	
  phone	
  the	
  day	
  before	
  informing	
  them	
  

that	
   there	
   is	
   a	
   training	
   session	
   booked,	
   SAAT	
   evaluations	
   and	
   other	
  

appointments.	
  Members	
  would	
  be	
  given	
  the	
  option	
  to	
  choose	
  not	
  to	
  receive	
  

these	
  messages;	
  

• Send	
   an	
   email	
   to	
   members	
   notifying	
   them	
   that	
   the	
   newsletter	
   is	
   already	
  

available	
  at	
  GCP’s	
  website;	
  

• Evaluation	
   of	
   the	
   motives	
   behind	
   a	
   cancelation	
   and	
   what	
   can	
   be	
   done	
   to	
  

revert	
  the	
  member’s	
  decision;	
  

• Do	
   satisfaction	
   surveys	
   periodically	
   in	
   order	
   to	
   ascertain	
   the	
   satisfaction	
  

levels	
  of	
  members	
  and	
  what	
  activities	
  would	
  they	
  like	
  to	
  see	
  GCP	
  develop.	
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In	
  addition,	
  a	
  welcoming	
  and	
  accompaniment	
  program	
  should	
  be	
  developed	
  for	
  new	
  

members.	
  This	
  program	
  should	
  include	
  at	
  least	
  a	
  guided	
  visit	
  to	
  GCP	
  and	
  a	
  phone	
  call	
  

two	
  weeks	
  after	
  the	
  enrollment	
  to	
  understand	
  if	
  they	
  feel	
  adapted	
  to	
  GCP	
  or	
  if	
  they	
  

need	
  any	
  kind	
  of	
  help.	
  	
  

	
  

8.2.2.3 Facebook	
  page	
  

	
  

GCP’s	
   Facebook	
   page	
   should	
   be	
   updated	
  with	
   videos	
   about	
   their	
   activities,	
   health	
  

and	
  curiosities	
  by	
  taking	
  advantage	
  of	
  the	
  different	
  specializations	
  each	
  professional	
  

has	
  inside	
  GCP.	
  Moreover,	
  professors	
  should	
  be	
  encouraged	
  to	
  publish	
  posts	
  in	
  the	
  

Facebook	
  page	
  as	
  a	
  way	
  to	
  encourage	
  members	
  to	
  come	
  to	
  their	
  classes,	
  try	
  out	
  new	
  

activities	
  and	
  overall	
  as	
  a	
  motivating	
  factor	
  to	
  come	
  back	
  to	
  GCP.	
  	
  

	
  

The	
  communication	
  via	
  Facebook	
  should	
  also	
  be	
  worked	
  on,	
  by	
  trying	
  to	
  answer	
  all	
  

posts	
   not	
   only	
   from	
   current	
   members	
   but	
   also	
   from	
   possible	
   members.	
   Lastly,	
  

publicity	
  not	
  related	
  to	
  the	
  activities	
  practiced	
  at	
  GCP	
  should	
  be	
  eliminated	
  from	
  the	
  

Facebook	
  page.	
  

	
  

8.2.2.4 Special	
  Incentive	
  Programs	
  

	
  

The	
  main	
  goal	
  of	
  these	
  special	
  programs	
  is	
  to	
  motivate	
  members	
  to	
  come	
  to	
  GCP	
  and	
  

make	
  them	
  engage	
  with	
  the	
  GCP	
  spirit.	
  

	
  

One	
   possibility	
   would	
   be	
   to	
   start	
   commercializing	
   GCP’s	
   promotional	
   equipment	
  

such	
   as	
   tracksuit,	
   towels,	
   and	
   key	
   chains.	
   In	
   addition,	
   a	
   rewards’	
   system	
   could	
   be	
  

implemented	
  according	
  to	
  each	
  members’	
  attendance	
  and	
  consequent	
  accumulation	
  

of	
   points,	
   which	
   could	
   be	
   exchanged	
   for	
   vouchers	
   to	
   use	
   in	
   GCP	
   or	
   promotional	
  

equipment.	
  	
  

	
  

In	
  the	
  summer,	
  to	
  incentivize	
  members	
  to	
  attend	
  GCP,	
  a	
  competition	
  “Biggest	
  User”	
  

could	
  be	
  created,	
   rewarding	
   the	
   top	
   three	
  members	
  coming	
   to	
  GCP	
  more	
  often	
   in	
  

the	
   summer	
  with	
   vouchers	
   to	
   use	
   in	
   the	
   Spa	
   or	
   in	
   other	
   services	
   offered	
   by	
  GCP.	
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Throughout	
   the	
   year,	
   it	
   would	
   also	
   be	
   beneficial	
   to	
   select	
   members	
   that	
   are	
   less	
  

frequent	
   at	
   GCP	
   and	
   offer	
   a	
   personal	
   training	
   session	
   in	
   order	
   for	
   them	
   to	
   create	
  

practice	
  habits	
  again.	
  

	
  

Conclusively,	
   for	
   members	
   to	
   understand	
   GCP’s	
   history	
   and	
   importance,	
   an	
  

exhibition	
  of	
  its	
  history	
  through	
  the	
  years	
  could	
  be	
  planned	
  at	
  the	
  facilities,	
  just	
  like	
  

it	
  is	
  exposed	
  now	
  in	
  GCP’s	
  current	
  website.	
  

	
  

• Internal	
  Marketing	
  

	
  

8.2.2.5 Performance	
  Evaluation	
  

	
  

The	
  current	
  professors’	
  evaluation	
  being	
  done	
  by	
  GCP,	
  which	
  only	
  has	
  a	
   formative	
  

intent,	
  could	
  be	
  incorporated	
  in	
  the	
  wage	
  received	
  by	
  each	
  professor.	
   If	
  a	
  personal	
  

page	
   was	
   incorporated	
   in	
   the	
   website	
   (as	
   mentioned	
   before),	
   the	
   members	
  

evaluation	
   of	
   their	
   professors	
   could	
   eventually	
   also	
   be	
   incorporated	
   in	
   the	
  

professors’	
  final	
  evaluation.	
  Currently,	
  the	
  wage	
  received	
  by	
  each	
  professor	
  depends	
  

on	
  the	
  number	
  of	
  students	
  each	
  professor	
  has	
  in	
  their	
  class.	
  Given	
  the	
  fact	
  that	
  they	
  

already	
   do	
   an	
   evaluation	
   of	
   each	
   professor,	
   this	
   evaluation	
   could	
   be	
   adapted	
   and	
  

incorporated	
  in	
  the	
  wage	
  received.	
  

	
  

Furthermore,	
  the	
  reception	
  employees	
  should	
  have	
  a	
  variable	
  part	
  included	
  in	
  their	
  

wage,	
  so	
  that	
  they	
  could	
  be	
  more	
  autonomous	
  by	
  trying	
  to	
  do	
  as	
  much	
  as	
  possible	
  to	
  

increase	
   their	
  variable	
  part	
  and	
  commissions	
  should	
  be	
  defined	
   to	
   reward	
  success.	
  

This	
   way,	
   the	
   variable	
   part	
   could	
   be	
   an	
   incentive	
   to	
   achieve	
   pre-­‐determined	
  

objectives	
  and	
  work	
  as	
  motivation	
  factor.	
  

	
  

8.2.2.6 Training	
  and	
  Adaptation	
  	
  

	
  

Some	
   training	
   is	
   needed	
   for	
   the	
   reception	
   employees	
   to	
   adapt	
   to	
   their	
   new	
  

responsibilities	
   coming	
   from	
   utilizing	
   the	
   CRM	
   system.	
   In	
   addition,	
   they	
   should	
  

receive	
  training	
  in	
  the	
  sense	
  that	
  they	
  are	
  very	
  resistant	
  to	
  changes	
  and	
  it	
  would	
  be	
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beneficial	
   to	
   explain	
   them	
   the	
   benefits	
   for	
   GCP	
   if	
   a	
   follow-­‐up	
   system	
   could	
   be	
  

implemented	
   and	
   the	
   importance	
   each	
   employee	
   has	
   for	
   this	
   new	
   system	
   to	
  

function.	
  

	
  

8.2.3. General	
  Recommendations	
  

	
  

8.2.3.1 Parking	
  Lot	
  

	
  

Concerning	
   the	
  project	
   for	
   the	
  new	
  parking	
   lot,	
   the	
   recommendation	
  would	
   be	
   to	
  

create	
  a	
  card	
  for	
  those	
  who	
  wanted	
  to	
  use	
  exclusively	
  the	
  parking	
  lot	
  for	
  a	
  fixed	
  fee	
  

per	
  month	
  whereas	
  for	
  GCP	
  members	
  the	
  first	
  two	
  hours	
  would	
  be	
  free	
  of	
  charge.	
  	
  

	
  

The	
   logic	
   behind	
   this	
   arrangement	
   is	
   the	
   fact	
   that,	
   comparing	
   to	
   Holmes	
   Place	
  

Amoreiras	
  and	
  Clube	
  VII,	
  GCP	
  is	
  charging	
  an	
  extra	
  fee	
  to	
  members	
  so	
  that	
  they	
  can	
  

use	
   the	
   parking	
   lot	
   whereas	
   its	
   competitors	
   have	
   a	
   limit	
   of	
   hours	
   in	
   which	
   the	
  

member	
   can	
   use	
   the	
   parking	
   lot	
   without	
   an	
   extra	
   cost.	
   Considering	
   that	
   the	
   new	
  

parking	
  lot	
  will	
  be	
  much	
  spacious,	
  GCP	
  could	
  not	
  only	
  compensate	
  their	
  members	
  by	
  

not	
  charging	
  the	
  first	
  two	
  hours	
  of	
  use,	
  but	
  also	
  take	
  advantage	
  of	
  the	
  lack	
  of	
  parking	
  

in	
  the	
  surrounding	
  areas.	
  

	
  

8.2.3.2 Health	
  Club	
  Operation	
  

	
  

A	
   new	
   system	
   could	
   be	
   implemented	
   to	
   control	
   the	
   entering	
   of	
   students	
   to	
   each	
  

group	
   class	
   by	
   using	
   a	
   machine	
   outside	
   the	
   locker	
   room	
   to	
   get	
   a	
   receipt,	
   which	
  

should	
   be	
   given	
   to	
   the	
   professor	
   at	
   the	
   beginning	
   of	
   the	
   class.	
   Currently,	
   a	
   GCP	
  

employee	
  will	
  go	
  to	
  classes	
  and	
  count	
  the	
  number	
  of	
  students	
  there,	
  so	
  this	
  system	
  

would	
   benefit	
  GCP	
   in	
   the	
   sense	
   that	
   these	
   employees	
   could	
   concentrate	
   on	
  other	
  

tasks.	
   In	
   addition,	
   signboards	
   should	
   be	
   put	
   outside	
   the	
   locker	
   room,	
   indicating	
  

where	
  the	
  rooms	
  for	
  the	
  group	
  classes	
  are,	
  because	
  GCP	
  can	
  be	
  quite	
  confusing	
   in	
  

the	
  first	
  time.	
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The	
   exchange	
   of	
   information	
   between	
   the	
   different	
   departments	
   should	
   also	
   be	
  

worked	
  on,	
   so	
   that	
   there	
   is	
   a	
  better	
   coordination	
  of	
   the	
  activities	
   they	
  undertake,	
  

because,	
   for	
  example,	
   they	
   sometimes	
  get	
   late	
  on	
  advertising	
  promotions	
  because	
  

the	
  communication	
  between	
  departments	
  is	
  slowly.	
  	
  

	
  

Lastly,	
   the	
   telephone	
   answering	
   service	
   at	
   the	
   reception	
   should	
   also	
   be	
   improved	
  

and	
  formatted	
  to	
  something	
  such	
  as	
  “Good	
  morning,	
  I	
  am	
  (name	
  of	
  employee)	
  from	
  

Ginásio	
   Clube	
   Português.	
   How	
   can	
   I	
   help	
   you?”,	
   because	
   currently	
   the	
   telephone	
  

answering	
   depends	
   on	
   the	
   employee	
   answering	
   it	
   and	
   it	
   does	
   not	
   look	
   as	
  

professional	
  as	
  desirable.	
  

	
  

	
  

8.3. GCP’S  FEEDBACK  

	
  

Overall,	
  the	
  response	
  received	
  from	
  GCP	
  was	
  very	
  positive.	
  Dr.	
  José	
  Carlos	
  Reis,	
  the	
  

General	
   Manager,	
   praised	
   the	
   work	
   developed	
   and	
   the	
   solutions	
   proposed.	
   In	
  

particular,	
  he	
  acclaimed	
  the	
  open	
  day	
  proposed	
  to	
  attract	
  corporate	
  members	
  and	
  

the	
  shared	
  card.	
  The	
  lack	
  of	
  control	
  of	
  who	
  is	
  entering	
  the	
  gym	
  (through	
  the	
  locker	
  

rooms)	
   was	
   also	
   discussed	
   and	
   Dr.	
   José	
   Carlos	
   Reis	
   explained	
   that	
   they	
   were	
  

contemplating	
  different	
  possibilities	
  to	
  solve	
  this	
  problem,	
  however	
  so	
  far	
  they	
  have	
  

not	
  make	
   any	
   decisions.	
   The	
   proposed	
  machine	
   to	
   control	
   the	
   entrance	
   in	
   classes	
  

was	
   also	
   debated	
   and	
  Dr.	
   José	
   Carlos	
   Reis	
   explained	
   that	
   they	
   had	
   thought	
   about	
  

implementing	
   those	
  machines	
   in	
   the	
  past	
  but,	
  besides	
   their	
  high	
  cost,	
   they	
  have	
  a	
  

huge	
   number	
   of	
   older	
   people	
   who	
   would	
   not	
   be	
   able	
   to	
   work	
   properly	
   with	
   the	
  

machine.	
  	
  

	
  

The	
  website	
  was	
   also	
  mentioned,	
   and	
  Dr.	
   José	
   Carlos	
   Reis	
   acknowledged	
   that	
   the	
  

actual	
  website	
  was	
   very	
   old-­‐fashioned	
   but	
   explained	
   that	
   the	
   prices	
   asked	
   for	
   the	
  

construction	
  of	
  the	
  current	
  website	
  were	
  very	
  high,	
  and	
  consequently	
  they	
  chose	
  the	
  

one	
  offering	
  the	
  lowest	
  price,	
  which	
  turned	
  out	
  to	
  not	
  be	
  a	
  good	
  option	
  in	
  the	
  end.	
  

Drª	
  Cristina	
  Caetano	
  stated	
  that	
  the	
  recommendation	
  about	
  incentivizing	
  professors	
  

to	
  post	
  on	
  GCP’s	
  Facebook	
  page	
  could	
  be	
  negative	
  in	
  the	
  end	
  because	
  they	
  should	
  be	
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able	
   to	
   concentrate	
   on	
   advising	
   their	
   students	
   which	
   would	
   be	
   the	
   best	
   class	
   for	
  

them	
  (regardless	
   if	
   it	
  was	
  their	
  class	
  or	
  not)	
  and	
  not	
  try	
  to	
  gather	
  students	
  to	
  their	
  

classes,	
   ignoring	
   their	
   needs.	
   The	
   purpose	
   of	
   the	
   recommendation	
   was	
   then	
  

explained,	
  as	
  it	
  was	
  thought	
  as	
  means	
  to	
  increase	
  the	
  communication	
  and	
  proximity	
  

between	
  professors	
  and	
  students.	
  	
  

	
  

The	
  final	
  report	
  presented	
  to	
  GCP	
  is	
  in	
  Appendix	
  15.	
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9.  CONCLUSION  
	
  

Considering	
  the	
  challenges	
  proposed	
   initially	
  by	
  this	
  consulting	
  project,	
   it	
  has	
  been	
  

possible	
  to	
  reach	
  some	
  conclusions	
  regarding	
  Ginásio	
  Clube	
  Português.	
  As	
  has	
  been	
  

mentioned	
   before,	
   the	
   main	
   issue	
   seems	
   to	
   be	
   the	
   lacking	
   of	
   a	
   proper	
  

communication	
   system	
   to	
  possible	
  members,	
   current	
  members	
   and	
  even	
  between	
  

GCP’s	
  different	
  departments.	
  

	
  

Looking	
  at	
   the	
  questionnaire	
   “Study	
  of	
   the	
   satisfaction	
  of	
   the	
  members	
  of	
  Ginásio	
  

Clube	
   Português”,	
   the	
   overall	
   satisfaction	
   from	
   members	
   when	
   evaluating	
   the	
  

services	
  offered	
  by	
  GCP	
  was	
  shown	
  to	
  be	
  very	
  positive.	
  However,	
  GCP	
  still	
   is	
   losing	
  

members	
  despite	
  this	
  good	
  evaluation.	
  What	
  has	
  been	
  understood	
  from	
  this	
  project	
  

is	
  that	
  GCP	
  adopts	
  a	
   low-­‐profile	
  posture	
  not	
  only	
  when	
  it	
   is	
  dealing	
  with	
  corporate	
  

members	
   (as	
   has	
   been	
   stated	
   by	
   Dr.	
   Hugo	
   Oliveira),	
   but	
   also	
   to	
   the	
   rest	
   of	
   its	
  

members.	
  In	
  this	
  case,	
  GCP	
  should	
  follow	
  the	
  trends	
  displayed	
  by	
  other	
  health	
  clubs	
  

and	
   invest	
   in	
   a	
   CRM	
   system	
   so	
   that	
   a	
   proper	
   follow-­‐up	
   can	
   be	
   done.	
   It	
   is	
   also	
  

necessary	
   to	
   invest	
   in	
   their	
   exterior	
   image,	
   by	
   focusing	
   on	
   the	
   targeting	
   and	
  

positioning	
  proposed	
  previously	
  and	
  modernizing	
  the	
  GCP	
  brand.	
  

	
  

The	
  communication	
  between	
  different	
  departments	
  needs	
  also	
  to	
  be	
  worked	
  on	
  as	
  it	
  

became	
   evident,	
   through	
   the	
   internal	
   interviews,	
   that	
   some	
   managers	
   had	
  

contradictory	
   knowledge	
   about	
   GCP’s	
   activities	
   and	
   policies.	
   For	
   example,	
   in	
   the	
  

interview	
  with	
  Drª	
  Cristina	
  Caetano,	
   she	
   stated	
   that	
   there	
  was	
  a	
   lack	
  of	
   control	
   to	
  

which	
  classes	
  do	
  members	
  go;	
  however,	
  in	
  the	
  interview	
  with	
  Drª	
  Patrícia	
  Jorge,	
  she	
  

indicated	
   that	
   sometimes	
   a	
   GCP	
   employee	
   goes	
   to	
   the	
   classes	
   and	
   counts	
   the	
  

number	
  of	
  students.	
  Finally,	
  Dr.	
  José	
  Carlos	
  Reis	
  clarified	
  that	
  a	
  GCP	
  employee	
  will	
  go	
  

to	
   every	
   class	
   to	
   count	
   the	
   number	
   of	
   students.	
   If	
   the	
   communication	
   between	
  

departments	
   would	
   be	
   more	
   organized,	
   GCP	
   could	
   improve	
   internally	
   and	
   as	
   the	
  

departments	
   would	
   be	
   more	
   involved	
   with	
   each	
   other,	
   new	
   solutions	
   to	
   their	
  

currents	
  problems	
  could	
  emerge.	
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After	
  the	
  end	
  of	
  the	
  consulting	
  project	
  and	
  consequent	
  presentation	
  to	
  GCP,	
  some	
  

limitations	
  related	
  to	
  the	
  project	
  were	
  discussed.	
  The	
  fact	
  that	
  only	
  the	
  Commercial	
  

and	
  Marketing	
  Department	
  was	
  directly	
  involved	
  with	
  the	
  project	
  could	
  have	
  been	
  a	
  

limitation,	
   although	
   interviews	
   with	
   the	
   other	
   departments	
   were	
   held	
   at	
   GCP.	
  

Regarding	
   the	
   mystery-­‐customer	
   visits,	
   a	
   limitation	
   was	
   the	
   fact	
   that	
   mystery-­‐

customer	
  visits	
   to	
  GCP	
  by	
  people	
  not	
   involved	
   in	
  the	
  project	
  were	
  not	
  made,	
  what	
  

could	
   have	
   help	
   identifying	
   more	
   areas	
   of	
   concern.	
   Finally,	
   regarding	
   the	
  

questionnaire	
   “Study	
   of	
   the	
   satisfaction	
   of	
   the	
   members	
   of	
   Ginásio	
   Clube	
  

Português”,	
   the	
   help	
   of	
   GCP	
   employees	
   was	
   crucial	
   to	
   obtain	
   the	
   questionnaire	
  

answered	
  by	
  members.	
  However,	
  a	
  limitation	
  was	
  identified	
  here,	
  related	
  to	
  the	
  fact	
  

that,	
  as	
  the	
  consultants	
  were	
  not	
  there	
  doing	
  the	
  questionnaires	
  personally	
  at	
  GCP,	
  

some	
  risks	
  involving	
  transparency	
  and	
  impartiality	
  of	
  the	
  responses	
  do	
  exist.	
  

	
  

In	
  conclusion,	
  considering	
  the	
  several	
  areas	
  of	
  concerned	
  identified,	
   it	
  was	
  possible	
  

to	
  prepare	
  a	
  set	
  of	
  recommendations	
  that	
  contemplated	
  the	
  different	
  goals	
  of	
  GCP.	
  

The	
   main	
   objective	
   with	
   this	
   consulting	
   project	
   was	
   to	
   please	
   the	
   client,	
   which	
  

happened,	
  as	
  GCP’s	
  response	
  was	
  very	
  positive.	
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APPENDIX  1  –  LIST  OF  THE  ACTIVITIES  OFFERED  BY  GCP  

	
  

• Health	
  Club	
  (Young	
  Adults,	
  Adults	
  and	
  Seniors):	
  

	
  

Aeróbica	
  

Afrolatinas	
  

Aikido	
  

Alongamentos	
  

Barra	
  de	
  chão	
  

Bike	
  

Body	
  Pump®	
  

Body	
  Pump®	
  /	
  TRX®	
  

Body	
  Toning	
  

Capoeira	
  

Cardio-­‐Fitness	
  e	
  

Musculação	
  

Condição	
  Física	
  

Core/Stretching	
  

Dança	
  Clássica	
  Adultos	
  

Dança	
  Jazz	
  

Danças	
  de	
  Salão	
  

Esgrima	
  

Extreme	
  Fitness	
  

Fit	
  Boxe	
  

Flamenco	
  

GAP/ABS	
  

Global	
  Training	
  

Hip	
  Hop	
  

Jogo	
  do	
  Pau/Bastão	
  

Judo	
  

Karate	
  Shotokan	
  

Karatedo	
  (Jisei-­‐Budo)	
  

Local/Ball	
  

Localizada	
  

Moderada	
  

Pilates	
  

Ritmos	
  Latinos	
  

Salsa	
  

Sevilhanas	
  

Shorinji	
  Kempo	
  

Step	
  

Tango	
  Argentino	
  

TRX®	
  

Yoga	
  

Yoga-­‐Zen	
  

Zumba®	
  

	
  

• Health	
  Club	
  (Babies,	
  Kids	
  and	
  Teens):	
  

	
  

Aikido	
  –	
  Formação	
  

Baby	
  Gym	
  

Capoeira	
  –	
  Formação	
  

Dança	
  Clássica	
  

Dança	
  Moderna	
  

(Broadway)	
  

Escola	
  de	
  Futebol	
  

Esgrima	
  –	
  Formação	
  

Formação	
  Gímnica	
  

Feminina	
  

Fun	
  Gym	
  

Ginástica	
  Acrobática	
  –	
  

Formação	
  

Ginástica	
  Artística	
  –	
  

Formação	
  

Ginástica	
  Rítmica	
  –	
  

Formação	
  

Hip	
  Hop	
  Kids	
  

Judo	
  –	
  Formação	
  

Tiro	
  c/	
  arco	
  –	
  

Formação	
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• Health	
  Club	
  (Representation	
  and	
  Competition):	
  

	
  

Anankê	
  (Hip	
  Hop)	
  

Atitutes	
  (Rítmica)	
  

Clavas	
  

Dança	
  Contemporânea	
  

Dança	
  Jazz	
  

Descompasso	
  

Esgrima	
  

Especial	
  Homens	
  

Especial	
  Raparigas	
  

Especial	
  Rapazes	
  

Ginástica	
  Acrobática	
  

Ginástica	
  Artística	
  

Feminina	
  

Ginástica	
  Artística	
  

Masculina	
  

Ginástica	
  Rítmica	
  

Imagens	
  (Dança)	
  

Jogo	
  do	
  Pau	
  

Judo	
  

Mãe	
  D’Água	
  

Mimanu	
  

Mista	
  Air	
  Gym	
  

Mix	
  Appeal	
  

Passo	
  a	
  Passo	
  

Ponto	
  Zero	
  

Pré-­‐especial	
  Raparigas	
  

Pré-­‐especial	
  Rapazes	
  

Pré-­‐rítmica	
  de	
  Grupo	
  

Rítmica	
  de	
  Grupo	
  

Tiro	
  

Tiro	
  c/	
  arco	
  

	
  

• Other	
  Activities	
  –	
  Health	
  Club:	
  

	
  

Campo	
  de	
  Futebol	
  5	
  

Coro	
  

Férias	
  Desportivas	
  

Festas	
  de	
  Aniversário	
  

Golfe	
  

Ténis	
  

Treino	
  Personalizado	
  

	
  

• Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique:	
  

	
  

Ama’s	
  

Bebés	
  

Festas	
  de	
  Aniversário	
  

Hidro	
  Barrigas	
  

Hidro	
  Deep	
  

Hidro	
  Mix	
  

Hidro	
  Power	
  

Hidro	
  Sénior	
  

Hidroterapia	
  

Intervenção	
  e	
  

Reabilitação	
  

Masters	
  

Natação	
  em	
  regime	
  de	
  

utilização	
  livre	
  

Níveis	
  

Pré-­‐competição	
  

Treino	
   Personalizado	
   –	
  

Adultos	
  

Treino	
   Personalizado	
   –	
  

Crianças	
  

	
  

	
  

	
  



	
   64	
  

• Outdoor:	
  

	
  

Clube	
  Golfe	
   -­‐	
  GCP	
  offers	
  a	
  Golf	
   teaching	
  program	
  that	
  consists	
   in	
  assistance	
   to	
   the	
  

training	
  during	
  the	
  year	
  (three	
  times	
  per	
  week:	
  Wednesday	
  and	
  Thursday	
  at	
  GCP	
  and	
  

Saturday	
   in	
   a	
   Golf	
   Course),	
   allocation	
   and	
   management	
   of	
   Handicap,	
   federation	
  

license,	
  movement	
  analysis	
  by	
  computer,	
  organization	
  of	
  eight	
  tournaments	
  a	
  year	
  

and	
  special	
  rates	
  on	
  golf	
  courses.	
  

	
  

Clube	
  Oxigénio	
  -­‐	
  Through	
  Clube	
  Oxigénio	
  members	
  may	
  take	
  courses	
  of	
  initiation	
  or	
  

improvement	
  and	
  attend	
  events	
  and	
  trips	
  within	
  sports	
  as	
  varied	
  as	
  Sailing,	
  Diving,	
  

Surfing,	
   Kite,	
   Golf,	
   Hiking,	
   mountain	
   biking,	
   etc.	
   In	
   addition,	
   they	
   also	
   conduct	
  

monthly	
   walks	
   for	
   different	
   regions	
   of	
   the	
   country	
   and	
   promote	
   a	
   set	
   of	
   cultural	
  

tours	
   for	
  different	
  historical	
  areas	
  of	
   the	
  country	
  as	
  well	
  as	
  several	
  guided	
  visits	
   to	
  

museums	
  and	
  monuments	
  inside	
  and	
  outside	
  the	
  city	
  of	
  Lisbon.	
  

	
  

	
  

APPENDIX  2  –  SPECIAL  PROGRAMS  

	
  

Cardiac	
   Rehabilitation	
   Program:	
   this	
   program	
   is	
   indicated	
   for	
   people	
   with	
  

cardiovascular	
  dysfunction	
  or	
  with	
  risk	
   factors	
   for	
  cardiovascular	
  disease.	
  The	
  main	
  

goal	
  of	
  this	
  program	
  is	
  to	
  achieve	
  an	
  improvement	
  in	
  functional	
  ability	
  and	
  quality	
  of	
  

life	
  and	
  prevention	
  of	
  further	
  cardiovascular	
  incidents.	
  

	
  

Weight	
  Control	
  Program:	
  This	
  program	
  is	
  suitable	
  for	
  all	
  those	
  who	
  wish	
  to	
  reduce	
  

their	
  percentage	
  of	
  body	
  fat,	
  improve	
  physical	
  fitness	
  and	
  quality	
  of	
  life.	
  People	
  who	
  

are	
   overweight	
   or	
   obese	
   can	
   especially	
   benefit	
   from	
   this	
   program,	
   since	
   these	
  

characteristics	
  are	
  considered	
  cardiovascular,	
  metabolic	
  and	
  orthopedic	
  risk	
  factors.	
  

The	
   objectives	
   of	
   this	
   program	
   are	
   to	
   improve	
   overall	
   fitness	
   and	
   decrease	
   the	
  

percentage	
  of	
  fat	
  mass	
  in	
  particular.	
  

	
  

Childhood	
  Obesity	
  Program:	
  This	
  program's	
  main	
  objectives	
  are	
  the	
  education	
  for	
  a	
  

more	
  active	
  lifestyle	
  and	
  a	
  more	
  conscious	
  and	
  balanced	
  eating	
  habits.	
  This	
  program	
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aims	
   to:	
   influence	
   the	
   energy	
   balance	
   (increase	
   spending	
   and	
   reduce	
   daily	
   calorie	
  

consumption	
   by	
   using	
   behavioral	
   modification	
   techniques);	
   reduce	
   sedentary	
  

behaviors	
   of	
   young	
   people,	
   through	
   increased	
   physical	
   activity;	
   and,	
   increase	
   the	
  

quality	
  and	
  reduce	
  the	
  amount	
  of	
  food	
  (when	
  appropriate),	
  making	
  members	
  critical,	
  

conscious	
  and	
  autonomous	
  of	
  their	
  food	
  choices.	
  

	
  

	
  

APPENDIX  3  –  CORPORATE  PLANS  

	
  

Protocols	
  GCP	
  -­‐	
  Special	
  conditions	
  for	
  membership:	
  There	
  are	
  four	
  different	
  options	
  

that	
  cover	
  different	
  membership	
  options	
  and	
  schedules.	
  

	
  

• Option	
  A	
  -­‐	
  Horário	
  Total	
  (Total	
  Schedule):	
  The	
  member	
  gets	
  a	
  GOLD	
  card	
  and	
  

pays	
  a	
  full	
  year	
  of	
  membership	
  with	
  a	
  discount	
  of	
  10%	
  

• Option	
  B	
  –	
  Horário	
  Parcial	
  (Partial	
  Schedule):	
  The	
  member	
  gets	
  a	
  GOLD	
  card	
  

that	
   can	
   be	
   used	
   between	
   10h-­‐16h.	
   The	
   member	
   pays	
   a	
   full	
   year	
   of	
  

membership	
  with	
  a	
  discount	
  of	
  25%	
  

• Option	
   C	
   –	
   Horário	
   Pagamento	
   Mensal	
   (Monthly	
   Payment	
   Schedule):	
   The	
  

member	
   gets	
   either	
   a	
   Total	
   Schedule	
   or	
   Partial	
   Schedule	
   GOLD	
   card	
   for	
   a	
  

reduced	
  price/month	
  

• Option	
  D	
  –	
  Special	
  Programs:	
  The	
  member	
  can	
  choose	
  between	
  the	
  Cardiac	
  

Rehabilitation	
  Program	
  and	
  the	
  Weight	
  Control	
  Program	
  and	
  receives	
  a	
  10%	
  

discount	
  on	
  the	
  price	
  of	
  the	
  program.	
  

	
  

For	
   all	
   the	
   fours	
   options	
   describe	
   above,	
   there	
   is	
   exemption	
   from	
  payment	
   of	
   the	
  

Annual	
   Fee	
   Membership	
   (only	
   in	
   the	
   year	
   the	
   person	
   becomes	
   a	
   member)	
   and	
  

exemption	
  from	
  payment	
  of	
  “Jóia	
  de	
  Admissão”.	
  

	
  

Life	
  Style	
  Coaching:	
  GCP	
  created	
  four	
  proposals	
  to	
  improve	
  the	
  performance	
  of	
  the	
  

company’s	
   team	
   (the	
   proposals	
   are	
   “Perfect	
   Day”,	
   “Food	
   4	
   Health”,	
   “Move	
   Your	
  

Health”	
  and	
  “Emotional	
  Rescue”).	
  GCP	
  proposes	
  the	
  combination	
  of	
  various	
  types	
  of	
  

activities:	
   Workshops	
   on	
   nutrition,	
   exercise	
   and	
   stress	
   management;	
   exercise	
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sessions	
  that	
  combine	
  various	
  classes;	
  teambuilding	
  actions;	
  and	
  programs	
  with	
  the	
  

best	
  strategies	
  to	
  ensure	
  a	
  daily	
  diet	
  as	
  balanced	
  and	
  correct	
  as	
  possible.	
  	
  

	
  

WORK	
   it:	
  This	
  program,	
  developed	
  by	
  the	
  GCP	
  and	
  Clube	
  Saúde	
  (a	
  partner	
  of	
  GCP)	
  

translates	
   into	
  a	
  set	
  of	
   stretching	
  and	
  relaxation	
  exercises	
  practiced	
  collectively,	
  of	
  

short	
  duration	
  and	
  low	
  intensity,	
  performed	
  on	
  site	
  and	
  during	
  working	
  hours.	
  

	
  

	
  

APPENDIX  4  –  MEMBERSHIP  

	
  

GOLD	
  Card:	
  Allows	
  full	
  access	
  to	
  the	
  club	
  with	
  respect	
  to	
  classes	
  of	
  Condição	
  Física,	
  

Fitness,	
   Yoga,	
   Pilates,	
   Moderada,	
   Danças,	
   Bike,	
   Desportos	
   de	
   Combate,	
   Sala	
   de	
  

Exercício	
  and	
  free	
  use	
  of	
  the	
  Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique.	
  

	
  

CLASSIC	
   Card:	
   Allows	
   attendance	
   to	
   all	
   classes	
   of	
   Condição	
   Física,	
   Fitness,	
   Yoga,	
  

Pilates,	
   Moderada,	
   Danças,	
   Bike	
   and	
   Desportos	
   de	
   Combate,	
   and	
   free	
   use	
   of	
   the	
  

Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique.	
  

	
  

STAR	
   Card:	
   This	
   card	
   allows	
   access	
   to	
   the	
   classes	
   for	
   Pre-­‐representation,	
  

Representation,	
  Pre-­‐Competition	
  and	
  Competition.	
  

	
  

KIDS	
  Card:	
  Allows	
  attendance	
  to	
  the	
  classes	
  of	
  Aikido,	
  Capoeira,	
  Gym	
  Fun,	
  Football,	
  

Hip	
   Hop	
   Kids,	
   Formações	
   Específicas	
   de	
   Esgrima,	
   Judo,	
   Ginástica	
   Acrobática,	
  

Ginástica	
  Rítmica,	
  Tiro	
  com	
  Arco	
  and	
  the	
  classes	
  of	
  Play	
  Gym.	
  

	
  

BABY	
  Card:	
  Allows	
  attendance	
  to	
  the	
  classes	
  of	
  Baby	
  Gym.	
  

	
  

ACQUA	
   Card:	
   Provides	
   access	
   to	
   the	
   Hidroginástica	
   classes	
   and	
   free	
   use	
   of	
   the	
  

Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique.	
  

	
  

ACQUA	
  TERAPIA	
  Card:	
  Allows	
  attendance	
  to	
  all	
  the	
  classes	
  of	
  Hidroterapia.	
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APPENDIX  5  –  GCP’S  FACILITIES  (MOST  RELEVANT  FOR  THIS  PROJECT)  

	
  

Headquarters/Health	
  Clube:	
  

	
  

Ground	
  Floor	
  

• Gym	
  01	
  and	
  02	
  -­‐	
  Esgrima,	
  Capoeira,	
  Boxe	
  and	
  Shorinji	
  Kempo	
  

	
  

1st	
  Floor	
  

• Centro	
  de	
  Estética	
  

• Clube	
  Saúde	
  

• Clube	
  Wellness	
  

• GAP	
  (Psychology	
  Office	
  and	
  Nutrition	
  Appointments)	
  

• Gym	
  11	
  –	
  Dança	
  Clássica	
  

• Gym	
  12	
  -­‐	
  Carreira	
  de	
  Tiro	
  com	
  Arco	
  	
  

• Gym	
  13	
  -­‐	
  Carreira	
  de	
  Tiro	
  

• Gym	
  14	
  –	
  Bike	
  

• PT	
  Pilates	
  Room	
  

• SAAT	
  (Assessment	
  and	
  Technical	
  Advise	
  Office)	
  

	
  

2nd	
  Floor	
  

• Gym	
  21–	
  Fitness	
  

• Male	
  Locker	
  Room	
  

• Male/Female	
  Bathrooms	
  

• Reception	
  

	
  

3rd	
  Floor	
  

• Children	
  Locker	
  Room	
  

• Female	
  Locker	
  Room	
  

• Fun	
  Space	
  (for	
  children)	
  

• Gym	
  31	
  –	
  Workout	
  area	
  

• Hairdresser	
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• Know	
  How	
  

	
  

4th	
  Floor	
  

• Bar	
  and	
  Restaurant	
  

• Gym	
  41	
  –	
  Representação,	
  Ginástica	
  de	
  Formação	
  and	
  Baby	
  Gym	
  

• Gym	
  42	
  –	
  Judo	
  and	
  Aikido	
  

• Male/Female	
  bathrooms	
  

• Study	
  room	
  and	
  Library	
  	
  

	
  

5th	
  Floor	
  

• Bathrooms	
  

• Gym	
  51	
  –	
  Ginástica	
  de	
  Manutenção	
  and	
  representação	
  

• Gym	
  52	
  -­‐	
  Ginástica	
  de	
  Manutenção,	
  Moderada	
  and	
  representação	
  

• Gym	
  53	
  –	
  Ginástica	
  Rítmica	
  and	
  Acrobática	
  

	
  

6th	
  Floor	
  

• Gym	
  61	
  –	
  Fitness	
  

• Gym	
  62	
  –	
  Ginástica	
  Artística	
  

	
  

7th	
  Floor	
  

• Gym	
  71	
  –	
  Pilates	
  and	
  Karatedo	
  

• Gym	
  72	
  –	
  Danças	
  and	
  Karatedo	
  

	
  

8th	
  Floor	
  

• Gym	
  81	
  –	
  Yoga	
  

	
  

Exterior	
  

Sports	
  Park	
  with	
  2	
  tennis	
  courts	
  (pairs),	
  one	
  multipurpose	
  field,	
  Golf	
  space	
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Municipal	
  Swimming	
  Pool	
  of	
  Campo	
  de	
  Ourique:	
  

	
  

1st	
  Floor	
  

• Male	
  and	
  Female	
  Locker	
  Rooms	
  

• Pista	
  de	
  25	
  metros	
  

• Reception	
  

• Tanque	
  de	
  aprendizagem	
  

	
  

2nd	
  Floor	
  

• Bar	
  	
  

• Countertops	
  

	
  

	
  

APPENDIX  6  –  MEETINGS  SCHEDULE  AND  PROJECT  TIMELINE  

	
  

Meetings	
  Schedule:	
  

	
  

Dr.	
  Hugo	
  Oliveira:	
  7th	
  of	
  March,	
  11th	
  of	
  March,	
  13th	
  of	
  March,	
  21st	
  of	
  March,	
  5th	
  of	
  

April	
  

Drª	
  Cristina	
  Caetano:	
  5th	
  of	
  April	
  

Dr.	
  Ramiro	
  Fernandes:	
  18th	
  of	
  April	
  

Drª	
  Alexandra	
  Lavado:	
  18th	
  of	
  April	
  

Dr.	
  Miguel	
  Valério	
  :	
  2nd	
  of	
  May	
  

Drª	
  Patrícia	
  Jorge:	
  2nd	
  of	
  May	
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Project	
  Timeline:	
  

	
  

	
  
	
  

	
  

APPENDIX  7  –  INTERVIEWS’  QUESTIONS  

	
  

Interview’s	
  Questions	
  –	
  Drª	
  Cristina	
  Caetano	
  

	
  

• What	
  are	
  the	
  main	
  motivations	
  for	
  GCP	
  members	
  to	
  do	
  physical	
  activity?	
  

• The	
  program	
   (of	
   classes)	
   is	
   tailored	
   to	
  ensure	
   the	
   satisfaction	
  of	
  members?	
  

Eg,	
  there	
  are	
  programs	
  specifically	
  for	
  seniors?	
  

• What	
  do	
  you	
  think	
  that	
  should	
  be	
  improved	
  to	
  ensure	
  the	
  success	
  of	
  GCP?	
  

• What	
  kinds	
  of	
  members	
  come	
  to	
  GCP?	
  

• In	
  your	
  opinion,	
  is	
  GCP	
  prepared	
  to	
  provide	
  the	
  services	
  they	
  are	
  committed	
  

to?	
  (in	
  terms	
  of	
  equipment,	
  facilities,	
  technical	
  know-­‐how,	
  etc.)	
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Interview’s	
  Questions	
  –	
  Drª	
  Alexandra	
  Lavado	
  

	
  

• What	
   composes	
   the	
   wages	
   of	
   the	
   different	
   types	
   of	
   employees	
   at	
   GCP?	
  

(incentives,	
  %	
  of	
  salary	
  that	
  is	
  fixed	
  /	
  variable,	
  performance-­‐based	
  part)	
  

• What	
  are	
  the	
  biggest	
  costs	
  reductions	
  scheduled	
  for	
  2013?	
  

• What	
  do	
  you	
  think	
  that	
  should	
  be	
  improved	
  to	
  ensure	
  the	
  success	
  of	
  GCP?	
  

• Which	
   areas	
   do	
   you	
   think	
   that	
   cannot	
   face	
   reduction	
   of	
   costs?	
   (eg,	
  

price/month	
  each	
  member	
  pays)	
  

• Which	
  areas	
  do	
  you	
  think	
  that	
  are	
  capable	
  of	
  facing	
  costs’	
  reduction?	
  

• How	
  was	
  the	
  budget	
  for	
  next	
  year	
  computed?	
  

	
  

Interview’s	
  Questions	
  –	
  Dr.	
  Ramiro	
  Fernandes	
  

	
  

• What	
  are	
  the	
  different	
  activities	
  offered	
  by	
  GCP	
  for	
  teens	
  and	
  children?	
  

• In	
  your	
  opinion,	
  is	
  GCP	
  prepared	
  to	
  provide	
  the	
  services	
  they	
  are	
  committed	
  

to?	
  (in	
  terms	
  of	
  equipment,	
  facilities,	
  technical	
  know-­‐how,	
  etc.)	
  

• What	
  activities	
  draw	
  more	
  teens/children?	
  

• What	
  do	
  you	
  think	
  that	
  should	
  be	
  improved	
  to	
  ensure	
  the	
  success	
  of	
  GCP?	
  

	
  

Interview’s	
  Questions	
  –	
  Dr.	
  Miguel	
  Valério	
  

	
  

• What	
  do	
  you	
  think	
  that	
  should	
  be	
  improved	
  to	
  ensure	
  the	
  success	
  of	
  GCP?	
  

• In	
  your	
  opinion,	
  the	
  health	
  club	
  members	
  also	
  go	
  to	
  the	
  Municipal	
  Swimming	
  

Pool?	
  

• What	
   do	
   you	
   think	
   about	
   the	
   relationship	
   between	
   the	
   GCP	
   and	
   the	
  

Municipal	
  Swimming	
  Pool	
  in	
  organizational	
  terms?	
  

• How	
  are	
  the	
  activities	
  to	
  practice	
  in	
  the	
  Municipal	
  Swimming	
  Pool	
  chosen?	
  	
  

	
  

Interview’s	
  Questions	
  –	
  Drª	
  Patrícia	
  Jorge	
  

	
  

• What	
  do	
  you	
  think	
  that	
  should	
  be	
  improved	
  to	
  ensure	
  the	
  success	
  of	
  GCP?	
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• Is	
  there	
  an	
  active	
  follow-­‐up	
  system	
  for	
  members?	
  

• The	
   current	
   performance	
   evaluation	
   is	
   reflected	
   in	
   the	
   remuneration	
   of	
  

employees	
  (professors)?	
  

	
  

	
  

APPENDIX   8   –   QUESTIONNAIRE   “MOTIVATIONS   FOR   PHYSICAL   ACTIVITY  

PARTICIPATION”  

	
  

This	
   survey	
   is	
   being	
   conducted	
   for	
   a	
   study	
   on	
   the	
   motivations	
   and	
   interests	
   for	
  

practicing	
  physical	
  activity,	
  in	
  the	
  scope	
  of	
  a	
  Master	
  dissertation	
  for	
  Católica-­‐Lisbon	
  

School	
  of	
  Business	
  and	
  Economics.	
  

	
  

Your	
  answers	
  are	
  confidential	
  and	
  will	
  only	
  be	
  used	
  on	
  what	
  concerns	
  this	
  study.	
  This	
  

survey	
  will	
  not	
  take	
  longer	
  than	
  5	
  minutes	
  to	
  respond.	
  

	
  

Thanks	
  for	
  your	
  cooperation	
  

	
  

	
  

1. Are	
  you	
  a	
  member	
  of	
  a	
  health	
  club?	
  

[	
  	
  	
  ]	
  Yes	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  [	
  	
  	
  ]	
  No	
  

	
  

If	
  the	
  answer	
  to	
  question	
  1	
  is	
  “Yes”,	
  then	
  the	
  following	
  questions	
  are	
  displayed:	
  

	
  

2. For	
  how	
  long	
  have	
  you	
  been	
  a	
  member	
  of	
  your	
  health	
  club?	
  

[	
  	
  	
  ]	
  Less	
  than	
  2	
  years	
  

[	
  	
  	
  ]	
  Between	
  2	
  and	
  6	
  years	
  

[	
  	
  	
  ]	
  Between	
  7	
  and	
  14	
  years	
  

[	
  	
  	
  ]	
  15	
  years	
  or	
  more	
  

	
  

3. How	
  many	
  times	
  per	
  week	
  do	
  you	
  practice	
  exercise	
  in	
  your	
  health	
  club?	
  

[	
  	
  	
  ]	
  Less	
  than	
  once	
  a	
  week	
  (I	
  am	
  not	
  going	
  every	
  week)	
  

[	
  	
  	
  ]	
  From	
  1	
  to	
  2	
  times	
  per	
  week	
  

[	
  	
  	
  ]	
  From	
  3	
  to	
  4	
  times	
  per	
  week	
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[	
  	
  	
  ]	
  5	
  or	
  more	
  times	
  per	
  week	
  

	
  

4. During	
  what	
   times	
   of	
   the	
   day	
   do	
   you	
  usually	
   go	
   to	
   your	
   health	
   club?	
   Select	
   three	
  

options	
  at	
  maximum.	
  

[	
  	
  	
  ]	
  Morning	
  (until	
  12h)	
  

[	
  	
  	
  ]	
  Lunch	
  (from	
  12h	
  to	
  15h)	
  

[	
  	
  	
  ]	
  Afternoon	
  (from	
  15h	
  to	
  19h)	
  

[	
  	
  	
  ]	
  Evening	
  (after	
  19h)	
  

	
  

5. How	
  did	
  you	
  become	
  aware	
  of	
  your	
  current	
  health	
  club?	
  

[	
  	
  	
  ]	
  Recommendation	
  of	
  friends	
  or	
  family	
  

[	
  	
  	
  ]	
  Advertising	
  on	
  television	
  or	
  press	
  

[	
  	
  	
  ]	
  Website	
  

[	
  	
  	
  ]	
  Neighboring	
  areas	
  often	
  frequented	
  

[	
  	
  	
  ]	
  Promotion	
  by	
  the	
  employees	
  

	
  

6. Why	
  did	
  you	
  choose	
  your	
  current	
  health	
  club?	
  Select	
  three	
  options	
  at	
  maximum.	
  

[	
  	
  	
  ]	
  Location	
  near	
  work	
  

[	
  	
  	
  ]	
  Location	
  near	
  home	
  

[	
  	
  	
  ]	
  Employees’	
  technical	
  quality	
  

[	
  	
  	
  ]	
  Reputation	
  and	
  values	
  of	
  the	
  institution	
  

[	
  	
  	
  ]	
  Attendance	
  of	
  friends	
  or	
  family	
  

[	
  	
  	
  ]	
  Suitability	
  of	
  schedules	
  

[	
  	
  	
  ]	
  Diversity	
  of	
  activities	
  

[	
  	
  	
  ]	
  Prices	
  practiced	
  

[	
  	
  	
  ]	
  Promotion	
  at	
  the	
  time	
  of	
  enrollment	
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7. What	
  activities	
  do	
  you	
  practice	
  at	
  your	
  gym	
  or	
  health	
  club,	
  and	
  how	
  frequently?	
  

	
  
Once	
  a	
  

week	
  

Twice	
  a	
  

week	
  

Three	
  

times	
  a	
  

week	
  

Four	
  

times	
  a	
  

week	
  

Five	
  times	
  

a	
  week	
  

More	
  

than	
  five	
  

times	
  a	
  

week	
  

I	
  do	
  not	
  

practice	
  

this	
  activity	
  

Cardiofitness	
   	
   	
   	
   	
   	
   	
   	
  

Weight	
  lifting	
   	
   	
   	
   	
   	
   	
   	
  

Physical	
  

conditioning	
  
	
   	
   	
   	
   	
   	
   	
  

Body	
  

Combat/Attack	
  
	
   	
   	
   	
   	
   	
   	
  

Body	
  Pump	
   	
   	
   	
   	
   	
   	
   	
  

Power	
  Jump	
   	
   	
   	
   	
   	
   	
   	
  

Cycling	
   	
   	
   	
   	
   	
   	
   	
  

Pilates	
   	
   	
   	
   	
   	
   	
   	
  

Yoga	
   	
   	
   	
   	
   	
   	
   	
  

Step	
   	
   	
   	
   	
   	
   	
   	
  

Aerobics	
   	
   	
   	
   	
   	
   	
   	
  

Martial	
  arts	
   	
   	
   	
   	
   	
   	
   	
  

Dancing	
   	
   	
   	
   	
   	
   	
   	
  

Swimming	
   	
   	
   	
   	
   	
   	
   	
  

	
  

8. What	
  is	
  the	
  mean	
  of	
  transportation	
  that	
  you	
  use	
  to	
  go	
  to	
  your	
  health	
  club?	
  

[	
  	
  	
  ]	
  By	
  foot	
  

[	
  	
  	
  ]	
  By	
  bicycle	
  

[	
  	
  	
  ]	
  By	
  public	
  transportation	
  

[	
  	
  	
  ]	
  By	
  car	
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9. Indicate	
  your	
  degree	
  of	
  agreement	
  with	
  the	
  following	
  statements:	
  

	
  
Totally	
  

disagree	
  
Disagree	
  

Neither	
  

agree	
  nor	
  

disagree	
  

Agree	
   Totally	
  agree	
  

If	
   another	
   gym	
   offers	
  

the	
   same	
   services	
   as	
  

mine	
   but	
   at	
   a	
   reduced	
  

price,	
  I	
  will	
  switch	
  

	
   	
   	
   	
   	
  

I	
  would	
  recommend	
  my	
  

gym	
   to	
   friends	
   and	
  

family	
  

	
   	
   	
   	
   	
  

If	
   I	
   am	
   unsatisfied	
  with	
  

my	
   gym	
   I	
   will	
   tell	
   its	
  

employees	
  

	
   	
   	
   	
   	
  

The	
  first	
  source	
  where	
  I	
  

get	
   information	
   about	
  

an	
   organization	
   is	
   the	
  

Internet	
  

	
   	
   	
   	
   	
  

A	
   visually	
   attractive	
  

website	
   makes	
   the	
  

difference	
   in	
  my	
  choice	
  

as	
  a	
  consumer	
  

	
   	
   	
   	
   	
  

The	
  use	
  of	
  celebrities	
  in	
  

the	
   promotion	
   of	
   a	
  

health	
   club	
   attracts	
  my	
  

attention	
  

	
   	
   	
   	
   	
  

	
  

10. What	
   are	
   your	
   personal	
   motives	
   for	
   practicing	
   physical	
   activity	
   at	
   a	
   health	
   club?	
  

Select	
  three	
  options	
  at	
  maximum.	
  

[	
  	
  	
  ]	
  To	
  lose	
  weight	
  

[	
  	
  	
  ]	
  To	
  keep	
  in	
  shape	
  

[	
  	
  	
  ]	
  To	
  prevent	
  diseases	
  

[	
  	
  	
  ]	
  Because	
  my	
  doctor	
  advised	
  me	
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[	
  	
  	
  ]	
  To	
  improve	
  my	
  physical	
  appearance	
  

[	
  	
  	
  ]	
  To	
  relax	
  after	
  a	
  day	
  at	
  work	
  

[	
  	
  	
  ]	
  To	
  meet	
  new	
  people	
  

[	
  	
  	
  ]	
  To	
  spend	
  time	
  with	
  friends	
  and	
  family	
  

[	
  	
  	
  ]	
  Because	
  I	
  enjoy	
  physical	
  competition	
  

[	
  	
  	
  ]	
  To	
  help	
  me	
  recover	
  from	
  a	
  disease/injury	
  

[	
  	
  	
  ]	
  Because	
  it	
  makes	
  me	
  feel	
  good	
  

	
  

11. What	
   are	
   your	
   reasons	
   for	
   not	
   going	
   to	
   a	
   health	
   club?	
   Select	
   three	
   options	
   at	
  

maximum.	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  have	
  time	
  

[	
  	
  	
  ]	
  It	
  is	
  too	
  expensive	
  

[	
  	
  	
  ]	
  I	
  would	
  rather	
  exercise	
  outdoors	
  

[	
  	
  	
  ]	
  In	
  my	
  daily	
  life,	
  I	
  walk	
  or	
  cycle	
  a	
  lot	
  

[	
  	
  	
  ]	
  I	
  avoid	
  situations	
  that	
  I	
  can	
  be	
  judged	
  by	
  my	
  appearance	
  

[	
  	
  	
  ]	
  I	
  practice	
  exercise	
  in	
  a	
  sports	
  club	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  care	
  about	
  the	
  way	
  I	
  look	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  like	
  to	
  have	
  to	
  move	
  to	
  practice	
  physical	
  activity	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  have	
  anyone	
  to	
  go	
  with	
  me	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  	
  ]	
  I	
  think	
  that,	
  in	
  general,	
  gyms	
  and	
  health	
  clubs	
  are	
  poorly	
  attended	
  

[	
  	
  	
  ]	
  For	
  health	
  motives	
  	
  

[	
  	
  	
  ]	
  Gyms	
  are	
  too	
  crowded	
  for	
  the	
  space	
  and	
  equipment	
  there	
  is	
  available	
  

	
  

12. Do	
  you	
  practice	
  any	
  other	
  activity,	
  besides	
  attending	
  a	
  health	
   club?	
   (e.g.,	
   football,	
  

jogging,	
  tennis)	
  

[	
  	
  	
  ]	
  Yes	
  

[	
  	
  	
  ]	
  No	
  

	
  

If	
   answer	
   is	
   “Yes”,	
   then	
   the	
   following	
  questions	
   are	
  displayed.	
   If	
   the	
  answer	
   is	
   “No”,	
   then	
  

question	
  number	
  5	
  is	
  displayed:	
  

	
  

13. What	
  is	
  the	
  scope	
  of	
  this	
  activity	
  that	
  you	
  practice?	
  

[	
  	
  	
  ]	
  Federated	
  sport	
  

[	
  	
  	
  ]	
  Leisure	
  

[	
  	
  	
  ]	
  To	
  compete	
  in	
  occasional	
  events	
  



	
   77	
  

	
  

14. How	
  often	
  do	
  you	
  practice	
  it?	
  

[	
  	
  	
  ]	
  Less	
  than	
  once	
  a	
  week	
  

[	
  	
  	
  ]	
  Between	
  once	
  or	
  twice	
  a	
  week	
  

[	
  	
  	
  ]	
  Between	
  three	
  and	
  four	
  times	
  a	
  week	
  

[	
  	
  	
  ]	
  Five	
  or	
  more	
  times	
  per	
  week	
  

	
  

15. Gender:	
  

[	
  	
  	
  ]	
  Female	
  

[	
  	
  	
  ]	
  Male	
  

	
  

16. Age:	
  

[	
  	
  	
  ]	
  Less	
  than	
  18	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  18	
  to	
  25	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  26	
  to	
  35	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  36	
  to	
  45	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  46	
  to	
  55	
  years	
  old	
  

[	
  	
  	
  ]	
  56	
  years	
  old	
  or	
  more	
  

	
  

If	
  the	
  answer	
  to	
  question	
  1	
  is	
  “No”,	
  then	
  the	
  following	
  questions	
  are	
  displayed:	
  

	
  

1. What	
   are	
   your	
   reasons	
   for	
   not	
   going	
   to	
   a	
   health	
   club?	
   Select	
   three	
   options	
   at	
  

maximum.	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  have	
  time	
  

[	
  	
  	
  ]	
  It	
  is	
  too	
  expensive	
  

[	
  	
  	
  ]	
  I	
  would	
  rather	
  exercise	
  outdoors	
  

[	
  	
  	
  ]	
  In	
  my	
  daily	
  life,	
  I	
  walk	
  or	
  cycle	
  a	
  lot	
  

[	
  	
  	
  ]	
  I	
  avoid	
  situations	
  where	
  I	
  can	
  be	
  judged	
  by	
  my	
  appearance	
  

[	
  	
  	
  ]	
  I	
  practice	
  exercise	
  in	
  a	
  sports	
  club	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  care	
  about	
  the	
  way	
  I	
  look	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  like	
  to	
  have	
  to	
  move	
  to	
  practice	
  physical	
  activity	
  

[	
  	
  	
  ]	
  I	
  do	
  not	
  have	
  anyone	
  to	
  go	
  with	
  me	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  	
  ]	
  I	
  think	
  that,	
  in	
  general,	
  gyms	
  and	
  health	
  clubs	
  are	
  poorly	
  attended	
  

[	
  	
  	
  ]	
  For	
  health	
  motives	
  	
  

[	
  	
  	
  ]	
  Health	
  clubs	
  are	
  too	
  crowded	
  for	
  the	
  space	
  and	
  equipment	
  available	
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2. Do	
  you	
  practice	
  any	
  other	
  activity,	
  besides	
  attending	
  a	
  health	
   club?	
   (e.g.,	
   football,	
  

jogging,	
  tennis)	
  

[	
  	
  	
  ]	
  Yes	
  

[	
  	
  	
  ]	
  No	
  

	
  

If	
   answer	
   is	
   “Yes”,	
   then	
   the	
   following	
  questions	
   are	
  displayed.	
   If	
   the	
  answer	
   is	
   “No”,	
   then	
  

question	
  number	
  5	
  is	
  displayed:	
  

	
  

3. What	
  is	
  the	
  scope	
  of	
  this	
  activity	
  that	
  you	
  practice?	
  

[	
  	
  	
  ]	
  Federated	
  sport	
  

[	
  	
  	
  ]	
  Leisure	
  

[	
  	
  	
  ]	
  To	
  compete	
  in	
  occasional	
  events	
  

	
  

4. How	
  often	
  do	
  you	
  practice	
  it?	
  

[	
  	
  	
  ]	
  Less	
  than	
  once	
  a	
  week	
  

[	
  	
  	
  ]	
  Between	
  once	
  or	
  twice	
  a	
  week	
  

[	
  	
  	
  ]	
  Between	
  three	
  and	
  four	
  times	
  a	
  week	
  

[	
  	
  	
  ]	
  Five	
  or	
  more	
  times	
  per	
  week	
  

	
  

5. Gender:	
  

[	
  	
  	
  ]	
  Female	
  

[	
  	
  	
  ]	
  Male	
  

	
  

6. Age:	
  

[	
  	
  	
  ]	
  Less	
  than	
  18	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  18	
  to	
  25	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  26	
  to	
  35	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  36	
  to	
  45	
  years	
  old	
  

[	
  	
  	
  ]	
  From	
  46	
  to	
  55	
  years	
  old	
  

[	
  	
  	
  ]	
  56	
  years	
  old	
  or	
  more	
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APPENDIX   9   –   QUESTIONNAIRE   “STUDY   OF   THE   SATISFACTION   OF   THE  

MEMBERS  OF  GINÁSIO  CLUBE  PORTUGUÊS”  

	
  

This	
   survey	
   is	
   being	
   conducted	
   for	
   a	
   study	
   on	
   the	
   satisfaction	
   of	
   the	
  members	
   of	
  

Ginásio	
   Clube	
   Português	
   relatively	
   to	
   the	
   services	
   provided	
   by	
   the	
   same.	
   Your	
  

answers	
   are	
   confidential	
   and	
   will	
   only	
   be	
   used	
   on	
   what	
   concerns	
   this	
   study.	
   This	
  

survey	
  will	
  not	
  take	
  longer	
  than	
  5	
  minutes	
  to	
  respond.	
  Thanks	
  for	
  your	
  cooperation.	
  

	
  

1. Kind	
  of	
  Membership:	
  	
  

[	
  	
  ]	
  Gold	
  	
  	
  

[	
  	
  ]	
  Classic	
  	
  	
  

[	
  	
  ]	
  Star	
  	
  

[	
  	
  ]	
  Kids	
  	
  

[	
  	
  ]	
  Acqua	
  	
  

[	
  	
  ]	
  Acqua	
  Terapia	
  	
  	
  

[	
  	
  ]	
  Corporate	
  	
  

	
  

2. For	
  how	
  long	
  have	
  you	
  been	
  a	
  member	
  of	
  Ginásio	
  Clube	
  Português?	
  

[	
  	
  ]	
  Less	
  than	
  2	
  years	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  ]	
  Between	
  2	
  and	
  6	
  years	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  ]	
  Between	
  7	
  and	
  14	
  years	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  ]	
  More	
  than	
  15	
  years	
  

	
  

3. How	
   many	
   times,	
   per	
   week,	
   do	
   you	
   practice	
   physical	
   exercise	
   at	
   Ginásio	
   Clube	
  

Português?	
  

[	
  	
  ]	
  Less	
  than	
  1	
  time	
  per	
  week	
  (I	
  am	
  not	
  going	
  every	
  week)	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  ]	
  1	
  time	
  per	
  week	
  	
  

[	
  	
  ]	
  2	
  to	
  3	
  times	
  per	
  week	
  

[	
  	
  ]	
  4	
  to	
  5	
  times	
  per	
  week	
  

[	
  	
  ]	
  More	
  than	
  5	
  times	
  per	
  week	
  

	
  

4. During	
  what	
   times	
  of	
   the	
  day	
  do	
   you	
  usually	
   go	
   to	
  Ginásio	
  Clube	
  Português?	
   Select	
   all	
  

options	
  that	
  apply.	
  

[	
  	
  ]	
  Morning	
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[	
  	
  ]	
  Afternoon	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

[	
  	
  ]	
  Evening	
  

	
  

5. Why	
  did	
  you	
  choose	
  Ginásio	
  Clube	
  Português?	
  Select	
  three	
  options	
  at	
  maximum.	
  

[	
  	
  ]	
  Location	
  near	
  home	
  

[	
  	
  ]	
  Location	
  near	
  work	
  

[	
  	
  ]	
  Employees’	
  technical	
  quality	
  

[	
  	
  ]	
  Reputation	
  and	
  values	
  of	
  GCP	
  

[	
  	
  ]	
  Attendance	
  of	
  friends,	
  family	
  or	
  colleagues	
  

[	
  	
  ]	
  Suitability	
  of	
  schedules	
  

[	
  	
  ]	
  Diversity	
  of	
  activities	
  

	
  

6. Indicate	
  your	
  degree	
  of	
  satisfaction	
  with	
  the	
  following	
  services	
  offered	
  by	
  Ginásio	
  Clube	
  

Português:	
  

	
  

	
  
Very	
  

dissatisfied	
  
Dissatisfied	
   Indifferent	
   Satisfied	
   Very	
  satisfied	
  

Service	
  at	
  reception	
   	
   	
   	
   	
   	
  

Value	
  for	
  money	
   	
   	
   	
   	
   	
  

Schedule	
  of	
  activities	
   	
   	
   	
   	
   	
  

Diversity	
  of	
  activities	
   	
   	
   	
   	
   	
  

Workout	
  area	
   	
   	
   	
   	
   	
  

Group	
  classes	
   	
   	
   	
   	
   	
  

SAAT	
   	
   	
   	
   	
   	
  

Locker	
  rooms	
   	
   	
   	
   	
   	
  

Restaurant/Bar	
   	
   	
   	
   	
   	
  

Parking	
   	
   	
   	
   	
   	
  

Employees	
  and	
  Professors	
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7. Indicate	
  your	
  degree	
  of	
  agreement	
  with	
  the	
  following	
  statements:	
  

	
  

	
  
Totally	
  

disagree	
  
Disagree	
  

Neither	
  

agree	
  nor	
  

disagree	
  

Agree	
  
Totally	
  

agree	
  

GCP	
  is	
  a	
  comfortable	
  and	
  nice	
  place	
  

to	
  be	
  in	
  
	
   	
   	
   	
   	
  

The	
  services	
  offered	
  are	
  of	
  quality	
   	
   	
   	
   	
   	
  

Dynamism	
   is	
   a	
   concept	
   that	
  

distinguishes	
  GCP	
  
	
   	
   	
   	
   	
  

GCP	
  is	
  in	
  good	
  conditions	
  	
   	
   	
   	
   	
   	
  

GCP	
  is	
  a	
  good	
  place	
  for	
  socializing	
   	
   	
   	
   	
   	
  

The	
   active/sporting	
   lifestyle	
  

characterizes	
  GCP	
  
	
   	
   	
   	
   	
  

The	
  facilities	
  are	
  easily	
  accessible	
   	
   	
   	
   	
   	
  

I	
   would	
   recommend	
   GCP	
   to	
   friends	
  

and	
  family	
  
	
   	
   	
   	
   	
  

I	
  am	
  very	
  satisfied	
  with	
  GCP	
   	
   	
   	
   	
   	
  

	
  

8. Age:	
  _____	
  	
  	
  	
  	
  	
  

	
  

9. Gender:	
  	
  

[	
  	
  ]	
  Male	
  	
  	
  	
  	
  

[	
  	
  ]	
  Female	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

	
  

Thanks	
  for	
  your	
  collaboration!	
  

	
  

	
  

APPENDIX  10  –  DISTRIBUTION  AND  COLLECTION  OF  QUESTIONNAIRES  

	
  

This	
  study	
  is	
  being	
  conducted	
  in	
  the	
  scope	
  of	
  a	
  consultancy	
  project	
  conducted	
  by	
  the	
  

Universidade	
  Católica	
  Portuguesa	
  as	
  the	
  basis	
  of	
  a	
  Master	
  dissertation.	
  To	
  this	
  end,	
  

questionnaires	
  will	
   be	
  distributed	
   to	
  members	
   at	
   certain	
  defined	
  points	
   at	
  Ginásio	
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Clube	
  Português	
  in	
  order	
  to	
  collect	
  their	
  responses.	
  The	
  purpose	
  would	
  be	
  that	
  this	
  

questionnaire	
   would	
   be	
   distributed	
   across	
   all	
   activities	
   of	
   GCP.	
   The	
   ideal	
   sample	
  

should	
  be	
  composed	
  by	
  members	
  of	
  the	
  various	
  types	
  of	
  cards	
  available	
  and	
  users	
  of	
  

the	
  workout	
  area,	
  group	
  classes,	
  representation	
  classes	
  and	
  training	
  classes.	
  

	
  

As	
  questionnaires	
  are	
  delivered,	
  members	
  should	
  be	
   informed	
  that	
  their	
  opinion	
   is	
  

important,	
   that	
   the	
   data	
   will	
   be	
   treated	
   confidentially	
   and	
   their	
   use	
   will	
   be	
   for	
  

statistical	
   purposes	
   in	
   order	
   to	
   improve	
   the	
   quality	
   of	
   service	
   offered	
   by	
   Ginásio	
  

Clube	
  Português.	
  Pens	
  should	
  be	
  available	
  so	
  members	
  can	
  fill	
  out	
  the	
  questionnaire.	
  

	
  

The	
  planning	
  foresees	
  that	
  the	
  questionnaires	
  should	
  be	
  distributed	
  from	
  April	
  15	
  to	
  

April	
  19,	
  2013.	
  On	
  April	
  22	
  all	
  questionnaires	
  will	
  be	
  collected	
  to	
  conduct	
  statistical	
  

analysis	
  of	
  the	
  same.	
  

	
  

The	
  questionnaire	
  should	
  be	
  distributed	
  at	
  the	
  following	
  locations:	
  

	
  

Reception:	
  

	
  

At	
  the	
  reception,	
  the	
  questionnaires	
  can	
  be	
  collected	
  at	
  two	
  spots:	
  

	
  

•	
  Waiting	
  room	
  

•	
  When	
  members	
  are	
  leaving	
  GCP	
  

	
  

After	
  filling	
  out	
  the	
  questionnaire,	
  the	
  members	
  should	
  deliver	
  the	
  questionnaires	
  to	
  

the	
  reception	
  employees,	
  which	
  should	
  be	
  placed	
  immediately	
  in	
  an	
  A4	
  envelope	
  to	
  

be	
  delivered	
  for	
  this	
  purpose,	
  ensuring	
  the	
  confidentiality	
  of	
  the	
  member.	
  

	
  

Workout	
  Area:	
  

	
  

In	
   the	
   workout	
   area,	
   the	
   questionnaire	
   can	
   be	
   completed	
   upon	
   arrival	
   or	
   when	
  

leaving	
   the	
   room.	
   After	
   completing	
   the	
   questionnaire,	
   the	
   member	
   must	
   put	
   the	
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questionnaire	
   in	
   an	
   A4	
   envelope	
   that	
   will	
   be	
   made	
   available	
   for	
   this	
   purpose,	
  

ensuring	
  the	
  confidentiality	
  of	
  their	
  responses.	
  

	
  

Representation	
  and	
  Training	
  Classes:	
  

	
  

For	
   members	
   who	
   attend	
   representation	
   and	
   training	
   classes,	
   the	
   questionnaires	
  

should	
   be	
   delivered	
   to	
   the	
   respective	
   professors	
   of	
   these	
   classes,	
   so	
   that	
   the	
  

questionnaires	
  can	
  be	
  completed	
  before	
  or	
  after	
  the	
  class.	
  Professors	
  should	
  collect	
  

all	
  questionnaires	
  and	
  deliver	
  them	
  at	
  the	
  reception	
  where	
  they	
  will	
  be	
  placed	
  in	
  an	
  

A4	
  envelope	
  that	
  will	
  be	
  provided	
  for	
  this	
  purpose.	
  

	
  

Group	
  Classes:	
  

	
  

For	
  members	
  who	
   attend	
   group	
   classes,	
   questionnaires	
   should	
   be	
   completed	
   and	
  

collected	
  outside	
  the	
  classroom.	
  They	
  will	
   later	
  be	
  delivered	
  to	
  the	
  reception	
  to	
  be	
  

placed	
  in	
  an	
  A4	
  envelope.	
  

	
  

Locker	
  Rooms:	
  

	
  

In	
  the	
  Locker	
  Rooms,	
  the	
  collection	
  should	
  be	
  made	
  when	
  members	
  are	
  leaving	
  the	
  

same,	
  both	
  in	
  the	
  male	
  and	
  in	
  the	
  female	
  locker	
  room.	
  The	
  questionnaires	
  should	
  be	
  

given	
   to	
   employees	
  who	
  will	
   be	
   responsible	
   for	
   this	
   distribution	
   and	
   that	
  will	
   put	
  

them	
  in	
  the	
  due	
  A4	
  envelope.	
  

	
  

Restaurant/Bar:	
  

	
  

The	
  questionnaires	
  in	
  the	
  restaurant	
  /	
  bar	
  should	
  be	
  distributed	
  upon	
  payment	
  and	
  

after	
   its	
   completion;	
   they	
   should	
   be	
   placed	
   in	
   A4	
   envelope	
   provided	
   for	
   that	
  

purpose.	
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After	
  collecting	
  the	
  questionnaires,	
  a	
  proper	
  statistical	
  analysis	
  by	
  using	
  SPSS	
  will	
  be	
  

done	
  and	
  the	
  results	
  will	
  then	
  be	
  presented	
  to	
  the	
  GCP	
  departments,	
  along	
  with	
  the	
  

appropriate	
  recommendations.	
  

	
  

	
  

APPENDIX  11  –  EVALUATION  GRID  FOR  THE  MYSTERY-­‐CUSTOMER  VISITS  

	
  

	
  
	
  

Gym:
Day/Time:
Sports1played:

1 Very&Bad
2 Bad
3 Acceptable
4 Good
5 Very&Good

1 2 3 4 5
1. Entry1Point:1Via1Phone
1.1. The&telephone&was&answered&within&three&rings
1.2. Staff&whom&I&spoke&with&on&the&phone&were&polite&and&friendly
1.3. Staff&whom&I&spoke&with&on&the&phone&were&knowledgeable
1.4. Staff&were&able&to&provide&directions
2. Entry1Point:1Via1Website
2.1. The&website&is&well&organized&and&attractive
2.2. The&website&explains&in&detail&the&sports&offered&and&schedules
2.3. The&website&has&the&most&recent&discounts&and&promotions&being&offered
2.4. The&website&has&clear&photos&of&the&facilities&in&the&gym&so&that&I&can&evaluate&them
2.5. The&prices&and&conditions&of&the&gym&are&well&explained
2.6. It&is&easy&to&contact&the&gym&through&the&website
3. Entry1Point:1Via1Gym
3.1. The&reception&area&was&cozy&and&well&decorated
3.2. The&reception&was&organized
3.3. The&reception&had&a&computerised&system&
3.4. I&was&greeted&in&a&friendly&manner&with&a&smile
3.5. The&staff&reflected&a&genuine&concern&for&me&as&a&customer
3.6. I&was&made&aware&of&current&discounts,&promotions&or&upcoming&programs
3.7. The&waiting&time&was&short&in&the&reception
3.8. I&did&not&have&to&wait&a&long&time&for&the&staff&to&solve&my&issue
4. Location1and1Parking
4.1. I&had&no&trouble&finding&the&facilities
4.2. OffLstreet&parking&is&available
4.3. It&is&easy&to&access&the&parking&lot
4.4. It&is&easy&to&find&a&parking&spot
4.5. The&parking&lot&has&good&conditions
4.6. Individuals&with&disabilities&would&have&no&problem&entering&the&health&club
5. The1Cafeteria/Restaurant
5.1. The&cafeteria’s&tables&and&chairs&were&clean
5.2. The&cafeteria’s&floor&was&clean&and&free&of&debris
5.3. There&was&a&variety&of&healthy&food&and&drinks
5.4. The&staff&was&friendly
6. The1Locker1Room
6.1. The&floor&and&the&equipment&is&properly&clean&and&neat
6.2. The&facility&offers&sufficient&privacy
6.3. The&facility&is&big&enough&to&accomodate&all&guests
6.4. The&facility&is&confortable
6.5. There&are&enough&lockers/showers&for&the&guests
6.6. The&facility&is&safe
6.7. The&gym&offers&complementary&services&(hair&dryer,&towels,&etc)
7. The1Workout1Area
7.1. The&equipment&was&clean&and&in&good&working&condition
7.2. The&temperature&was&comfortable&for&me&to&work&out
7.3. There&is&always&someone&available&to&help&me&when&I&am&confuse&about&some&equipment
7.4. There&is&a&wide&variety&of&age&and&gender
7.5. There&is&a&wide&variety&of&equipment
7.6. The&staff&is&helpful&to&beginners
7.7. There&is&enough&comfortable&space&to&work&out

✔

Grid:

Evaluation1Grid

Points1to1consider
Evaluation
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APPENDIX   12   –   RESULTS   OF   QUESTIONNAIRE   “MOTIVATIONS   FOR  

PHYSICAL  ACTIVITY  PARTICIPATION”  

	
  

• Question	
  1:	
  Are	
  you	
  a	
  member	
  of	
  a	
  health	
  club?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Yes	
   88	
   34,9%	
  

No	
   164	
   65,1%	
  

Total	
   252	
   100%	
  

	
  

Considering	
  now	
  the	
  questions	
  displayed	
  when	
  the	
  answer	
  to	
  question	
  1	
  is	
  “yes”,	
  the	
  set	
  

of	
  results	
  is	
  as	
  follow.	
  

	
  

• Question	
  2:	
  For	
  how	
  long	
  have	
  you	
  been	
  a	
  member	
  of	
  your	
  health	
  club?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Less	
  than	
  2	
  years	
   56	
   63,6%	
  

Between	
  2	
  and	
  6	
  years	
   31	
   35,2%	
  

1 2 3 4 5
8. The1Group1Classes
8.1. I&felt&integrated&in&the&group&class/The&staff&is&helpful&to&beginners
8.2. The&professor&is&constantly&motivating&all&the&members&of&the&class
8.3. The&professor&is&professional&while&teaching&the&class
8.4. There&is&a&wide&variety&of&activities
8.5. The&class&started&right&on&time
8.6. The&class&program&was&wellLstructured
8.7. There&is&a&wide&variety&of&sports&to&choose&from
8.8. There&is&a&good&management&of&the&classes'&schedules
8.9. There&is&a&wide&variety&of&age&and&gender
8.10. The&system&used&to&enter&the&class&is&userLfriendly
9. Existing1facilities:

Swimming&pool
Workout&area
Group&class&studios
Locker&rooms
Cafeteria
Spa
Hairdresser
Child&care
Personal&training
Fitness&Evaluation&Office
Nutritional&counseling
Shop&for&clothing&and&equipment

10. Existing1Sports:
Running/jogging
Basketball
Volleyball
Football
Tennis
Outdoor
Martial&arts
Gymnastics

1.1.

1.2.

1.3.

1.4.

2.1.

2.2.

2.3.

Additional1Information

Points1to1consider ✔
Evaluation
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Between	
  7	
  and	
  14	
  years	
   1	
   1,1%	
  

15	
  years	
  or	
  more	
   0	
   0,0%	
  

Total	
   88	
   100%	
  

	
  

	
  

• Question	
  3:	
  How	
  many	
  times	
  per	
  week	
  do	
  you	
  practice	
  exercise	
  in	
  your	
  health	
  club?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Less	
  than	
  once	
  a	
  week	
  (I	
  am	
  

not	
  going	
  every	
  week)	
  
6	
   6,8%	
  

From	
  1	
  to	
  2	
  times	
  per	
  week	
   40	
   45,5%	
  

From	
  3	
  to	
  4	
  times	
  per	
  week	
   36	
   40,9%	
  

5	
  or	
  more	
  times	
  per	
  week	
   6	
   6,8%	
  

Total	
   88	
   100%	
  

	
  

	
  

• Question	
   4:	
   During	
  what	
   times	
   of	
   the	
   day	
   do	
   you	
   usually	
   go	
   to	
   your	
   health	
   club?	
  

Select	
  three	
  options	
  at	
  maximum.	
  	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Morning	
  (until	
  12h)	
   25	
   28,4%	
  

Lunch	
  (from	
  12h	
  to	
  15h)	
   12	
   13,6%	
  

Afternoon	
  (from	
  15h	
  to	
  19h)	
   47	
   53,4%	
  

Evening	
  (after	
  19h)	
   43	
   48,9%	
  

Total	
   88	
  

	
  

	
  

• Question	
  5:	
  How	
  did	
  you	
  become	
  aware	
  of	
  your	
  health	
  club?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Recommendation	
  of	
  friends	
  

or	
  family	
  
41	
   46,6%	
  

Advertising	
  on	
  television	
  or	
   2	
   2,3%	
  



	
   87	
  

press	
  

Website	
   1	
   1,1%	
  

Neighboring	
  areas	
  often	
  

frequented	
  
36	
   40,9%	
  

Promotion	
  by	
  the	
  

employees	
  
8	
   9,1%	
  

Total	
   88	
   100%	
  

	
  

	
  

• Question	
  6:	
  Why	
  did	
  you	
  choose	
  your	
  current	
  health	
  club?	
  Select	
   three	
  options	
  at	
  

maximum.	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Location	
  near	
  work	
   14	
   15,9%	
  

Location	
  near	
  home	
   61	
   69,3%	
  

Employees’	
  technical	
  quality	
   11	
   12,5%	
  

Reputation	
  and	
  values	
  of	
  

the	
  institution	
  
13	
   14,8%	
  

Attendance	
  of	
  friends	
  or	
  

family	
  
27	
   30,7%	
  

Suitability	
  of	
  schedules	
   24	
   27,3%	
  

Diversity	
  of	
  activities	
   23	
   26,1%	
  

Prices	
  practiced	
   41	
   46,6%	
  

Promotion	
  at	
  the	
  time	
  of	
  

enrollment	
  
14	
   15,9%	
  

Total	
   88	
  

	
  

	
  

• Question	
  7:	
  What	
  activities	
  do	
  you	
  practice	
  at	
  your	
  health	
  club,	
  and	
  how	
  frequently?	
  

	
  

The	
   top	
   five	
   activities	
   identified	
   in	
   the	
   questionnaire	
   as	
   favorite	
   are	
   the	
   following:	
  

Cardiofitness	
  (84,1%),	
  Weight	
   lifting	
  (75,0%),	
  Physical	
  Conditioning	
  (50,0%),	
  Cycling	
  (30,7%)	
  

and	
  Body	
  Pump	
  (21,6%).	
  The	
  top	
  favorite	
  activities	
  were	
  computed	
  based	
  on	
  the	
  number	
  of	
  

practitioners	
  of	
  each	
  activity.	
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On	
   the	
   other	
   hand,	
   the	
   top	
   five	
   activities	
   practiced	
   more	
   frequently	
   are:	
   Cardiofitness	
  

(32,4%),	
   Weight	
   lifting	
   (34,8%),	
   Physical	
   Conditioning	
   (18,2),	
   Cycling	
   (18,5%)	
   and	
   Body	
  

Combat	
   (35,7%).	
   In	
   this	
   case,	
   the	
   top	
  activities	
  practiced	
  more	
   frequently	
  were	
   computed	
  

based	
  on	
  how	
  many	
  of	
  the	
  practitioners	
  of	
  each	
  activity	
  practice	
  that	
  activity	
  at	
  least	
  3	
  times	
  

per	
  week.	
  

	
  

	
  

• Question	
  8:	
  What	
   is	
   the	
  mean	
  of	
   transportation	
   that	
  you	
  use	
   to	
  go	
   to	
  your	
  health	
  

club?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

By	
  foot	
   42	
   47,7%	
  

By	
  bicycle	
   2	
   2,3%	
  

By	
  public	
  transportation	
   9	
   10,2%	
  

By	
  car	
   35	
   39,8%	
  

Total	
   88	
   100%	
  

	
  

	
  

• Question	
   9:	
   Indicate	
   your	
   degree	
   of	
   agreement	
   with	
   the	
   following	
   statements	
  

(questions	
  regarding	
  the	
  satisfaction	
  with	
  current	
  health	
  club	
  and	
  promotion	
  means)	
  

	
  

Regarding	
   the	
   first	
   statement	
   “If	
   another	
   gym	
   offers	
   the	
   same	
   services	
   as	
   mine	
   but	
   at	
   a	
  

reduced	
   price,	
   I	
   will	
   switch”,	
   44,3%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
  

statement,	
   whereas	
   31,8%	
   neither	
   agreed	
   nor	
   disagreed	
   and	
   23,9%	
   disagree/strongly	
  

disagreed.	
  

	
  

Concerning	
   the	
   second	
   statement	
   “I	
   would	
   recommend	
   my	
   gym	
   to	
   friends	
   and	
   family”,	
  

87,5%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
   statement,	
   whereas	
   11,4%	
  

neither	
  agreed	
  nor	
  disagreed	
  and	
  1,1%	
  disagreed.	
  

	
  

Considering	
  the	
  third	
  statement	
  “If	
   I	
  am	
  unsatisfied	
  with	
  my	
  gym	
  I	
  will	
   tell	
   its	
  employees”,	
  

58,0%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
   statement,	
   whereas	
   28,4%	
  

neither	
  agreed	
  nor	
  disagreed	
  and	
  13,6%	
  disagree/strongly	
  disagreed.	
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Regarding	
   the	
   fourth	
   statement	
   “The	
   first	
   source	
   where	
   I	
   get	
   information	
   about	
   an	
  

organization	
   is	
   the	
   Internet”,	
   78,4%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
  

statement,	
   whereas	
   10,2%	
   neither	
   agreed	
   nor	
   disagreed	
   and	
   11,4%	
   disagree/strongly	
  

disagreed.	
  

	
  

Regarding	
   the	
   fifth	
   statement	
   “A	
   visually	
   attractive	
   website	
   makes	
   the	
   difference	
   in	
   my	
  

choice	
   as	
   a	
   consumer”,	
   60,2%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
  

statement,	
   whereas	
   15,9%	
   neither	
   agreed	
   nor	
   disagreed	
   and	
   23,9%	
   disagree/strongly	
  

disagreed.	
  

	
  

Lastly,	
  concerning	
  the	
  sixth	
  statement	
  “The	
  use	
  of	
  celebrities	
   in	
   the	
  promotion	
  of	
  a	
  health	
  

club	
   attracts	
   my	
   attention”,	
   9,1%	
   of	
   the	
   respondents	
   agreed/strongly	
   agreed	
   with	
   the	
  

statement,	
   whereas	
   19,3%	
   neither	
   agreed	
   nor	
   disagreed	
   and	
   71,6%	
   disagree/strongly	
  

disagreed.	
  

	
  

	
  

• Question	
   10:	
  What	
   are	
   your	
   personal	
   motives	
   for	
   practicing	
   physical	
   activity	
   at	
   a	
  

health	
  club?	
  Select	
  three	
  options	
  at	
  maximum.	
  

	
  

Variables	
   Frequency	
   Percentage	
  

To	
  lose	
  weight	
   25	
   28,4%	
  

To	
  keep	
  in	
  shape	
   68	
   77,3%	
  

To	
  prevent	
  diseases	
   20	
   22,7%	
  

Because	
  my	
  doctor	
  advised	
  

me	
  
5	
   5,7%	
  

To	
  improve	
  my	
  physical	
  

appearance	
  
51	
   58,0%	
  

To	
  relax	
  after	
  a	
  day	
  at	
  work	
   26	
   29,5%	
  

To	
  meet	
  new	
  people	
   2	
   2,3%	
  

To	
  spend	
  time	
  with	
  friends	
  

and	
  family	
  
2	
   2,3%	
  

Because	
  I	
  enjoy	
  physical	
  

competition	
  
5	
   5,7%	
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To	
  help	
  me	
  recover	
  from	
  a	
  

disease/injury	
  
2	
   2,3%	
  

Because	
  it	
  makes	
  me	
  feel	
  

good	
  
43	
   48,9%	
  

Total	
   88	
  

	
  

The	
  next	
  set	
  of	
  questions	
  was	
  displayed	
  whether	
   the	
  answer	
  to	
  question	
  1	
  was	
  “yes”	
  or	
  

“no”.	
  The	
  set	
  of	
  results	
  is	
  as	
  follow.	
  

	
  

• Question	
   11:	
   Do	
   you	
   practice	
   any	
   other	
   activity,	
   besides	
   attending	
   a	
   health	
   club?	
  

(e.g.,	
  football,	
  jogging,	
  tennis)	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Yes	
   119	
   47,2%	
  

No	
   133	
   52,8%	
  

Total	
   252	
   100%	
  

	
  

	
  

• Question	
  12:	
  What	
  is	
  the	
  scope	
  of	
  this	
  activity	
  that	
  you	
  practice?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Federated	
  sport	
   8	
   6,7%	
  

Leisure	
   100	
   84,0%	
  

To	
  compete	
  in	
  occasional	
  

events	
  
11	
   9,2%	
  

Total	
   119	
   100%	
  

	
  

	
  

• Question	
  13:	
  How	
  often	
  do	
  you	
  practice	
  it?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Less	
  than	
  once	
  a	
  week	
   32	
   26,9%	
  

Between	
  once	
  or	
  twice	
  a	
   58	
   48,7%	
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week	
  

Between	
  three	
  and	
  four	
  

times	
  a	
  week	
  
22	
   18,5%	
  

Five	
  or	
  more	
  times	
  per	
  week	
   7	
   5,9%	
  

Total	
   119	
   100%	
  

	
  

	
  

APPENDIX   13   -­‐    RESULTS   OF   QUESTIONNAIRE   “STUDY   OF   THE  

SATISFACTION  OF  THE  MEMBERS  OF  GINÁSIO  CLUBE  PORTUGUÊS”  

	
  

• Question	
  1:	
  Kind	
  of	
  Membership	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Gold	
   176	
   43,1%	
  

Classic	
   147	
   36,0%	
  

Star	
   47	
   11,5%	
  

Kids	
   10	
   2,5%	
  

Acqua	
   25	
   6,1%	
  

Acqua	
  Terapia	
   1	
   0,2%	
  

Corporate	
   2	
   0,5%	
  

Total	
   408	
   100%	
  

	
  

	
  

• Question	
  2:	
  For	
  how	
  long	
  have	
  you	
  been	
  a	
  member	
  of	
  Ginásio	
  Clube	
  Português?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Less	
  than	
  2	
  years	
   54	
   13,2%	
  

Between	
  2	
  and	
  6	
  years	
   153	
   37,5%	
  

Between	
  7	
  and	
  14	
  years	
   59	
   14,5%	
  

Kids	
  More	
  than	
  15	
  years	
   142	
   34,8%	
  

Total	
   408	
   100%	
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• Question	
  3:	
  How	
  many	
  times,	
  per	
  week,	
  do	
  you	
  practice	
  physical	
  exercise	
  at	
  Ginásio	
  

Clube	
  Português?	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Less	
  than	
  1	
  time	
  per	
  week	
  (I	
  

am	
  not	
  going	
  every	
  week)	
  
1	
   0,2%	
  

1	
  time	
  per	
  week	
   4	
   1,0%	
  

2	
  to	
  3	
  times	
  per	
  week	
   205	
   50,2%	
  

4	
  to	
  5	
  times	
  per	
  week	
   150	
   36,8%	
  

More	
  than	
  5	
  times	
  per	
  week	
   48	
   11,8%	
  

Total	
   408	
   100%	
  

	
  

	
  

• Question	
   4:	
   During	
   what	
   times	
   of	
   the	
   day	
   do	
   you	
   usually	
   go	
   to	
   Ginásio	
   Clube	
  

Português?	
  Select	
  all	
  options	
  that	
  apply.	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Morning	
   222	
   54,4%	
  

Afternoon	
   207	
   50,7%	
  

Evening	
   127	
   31,1%	
  

Total	
   408	
  

	
  

	
  

• Question	
  5:	
  Why	
  did	
  you	
  choose	
  Ginásio	
  Clube	
  Português?	
  Select	
   three	
  options	
  at	
  

maximum.	
  

	
  

Variables	
   Frequency	
   Percentage	
  

Location	
  near	
  home	
   197	
   48,3%	
  

Location	
  near	
  work	
   52	
   12,7%	
  

Employees’	
  technical	
  quality	
   228	
   53,7%	
  

Reputation	
  and	
  values	
  of	
  

GCP	
  
174	
   42,6%	
  

Attendance	
  of	
  friends/	
   108	
   26,5%	
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family	
  or	
  colleagues	
  

Suitability	
  of	
  schedules	
   130	
   31,9%	
  

Diversity	
  of	
  activities	
   117	
   28,7%	
  

Total	
   408	
  

	
  

	
  

• Question	
  6:	
   Indicate	
  your	
  degree	
  of	
  satisfaction	
  with	
  the	
  following	
  services	
  offered	
  

by	
  Ginásio	
  Clube	
  Português.	
  

	
  

Variables	
  

Percentage	
  

Very	
  

dissatisfied	
  
Dissatisfied	
   Indifferent	
   Satisfied	
   Very	
  satisfied	
  

Service	
  at	
  reception	
   0,0%	
   0,5%	
   4,7%	
   40,9%	
   53,9%	
  

Value	
  for	
  money	
   0,7%	
   4,9%	
   10,8%	
   59,3%	
   24,3%	
  

Schedule	
  of	
  activities	
   0,2%	
   2,0%	
   6,1%	
   51,2%	
   40,4%	
  

Diversity	
  of	
  activities	
   0,0%	
   0,7%	
   13,5%	
   40,4%	
   45,3%	
  

Workout	
  area	
   0,7%	
   2,2%	
   21,1%	
   43,3%	
   32,6%	
  

Group	
  classes	
   0,0%	
   0,0%	
   19,1%	
   41,9%	
   39,0%	
  

SAAT	
   0,0%	
   0,7%	
   45,6%	
   32,6%	
   21,2%	
  

Locker	
  rooms	
   1,0%	
   4,9%	
   10,5%	
   56,1%	
   27,5%	
  

Restaurant/Bar	
   0,0%	
   3,9%	
   31,1%	
   50,5%	
   14,5%	
  

Parking	
   4,7%	
   15,7%	
   47,3%	
   25,0%	
   7,4%	
  

Employees	
  and	
  Professors	
   0,0%	
   0,2%	
   3,2%	
   29,7%	
   66,9%	
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• Question	
  7:	
  Indicate	
  your	
  degree	
  of	
  agreement	
  with	
  the	
  following	
  statements:	
  

	
  

Variables	
  

Percentage	
  

Totally	
  

disagree	
  
Disagree	
  

Neither	
  

agree	
  nor	
  

disagree	
  

Agree	
  
Totally	
  

agree	
  

GCP	
  is	
  a	
  comfortable	
  and	
  nice	
  place	
  

to	
  be	
  in	
  
0,0%	
   0,0%	
   2,9%	
   42,2%	
   54,9%	
  

The	
  services	
  offered	
  are	
  of	
  quality	
   0,0%	
   0,2%	
   3,4%	
   47,8%	
   48,5%	
  

Dynamism	
   is	
   a	
   concept	
   that	
  

distinguishes	
  GCP	
  
0,2%	
   2,2%	
   15,4%	
   50,2%	
   31,9%	
  

GCP	
  is	
  in	
  good	
  conditions	
   0,2%	
   1,7%	
   10,3%	
   55,1%	
   32,6%	
  

GCP	
  is	
  a	
  good	
  place	
  for	
  socializing	
   0,0%	
   0,7%	
   16,9%	
   46,6%	
   35,8%	
  

The	
   active/sporting	
   lifestyle	
  

characterizes	
  GCP	
  
0,0%	
   0,0%	
   11,5%	
   46,8%	
   41,7%	
  

The	
  facilities	
  are	
  easily	
  accessible	
   0,0%	
   3,9%	
   8,6%	
   53,4%	
   34,1%	
  

I	
   would	
   recommend	
   GCP	
   to	
   friends	
  

and	
  family	
  
0,0%	
   0,0%	
   2,9%	
   37,7%	
   59,3%	
  

I	
  am	
  very	
  satisfied	
  with	
  GCP	
   0,2%	
   0,7%	
   7,4%	
   42,9%	
   48,8%	
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APPENDIX  14  –  NEW  GCP  WEBSITE  

	
  

• Homepage	
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• News	
  Page	
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• GCP	
  Page	
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• Activities	
  Page	
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• Members	
  Page	
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• Health	
  Page	
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• Gallery	
  Page	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  



	
   102	
  

• Contacts	
  Page	
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APPENDIX  15  –  FINAL  REPORT  PRESENTED  TO  GCP  
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