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ABSTRACT 

 

The current financial crisis has stroke the World without leaving alone any sector, firm 

or household. Some sectors have been more affected than other ones. In the sport sector, 

gymnasiums and sport clubs have to adapt to the new situation while companies that did 

not have been force to shut down or fire employees to stay afloat. According to Ferrell 

& Hartline (2002), if the company is not able to adapt, it will not be able to reach its 

objectives and by so, the company will no longer be profitable. The purpose of this 

study was to examine how Balearic gymnasiums and sports clubs adapt their marketing 

strategy focusing on their marketing mix to the renovated consumer buying behaviour 

during the financial crisis. 

 

A quantitative method was used for this research, and the empirical data was gathered 

from 76 gymnasiums and sports centres in the Balearic Islands. Primary data was 

obtained though a survey via on-line to their respective emails. 

 

The results show that the different individuals analyzed have recognized a change in 

their consumers’ behaviour and have applied different changes in their marketing mix. 

The findings can be of utility for similar companies that face a similar situation. It help 

to understand how important is for a firm to have a proactive and flexible marketing 

strategy to be able to adapt itself to the continuously changing environment in order to 

either improve their position or survive on the market. 
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1. Introduction 

In this chapter the background of the problem will be introduce to the reader. A discussion 

problem will appear revealing a research question and purpose for this study. The chapter will 

end with definitions and delimitations relevant for this research. 

 

1.1 Background 

Since 2008 the world is suffering an economic downturned or recession, a “period of 

general economic decline, defined usually as a contraction in the GDP for six months or 

longer, marked by high unemployment, stagnant wages, and fall in retail sales”, as it is 

defined in the “BusinessDictionary webpage”. 

The actual financial crisis, as researches, publications and essays have showed before 

Bellamy,(2009), Dumenil (2008)was motivated by a set of acts and behaviours adopted 

by the society starting in the early 2000’s until 2008 where the crisis took place. 

Households, governments and firms lived a decade with an incredible economic growth 

(Comin, 2013). Also a reduction on the conditions that different agents and individuals 

had to obtain loans from banks was applied, facilitating the ability and capacity of those 

agents to develop their projects (Klauer, 2009).As everything was working just fine, an 

economic downturned didn’t appear or even counted as an option for people’s mind. 

The agents’ expectations were so elevated that they didn’t anticipated what it was going 

to happen years later to the economy (Adrian &Dhin, 2008). 

If we focus a little more into the Spanish territory and how the crisis did affected this 

land, we saw a variety of several common aspects with the rest of the world, but also, it 

has its own characteristics. 

As a Mediterranean Country, Spain’s principal activity is based mainly on tourism.  

After the Spanish dictator Francisco Franco died in 1975, Spain beneficiated from a 

high demand of travelling and vacations by Europeans, mostly from the north of 

Europe. Spain was a cheap country compare to the rest of Europe and that reason 

motivated foreigners to develop businesses and to buy houses on the Spanish coast 

(Tamames, 2009). 

According to Tamames(2009),this tendency of foreigners acquiring houses and 

businesses in the Spanish territory continue for decades expanding the real estate 

business and the Spanish economy. In that “glorious” period of time, the amount of 
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houses being built grew so high that in 2008, the supply of house was so large that there 

was not enough demand to cover the surplus and things started to go wrong (Bellamy, 

2009). It was a matter of time until everything fall (Comin, 2013). 

The sports sector has also suffered the economic downturned of the economy, but for a 

surprise, the downturned that it felt was not as dramatically as expected it would be. 

According to the research carried out by Subdirección General de Estadística y 

Estudios, (April 2013), household’s expenditure on sports goods and activities did 

contract on 2008 but after that year, it rehabbed reaching almost 2008’s level again. In 

other words, we distinguished a clear upward tendency in sport participation over the 

last decade (Palacios et al. 2014). 

As any other sector, gymnasiums and sport clubs also had to adapted itself to the new 

environment. Marketers have a problem when it comes to recessions. There have never 

been two equal ones, which makes much difficult to set up the correct strategy. (Quelsh, 

2009, April). 

In order to set up the correct strategy, marketers make use of the four indispensable 

aspects or tactical marketing tools of the firm, Place, Product, Price and Promotion. All 

the four of them together, the 4P’s as they are called, compound the marketing mix of a 

company as Amstrong And Kotler (2008) stated in their book. 

According to Cornelia and Bebeselea (2012), marketing strategies in times of crisis 

should be analyzed, in relation to market dynamics, market structures and also in 

relation to its potential. Regarding to the same authors, it is believed that any economic 

and financial crisis has a direct impact on both the population’s purchasing power 

(volume and structure of demand) and also the purchasing and consumption behaviour 

of consumers. Purchasing power has a direct impact on consumption structure and on 

consumer purchasing behaviour. It changes criteria for evaluation products and services 

(Pricop&Niculescu, 2009). In order to summarize the theory regarding marketing and 

financial crisis, it is very difficult to anticipate marketing strategies in such conditions 

and therefore firms need to be always aware of future changes (Almada, 2009). 
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1.2 Problem 

The gym sector has been also affected in this period of crisis as well as many other 

sectors. The reason? Surely is because the people now have less money to spend or 

invest in their hobbies or in this case (Almada, 2009), in the care of their physical aspect 

(Tornero, 2008). 

As result of the crisis, gyms had to adopted a new marketing strategy defined as “the 

process that allows companies to create a plan to concentrate on an optimal way the 

company’s resource, with the objectives of increase sales and to achieve a sustainable 

competitive advantage” (Baker, 2008 pg.3), in order to keep a level of memberships. 

Also they had to change its ways to attract new customers; the incentives gave to the old 

members to do not leave and to how to stay afloat in these hard times, because 

obviously the old strategies used before are not effective anymore in a totally different 

period as is the crisis (Quelch, 2009).  

In other words, the problem that gyms had to face was a change on its commercial 

strategy due to a change in the costumers behaviour produce by an alteration of 

preferences and consumer trends resulted from a diminution in their purchasing power, 

or decrease in the amount of salary available for non-basic goods. 

 

1.3 Purpose 

In this research, our intention was based on the gymnasium problem explained 

previously where they have changed the marketing plan during the financial crisis. We 

wanted to know what did the gyms do during this period to maintain or increase the 

number of inscriptions. Explained in other words, we wanted to analyze how did 

different gyms adapt their marketing mix once the financial crisis stroke the Spanish 

territory. 

 

1.4 Research Question 

How gymnasiums and sport clubs in the Balearic Island have adopted their marketing 

strategy focusing on the variation of the marketing mix during the financial crisis in 

order to survive? 
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1.5 Definitions 

- Recession: “period of general economic decline, defined usually as a contraction in the 

GDP for six months or longer, marked by high unemployment, stagnant wages, and fall 

in retail sales” (BusinessDictionary webpage). 

- Financial Crisis: “an economic recession or depression caused by the lack of necessary 

liquidity in financial institutions” (Investor Words Webpage) 

- Operational cost: “an expense incurred in carrying out an organization’s day-to-day 

activities, but not directly associated with production. Operating expenses include such 

things as payroll, sales commissions, employee benefits and pension contributors, 

transportation and travel, amortization and depreciation, rent, repair and taxes” 

(Business Dictionary webpage). 

1.6 Delimitations 

As researches can be analyze from many different points of view and from different 

angles, we established some delimitations to make the research bound between a close 

range delimited by the theory exposed. Also those limitations were done to let the 

reader understand why there are some aspects that have been analyzed deeper than 

others. Consumer buying behaviour is not the main theme of this study but it had a high 

importance when analyzing our empirical data due to the changes in consumer 

preferences during the crisis.  

We focused the research on analyzing the classic 4P’s that compound the marketing 

mix. There are some complements on the marketing mix but we just discussed some 

concrete components of basic P (product, price, place and promotion) that has changed 

during the financial downturn. 
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 2. Theoretical Framework 

 

In this second chapter the theories that will be relevant to the research question will be 

presented. The chapter starts with a discussion about marketing strategies and its importance 

during financial crisis.  Continues with an explanation of consumer buying behaviour towards 

sport activities and finishes with the marketing mix. 

2.1 Marketing Strategies during crisis 

There has been published many books and articles about marketing strategies but when 

it comes to seek for publications about new marketing strategies the range is not that 

big.  

The marketing strategy is a crucial aspect on firm’s management and if companies are 

not able to set up an appropriated strategy, they will not to reach consumer needs. The 

firm will not be able to reach its objectives and by so, the company will no longer be 

profitable (Ferrell & Hartline, 2002). 

According to Michael Baker a marketing strategy is the process that allows companies 

to create a plan to concentrate on an optimal way the company’s resource, with the 

objectives of increase sales and to achieve a sustainable competitive advantage (Baker, 

2008). A sustainable competitive advantage is the aim of a company due to its 

competitors (Porter, 1985). 

According to Porter, 1985, every firm existing in the market has a competitor, and that’s 

why firms need to be always releasing new products and inventions, to not lose its 

precious competitive advantage, which makes them unique. A good marketing strategy 

will give the company a return on the shape of competitive advantage (Porter, 1985). If 

we associate marketing strategies and the financial crisis we will see how the objectives 

are still the same ones. To increase sales and to maintain a sustainable competitive 

advantage are still being the main targets (Almada, 2009). 

Firms had to plan new strategies in order to maintain and attract new customers taking 

into account the new market characteristics associated with the economic downturn 

(Almada, 2009). According to Nilson, 1995, to success on a market companies need to 

use proactive strategies that allow them to manage properly an economic downturn. 
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When a recession comes up, it is important for firms to design an effective plan through 

its channels to be efficient and attractive to the new unmotivated customers stroked by 

the crisis (Kappler, 2009). 

There are different ways to operate under an economic recession. Marketers can use 

different strategies to reach their goals. According to Ferrell & Hartline (2002 pg.17), “a 

marketing strategy can be composed of one or more marketing programs; each program 

consists on two elements- a target market or markets and a marketing mix”. In order to 

develop a marketing strategy, firms need to choose the right combination of target 

market(s) and marketing mix (es) to create a distinct competitive advantage over its 

rivals. (ibid) 

The marketing mix, sometimes knows as the 4P’s of product, place, price and 

promotion, is the way firms have to reach accurately consumers needs and preferences 

as well as it can be de crucial factor for a firms profitability (Ferrell & Hartline, 2002). 

The same theory can be applied with gymnasiums and sport centres. The financial crisis 

in Spain also was carried into the Sport sector. Gyms suffered a huge downturn 

originated by the run away of a big numbers of clients they had. due to the new 

necessities of the Spanish citizens, gymnasiums were not as attractive anymore 

(Bellamy, 2009).  

 

2.3 Importance of marketing during crisis 

 

When downturns approach the economy, usually we see how in the different 

departments of a company there is a reduction of personal due to the lack of cash flow 

and the low expectations firms have (Muriel, 2012). 

Some of the departments more affected are usually the marketing and communication 

one; they usually see a reduction on its resources, either on its budget constraint or on 

its employees. This is usually the quickest solution to maintain stable the company’s 

budget on a short term but as it was not unknown, this is not a very smart solution due to 

the possibility of lowering the firm’s quality (Palomo, 2009).  
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On a downturn, when the demand is low, it is not convenient to reduce investing on 

advertising (Almada ,2009). It is a perfect moment for the company to position itself 

and if the company is able to elaborate an effective marketing plan during the crisis, 

once the crisis is gone, the company will have ensure itself a s a company and will 

beneficiate from future years of economic growth (Quelch, 2009). 

 According to Roberts (2003) and Hiller (1999), marketing is one of the things that 

companies would invest aggressively in during recession. 

Companies that invest less in marketing during the recession usually obtain less profit 

that those one who have not change their expenses on advertising. On the other hand, 

those companies that invest a higher percentage in marketing, after the crisis they will 

see a higher return compared to those who did not (Palomo, 2009). 

 

2.4 Consumer buying behaviour 

 

According to Kuestler, S. (2012) the consumer buying behaviour is defined as “the 

study of individuals, groups, or organizations and the processes they use to select, 

secure, and dispose of products, services, experiences, or ideas to satisfy needs and the 

impacts that these processes have on the consumer and society”. The consumer buying 

behaviour has become an important issue for firms; it is essential for them to gain a 

good understanding of the customers because as more the consumer behaviour is 

understood, the needs and desires will be better fulfilled. 

In other words, the study of the consumer buying behaviour helps to design the optimal 

product or service for the consumer. (Solomon, Bamossy, Askegaard and Hogg; 2013) 

The majority of people’s purchase decisions are heavily influenced by the opinions and 

behaviours of their friends. A lot of product’s information, as well as recommendations 

to use or avoid particular brands, are picked up in conversations between people, rather 

than by way of television commercials, magazines or advertising messages. (ibid) 

The same authors also define as a five stage process the taking decisions of the 

customers: recognition of the need, the customer just realizes that has a need to be 

satisfied; information search, when the customer has identify the problem, he has to 

search for information on product that can solve the problem; evaluation of alternatives, 
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the market is overflowing with different brands, and substitutive products that can fulfil 

the needs; decision and purchase, once the possible alternative products have been 

evaluated the customer take his buying decision. But, not for all the decisions the people 

use the same way of this process, sometimes some stages may have a reduced 

importance in relation to participation, consumer confidence and effort.  

 

The buying decision depends on the income available of customers, the trust in 

companies and in the economy, the confidence in their future and in particular the 

adoption of a lifestyle and values that encourage consumption (Quelch, 2009).  

2.5 Consumer buying behaviour during a period of crisis 

 

Economic crises hit consumers psychologically as well as economically (Köksal and 

Özgül, 2007). During such times, they say that they feel less secure in their employment 

and argue more about financial matters; they feel the need to work more just to maintain 

their lifestyle, and that they no longer find any enjoyment in being a consumer (Shama, 

1978). 

According to Quelch (2009) the crisis is also damaging the confidence and purchasing 

power behaviour, due to the consumers became more insecure about their job and they 

are frustrated for the financial matters, as explained previously for Shama (1978). 

However, the marketers aims to lead consumers to define the good life in material terms 

and impulse them to live beyond their means. But that create a conflict, because the 

decreasing quantity of income available for spent of costumers guide directly them to 

adjust their behaviour in a more fundamental way of lifestyle and perhaps to a 

permanent change of behaviour. 

The behavioural trend before the actual crisis supported a consumer spending, but now 

consumers are faced with plenty of debt, declining incomes and no space to save 

money. So, they are forced to change their consumption habits. (Quelch, 2009) 

On account of the cost of live has become higher for the crisis, the customers start to 

looked for cheaper products as white labels, spent more time comparing the prices of 

brands’ products, buy more through wholesale outlets, and they begin to work more on 

do the things by yourself. Another facts, where the crisis affects and one can notice it, is 

the decreasing participation in leisure-recreation activities, the postponement of 
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purchase of costly durable and a greater focus on the relation price-value over time-

convenience (Ang S. H., 2001). 

Quelch (2009) explains that customers can be distinguished and grouped in four 

different groups:  

- The slam-on-the-brakes that are characterized because reduce all types of spending by 

eliminating, postponing, decreasing, or substituting purchases. 

- The Pained-but-patient consumers that are identified for tend to be resilient and 

optimistic about the long term, but less confident about the recovery in a near term. 

- Comfortably well-off are described as consumers that feel secure about their ability to 

survive in the current and future economic potholes. 

- The live-for-today represent the segment of customers that carries on as usual and for 

the most part remains indifferent about savings. This group respond to the downturn by 

delaying their major purchases decisions. 

The previously explained groups of consumers prioritize consumption of products 

depending on what category they are, regardless of which group consumers belong. The 

Essentials are products necessaries for survive or central to well-being; Treats are 

whose immediate purchase is considered justifiable; Postponables are needed items 

whose purchase can be delayed; and Expendables are unnecessary or unjustifiable 

products. 

Moreover, in their study, Ang. (2001) and Köksal and Özgül (2007), found out that 

customers during periods of financial crisis practically all of them become more money-

minded, in other words the customers are more sensitive to the price and will try to look 

for the same product but at lower price. They only buy necessities, the regular purchases 

are switched for cheaper brands or to white labels and have a more rational view on 

promotion. 

 

2.6 Consumer behaviour towards sport activities and wellbeing 

The consumer behaviour has been modified during the crisis, and it became noticeable 

if we focus into the sport sector. According to Palacios et al. (2014), there has been an 

increase of the consumption of sport goods by the society between 2000-2010. 

According to the same study, there has been a bigger increase on the participation of 
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men that woman. People have found out the benefits of a regular sport practices and 

they changed their habits (Palacios et al. 2014). 

Taking into account another study carried out by “Subdirección General de Estadística y 

Estudios”(April 2013), we saw how, even with the bad situation Spanish citizens were 

living, household’s expenditure on sports goods and services started growing again after 

the beginning of the crisis in 2008 and now it is allocated almost at 2008’s level. 

Relating the theory exposed about consumer behaviour and the studies applied by the 

Spanish government and institutions, we saw how the old consumer behaviour has 

changed and people are day-by-day consuming a higher amount of sport goods and 

services (Gratton and Kokolakakis, 2012). 

 

2.7 Marketing Mix 

 

In the early 1960’s, Neil Borden (1964) a marketing writer that was well known by its 

publications, came up with the definition of an expression that was going to be used all 

over the world for future marketers. As he describes it, the marketing mix covers the 

main activities of firms that were then thought to contribute to the marketability of their 

products and services (Hooley, Piercy and Nicoulaud, 2008). These activities were 

classified as the 4P’s of marketing: product, price, promotion and place. 

Recent researches have extended the classic 4P’s to include people, processes and 

physical evidence but we do not find any use of this last three in our case study. 

a. Product 

 

According to Kotler et al. (2005, p. 539), “a product is anything that is offered to a 

market for attention, acquisition, use or consumption and that might satisfy a want or 

need”. 

If we look the variety of different marketed goods, we see how the list will not end but 

products are more than just tangible goods. As a complete and extended definition, 

products include physical objects, services, persons, places, organizations, ideas or 

mixes of these entities. Services are also products as mentioned before, and consists on 
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different products that represent activities, benefits or satisfactions that are offered for 

sale and are mostly intangible and do not result in the ownership of anything. (Kotler et 

al. 2005) 

If we analyze from the point of view of a company, its aim is to sell its products but if 

we allocate ourselves in the consumers’ point of view, he is willing to buy a solution or 

value (Kotler et al. 2005). 

When there is a crisis people generally get money-minded even if they do not feel in a 

money rush, just psychically in form of worries about the future (Kappler, 2009). If 

there is a period of crisis, customers will switch to less costly brands and only will buy 

whatever they need, their consumption will just attend their basic needs. (Ang et al., 

2000    ksal and O Nzg l, 200 ). 

As this case will be related with the Sport sector, According to Mathew D. Shank, Pg. 

216 (2005), a sport product is a good, a service or any combination of the two that is 

designed to provide benefits to a sports spectator, participant or sponsor. Sports 

marketers based the products they will sell on the benefits they will provide to the 

customer. 

b. Price 

 

As one of the fourth elements of the marketing mix, price is both, easy and expensive to 

manipulate. By applying price policies cutting it down, it is an easy strategy to gain part 

of the market share on the short term but if we focus on the long term, this strategy will 

not last (Amstrong&Kotler, 2008).  

According to Philip Armour quote: “anybody can cut prices, but it takes brains to make 

a better article”. This statement gives us an idea of what kind of price policy firms can 

apply. As we seen how lowering prices maintaining the same quality is an easy but 

costly policy, the other price policy is not easy for the company to achieve (Kotler et al. 

2005). If we want to obtain a competitive advantage over ours competitors through 

prices, our other solution is to rise up the quality of the company products without 

raising the price (Ferrell & Hartline, 2002). Those are the two price strategies that can 

be followed and adopted by firms to solve a certain situation or to try to achieve a 

planned goal.  
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If we analyze indeed the Sport market, we can see how as in any other sector, the price 

is still being the only part of the product mixed that is considered as an income, all the 

others are counted as costs.  

In order to understand what represents the price of a sport product, we will focus on 

Mathew Shank, Pg. 396(2005) definition, which gave us a clear idea of what they are, 

“price is a statement of value for a sports product”. For example if we buy a pair of 

socks with a logo on we consider it price. If instead we buy seat tickets for a football 

match it is also considered as a price and if we arrange an appointment with a personal 

trainer, he will also have his price. On all the examples showed before, “the price paid is 

a function of the value placed on the sports product by consumers” (Shank M., Pg. 396 

2005). 

 

c. Promotion 

 

Promotion means activities that communicate the merits of the product and persuade 

target customers to buy it (Kotler et al. 2005). But, in order to communicate this merits of 

the product the organization have to select its target markets. Once they have clear the 

target audience, they are able to design and develop a specific product or service that 

has all the characteristics that attract customers. Nevertheless, before persuade the target 

to buy the product a message should had got across them with the intention to capture or 

retain their attention. Consequently, as it is quite hard to well know how the target will 

react to the message, the marketers must learn how to communicate effectively with 

their customers (ibid). 

The promotion strategy of an organisation can be some of these tools, which they 

adoption to publicize the message. These promotion tools used are advertising, is any 

paid form of non-personal communication using an identified sponsor; Personal selling 

is a presentation by a salesman with the purpose of making sales and building a 

relationship with the customer; Sales promotion is an incentive to encourage or sale a 

product in a short-term. According to Ferrell & Hartline (2002);Shank (2005), a 

common marketing tool used by firms are coupons that reduce the price of a product 

with the intention to increase the sales volume quickly. Another marketing tool that 
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marketers make use of are the loyalty programs that rewards loyal customers who 

engage and repeat purchases. By this act, the company is aiming to raise the potential of 

increasing profits over the long term. Regarding to Belch (1998) bonus packs offer the 

consumer an extra amount of the product at the regular price or a quantity of product at 

a lower price. Bonus packs give an obvious additional value to the consumers and can 

have a strong impact on the purchase decision; Public relations, building good relations 

with the public and obtaining a favourable publicity, building up a good “firm’s image”, 

and handling unfavourable rumours and stories; finally, the direct marketing is a direct 

connection with individual targets consumers to gain an instant response and to seed 

lasting relationships with the customers (Hooley, Piercy, Nicoulaud; 2008).  

 

After know the possible tools to spread the message, there can be troubles in the process 

and in order to do not left to chance the purpose of marketing communication is a clear 

and concise process that consist in: guide the customer along the process, first the 

customer must realize of the product, know its name a few things about it... Just begins 

with simple messages that repeat the same message, as the brand’s name or the quality 

or value of the product. Then, the company needs to learn how many people in its target 

audience have little, some or much knowledge about its offering. After the second stage, 

the company must try to develop good feelings about the brand. Fourth step is tried to 

build a preference on the consumer towards the product by promoting the quality, value 

and other benefits. Later, the target might prefer the product, but not sure to buy it. 

Thus, the objective is to create a conviction for the product. And as the last step, some 

members of the target audience might be convinced and take a purchase decision (Kotler 

et al. 2005). 

 

d. Place 

 

When it comes to place, Amstrong and  otler (2008) Pg.364 stated  “retailers often 

point to three critical factors in retailing success: location, location, location”. Referring 

to the same authors, it is very important that retailers select locations that are accessible 

to the target market.  

According to Shank (2005) Pg. 3  , “certain types of shoppers are more price sensitive 

than others and will be willing to travel to more remote locations to get the best deals”. 
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As location is so important, firms need to be aware of this decision and take it carefully. 

As Shank (2005) Pg. 378, discussed, there are general guidelines for choosing Store 

location: 

- Consider the types of retail outlets that surround yours. 

- Consider retail saturation or how existing retailers are serving the demand for 

goods and services. 

- Consider the characteristics of the consumers in the area. 

- Consider the accessibility of the potential location. 

- Consider the cost of the potential location.  

The selection of “place” for a product, also including services its included in the 

planning process. Place can be physical location, or it can be discussed in terms of 

accessibility and availability (Ohio Library Council, 2008). Availability and 

accessibility to user could be understood as the distance they have to travel to go to the 

gym. 

When companies are establishing the goals, objectives, and strategies for their plans, 

also they should consider place carefully. Choice of location has a direct effect on 

operational costs; a poor choice of location is costly to change (Kotler et al. 2005). 

 

2.8 Focus Study 

As mentioned before and due to the range of factors and components of the marketing 

mix are so much, is quite difficult to explain all the possible aspects of the 4P’s. Even 

though we have tried to give a wide focus, only the next components that are really 

linked with this research will be studied: 

Product: quality (nº classes, nº employees) 

Price: Discounts, price cuts, initiating price increases, price vs quality 

Place: location of the gyms/sport clubs 

Promotion: Advertising, sales promotion, quantity of promotions 
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3. Methodology 

This chapter contains an explanation what method was chose for this research. Characteristics 

of this method are outline that leads an explanation of the obtained data. To end the chapter 

the factors of the marketing mix that will be focused are presented. 

3.1 Research method 

The data collection research methods can be classified into qualitative and quantitative 

methods. To give a simple and concise explanation about the two possible methods, the 

quantitative data is a large collection of statistics, percentages... In layman’s terms, is an 

amount of numerical data. On the other hand, qualitative consist in collect and provide 

data in the form of words (Given, 2008; Denzin, Norman K&Yvonna S., 2005). 

 

The qualitative method is flexible, informal, subjective, very open and interactive, what 

in other words means that the researcher does not need to know in advance where the 

study goes or where the outcome of the study will be. It is oriented in the process; in 

contrast with quantitative that is oriented in the result. That means in a qualitative 

research, the researcher needs to think abstractly, stepping back, critically analyse 

situations and analyze the data gradually, and it is possible where sometimes it is 

necessary to go back and reformulate the research question after gain knowledge about 

the topic (PervezGhauri&KjellGrØnhaug, 2005). 

In contrast, quantitative research method sees the world as external and objective with 

an independent observer and watching science as value-free. The researcher looks for 

causalities and fundamental laws, to reduce phenomena to simplest elements and to 

formulate hypotheses and test them. (Harvard, 2010) 

For this dissertation, we chose a quantitative research method. The main reasons to use 

the quantitative method were the large sample to analyse, and as the quantitative method 

provide statistics and objective simple results of the sample. (Kotler et al. 2005). 

With quantitative methods such as questionnaires and surveys, the questions asked to 

the participants are identical and in the same order. This advantage of inflexibility is 

that it allows for meaningful comparison of the responses across participants and study 

sites (PervezGhauri&KjellGrØnhaug, 2005). As the results in a quantitative research are 
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more objective, we thought it was better so as to avoid misleading results or lead us to 

mistakes. 

 

3.2 Type of Research 

The purpose of the research can be exploratory, descriptive or explanatory and it must 

be chosen among the possibilities as well.  

The researcher must know what his purpose is. He needs to explain the phenomenon 

being analysed, describe the observations of a phenomenon and develop new and 

unknown knowledge. (Brymen& Bell, 2007) 

The exploratory research aims to look for patterns, ideas or hypotheses rather than 

testing or confirming a hypothesis. The focus is on gaining insights and familiarity with 

the subject area for more rigorous investigation later. For these reasons, exploratory 

research is broad in focus and rarely provides definite answers to specific research 

issues. (PervezGhauri&KjellGrØnhaug (2005)) 

The same authors explain that descriptive research, as well the name suggests, describes 

phenomena and provide an accurate description of observations of a phenomenon. It is 

used to identify and obtain information on the characteristics of a particular issue in a 

certain period of time.  

The explanatory research could be considered as the next step of a descriptive research. 

The researcher goes beyond merely describing the characteristics, to analyze and 

explain why or how something is happening. Explanatory studies look for explanations 

of the nature of the studied phenomena by discovering the relationship between them. 

(ibid) 

 But, sometimes it can be quite hard to separate the first two types, as the researcher has 

to describe it first before being able to explain the phenomenon.  

Since the intention of this study was to know how the financial crisis’s period affected 

the marketing strategy and how this crisis has changed the way in which marketing 

plans are being built. The descriptive approach seemed to be the proper type of research 

for this study because if we take a look indeed, we can see how the purpose of the study 

was to describe a certain situation in a limited period of time. However, in order to 

describe the situation, we needed to get a better perception and understanding of the 

selected area for studying, and consequently an exploratory research had to be done. 
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3.3 Population and Sample 

According to Moore (2009), population is the total of all the individuals who have 

certain characteristics and are of interest to a researcher. A sample is a subset of the 

population that share a set of certain characteristics as demographic aspects, behavioural 

facts, income, etc… In some cases the demographic of an allocation, the population or 

the size of this research is so big that it is impossible to study all the members of a 

population for a research project so a sample has to be selected. 

As it happened in this study, it was almost impossible to collect information of all the 

individuals of the population, because it was just too costly and requires too much 

effort. Instead, a few participants were chosen to ensure that the sample was 

representative of the population. The sample can be picked randomly or systematically 

(ibid). 

The sample for this study was chosen randomly since the purpose of this research was 

to investigate how gymnasiums and sporting clubs in the province of Baleares (Spain) 

has changed or adapted their marketing mix in the last years of crisis. A sample with 

gymnasiums and Sport clubs was chosen to elaborate the primary data from the online 

version of the “páginasamarillas”, a telephone directory, where in addition of the 

telephone number appears the webpage’s link of the company. Páginasamarillas 

webpage consist, as mentioned before, a free list of telephone numbers of all the 

companies, of all types and kinds. We searched with the criteria of “gymnasium” and 

“sport Clubs” for the zone of “Balears” to select our sample.  

 

The aim was to get more or less half of the population. In the whole Balearic Island 

there are around 300 gymnasiums and sport centres so we thought by obtaining half of 

the population would count as a representative sample trying to avoid all the possible 

bias. However, as this study has a few limitations, the valid population was reduced to a 

smaller number; it is explained in more depth in the limitation section and questionnaire 

participation.  

 

3.4 Primary data 

Primary data is considered the information that researchers gather at first hand, or in 

other words, is facts and information collected specifically for the purpose of the 

investigation at hand. Primary sources are self-generated and consist of experimental 
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designs, case studies, survey data, focus groups, participants’ observation data, and so 

on. (Harvard, 2010) 

For this research the questionnaire instrument option to collect the primary data was 

found as the most suitable, because surveys provide quick, inexpensive, efficient, and 

accurate means of assessing information about the population (Zikmund, 2003). 

The type of information gathered in a survey varies depending on what the researcher is 

looking for (ibid)  the questionnaire’s objective of this study was to identify 

characteristics, to measure attitudes, and to describe behavioural patterns of the 

particular group of gyms established in Balears (Spain).  

The same authors explain questionnaire that was the main source of primary data for 

this research, consisted in a list of accurate and simple questions focused in gather the 

information needed, but for the lack interest or the impossibility to provide the 

information of the companies, some data was not able to be collected. The survey was 

conducted through the online application of Google Drive docs, which provides an easy, 

free and efficient method to poll the sample. 

An online questionnaire is an impersonal form to perform the survey, not as a personal 

form as a face-to-face or a phone interview. One of the advantages to do the survey 

using an online method is the respondent doesn’t feel the same pressure to answer some 

kind of sensitive topics as the respondent polled in person. On the other hand, is more 

difficult to collect information because the surveyed people are more reticent to give 

information about them (Zikmund, 2003). 

Moreover, no personal or really sensitive topics were discussed; thereby there was no 

reason for the respondents to feel uncomfortable. 

 

3.5 Secondary Data 

Another route is that of using existing materials or “secondary sources”. Secondary 

sources can be various, company records, archives, trade union materials, census data 

and government sources. (Harvard, 2010) 

The secondary data for this study came mainly from Internet. Information for the theory 

was taken from the database HULDA at Halmstad University and other relevant 

databases; also literature from Halmstad library was used for the theory. Moreover, 

regarding the empirical findings was taken from articles and annual reports found 

mainly through the Halmstad University library website. 
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As a secondary data we also counted the different articles, news and essays that have 

been read, analyze and discussed on this paper. The main objective was to analyze the 

sport sector in a particular area which is the Balearic Islands, so in order to have a clear 

image of the situation of the area on both terms, micro and macro environment, different 

Spanish articles, national web pages and books were read to be a part of the secondary 

data needed it for this study. 

 

3.6 Limitations 

In order to give a clear image of what we considered on this research, we settled some 

limitations regarding to the applicability of the study. 

About the geographic limitation, we could of have done it for different countries but we 

focused just on gyms established in the Balearic Islands, Spain, as we believe that they 

all follow a general form of management, and we can group their behaviour in a more 

homogeneous group better than if we had investigated the behaviour of different 

countries. 

Other aspect to mention is that we distinguished between the public and private gyms, 

because their way to face the crisis was not the same since the private gyms have 

intention of profit and clear goals and the public gyms don’t look for the same purpose 

and intentions. 

For this reason we decided to exclude the public gyms. They don’t belong to the sample 

due to their inequalities with the private gyms, because they could generate biases and 

errors in the analysis of the study. 

Another limitation affecting the sample’s size is all the gyms and sport clubs that have 

opened during the crisis cannot be part of the sample, due to the purpose of this study is 

observe the adaptation of the marketing mix in order to survive to the crisis. So, it is 

impossible to compare the marketing mix of gyms before and during the crisis when 

they had not even existed.  

Regarding to the methodology used, on-line questionnaires were send out via email to 

the different agents randomly selected. Personal interviews would have been better in 

order to avoid miss responses or misunderstanding by respondents.  
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Another limitation is that this study focuses on how was the situation before the 

financial crisis took place and how did the gyms reacted to this crisis. For future 

conclusions another research should be done to collect the data to know how 

gymnasiums will be after the crisis. 

4. Empirical Data 

 

In this chapter, we describe the findings from the information obtained through the online 

questionnaire. We present the results of each question individually; however, the questions are 

classified depending on which of the 4p’s of the marketing mix is linked. 

4.1 Questionnaire Participation 

The questionnaire was sent to the sample through email to their respective accounts, by 

their personal contact webpage system or using the social network Facebook to contact 

them. 

The population of this study consist in all the gyms and Sport Clubs in the Balearic 

Islands, Spain. According to list of gyms and sport clubs in the Webpage of 

“PaginasAmarillas” the number rise to almost three hundred and thirty (328), but 

certainly there are a bunch of them whose are not registered in this list and therefore 

impossible to contact. Furthermore, from this almost three hundred and thirty listed 

before several of them do not have an established or permanent webpage or a Facebook 

account, so it was impossible to reach them or find a way to make them get the online 

questionnaire, this reduce our sample to 254 possible respondents.   

Only 137 gyms and sport clubs of our sample answered the questionnaire. As 

mentioned in the limitations of this dissertation, the public gyms and public sport clubs 

don’t belong to the sample, due to their different characteristics to the private ones, so 

this means that 35 of the answers are discarded. Beside, the same happens with all the 

gyms and sport clubs that opened during the crisis (17).  Plus nine answers had 

classified as incorrect due to the incoherent information. Finally just 76 were valid as 

provided information for the primary data. 

4.2 Price 

In order to analyses the “price” of gyms and sport clubs’ marketing mix of the sample, 

the logical question was to ask for the price, nonetheless the problem was which price? 
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The gyms and sport clubs can have tons of tariffs depending on the age, day time, 

activities related to the fee, and so on. So, with the purpose to bring order to this chaos 

of prices and a solution to the problem, we decided to ask for the price of the main 

activity of the company and classify them into price ranges. The results as are shown in 

the Graphic 4-1, in the period before the crisis (2006-2007) the prices for fees that 

predominate are between 30-45 € with 36 respondents, followed by the 46-60€ with 1  

gyms and sport clubs applying this prices. The third range of prices more used (10 

answers) in the sample is between 60-80€, after 8 gyms and sport clubs have the price 

of their main activity in the range of 0-29€ and the prices that are higher than 80€ just 5 

answers are allocated in this interval. 

In relation with the period “during”, years 2009 and 2010, the predominating prices still 

being in the interval 30-45€ (39 answers), but what we can observe is the lower prices 

have gain points, a total of 12. On the other side, the range of 46-60€ has decrease to 11. 

However, the higher intervals of prices have not been affected so much in comparison 

with the period before, the biggest range keeps with 5 answers, and only the range 60-

80€ has 1 less than the period before (9 answers). 

Finally the period “actually”, years 2012-2013, has practically the same results as the 

period “during”.  Again, the interval 30-45€ is the ruling one (39), the lower prices 

remain important with 13, the middle range counts with 10 answers, and the two higher 

prices have the same participation than the period During (9 and 5 respectively) . 

So, what it is obvious in the results is due to the crisis the gyms and sport clubs have a 

tendency to decrease prices, except the ones that have the highest prices whom keep 

being the same. 

* Graphic 4-1: Price of the main activity 
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4.3 Product 

It was necessary to know the product that gyms and sport clubs offer to the customers, 

as well the quality of this product. But, there are plenty of factors or characteristics, 

which can provide an idea of the quality of the product. So, as it is difficult to assess 

how good or bad the classes are, or the “quality” of the installations (as the most of 

people consider) because is a subjective opinion to each person. We decided to evaluate 

the quality of the product based on the main activities of the gym, what type of 

gym/sport club is, it has to be mentioned that one gym/sport club can have more than 

one activity; Also, the quantity of weekly classes, this results provide information about 

the range of classes that customers have 

at their disposal; and the last, quantity of 

the employees that often as more workers 

a company has, a better service can give 

to the customers 

As it can be observed in the results of the 

graphic 4-2/4-3, it is shown the quantity 

of gyms/sport clubs in the sample that 

has each type of main activities. For 

example in the period “before crisis” 60 

gyms/sport clubs have focus on fitness, 

29 of them in martial arts, 27 in aquatic 

activities, 37 of them in sport school 

(sport school means they teach a sport, 

for example a tennis club has tennis 

classes where the customers learn to play 

tennis), 12 answers correspond to 

personal training and finally 21 to other. 

The same happens with the period 

“actually”, the quantity of gyms/sport clubs that has focus on fitness is 64, on martial 

arts correspond 29 answers, 27 of them to aquatic activities, 34 in sport school, 10 in 

personal training and the last, 25 answers to other. 
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Graphic 4-2: Gym and sport clubs’ main activities before the crisis. 

Graphic 4-3: Gym and sport clubs’ main activities actually. 
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But, it must be keep in mind that a single gym/sport club can have more than one main 

activity, an example could be a gym with also a swimming pool and has fitness as well 

as aquatic activities. So in order to analyse the possible combinations of activities, the 

table 4-1 shows the results of each combination of possibilities.   

To understand table 4-1, it must be known that the table contains the main activities’ 

combinations of the gyms / sport clubs in the period “before” and “actually”. For 

example, there are 60 gyms/sport clubs who has fitness as one of their main activities, 

but at the same time 12 of them has also martial arts. Another example would be, 15 of 

the gyms focused in fitness also as aquatic activities. For the case fitness-fitness, it 

means the number of gyms that has only one activity. So, each box contains the number 

of gyms/sport clubs who has both main activities. 

 

 Before Fitness Martial 
Arts 

Aquatic 
Activities  

Sport 
School 

Personal 
training 

Other 

Fitness (60) 9 12 15 7 12 5 

Martial Arts (29) X 17 0 0 0 6 

Aquatic Activities (27) X X 9 10 0 7 

Sport School (37) X X X 22 0 3 

Personal training (12) X X X X 0 0 

Other (21) X X X X X 0 

Actually Fitness Martial 
Arts 

Aquatic 
Activities  

Sport 
School 

Personal 
training 

Other 

Fitness (64) 9 16 15 6 10 6 

Martial Arts (29) X 13 0 0 0 6 

Aquatic Activities (27) X X 9 8 0 7 

Sport School (34) X X X 20 0 6 

Personal training (10) X X X X 0 0 

Other (25) X X X X X 0 

*Table 4-1: Gyms and sport clubs’ combination of focus 
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The quantity of classes in a week was been taken as an indicator of the quality, because 

for what is believe, a customer is more satisfied as many possibilities for chose as they 

can have. If the customers have a wide range of choices where they can select among is 

better than have a small range of possibilities. So, this means the quality that the 

customer attach to the product is higher as more alternatives they have.  

The quantity of classes per week obtained from the questionnaire was the following: 

For the period “before”, years 2006 and 200 , the most answered option (38) was more 

than 60 classes per week. In the opposite site, the least answered (7) was the interval of 

1-20 classes per week. Then there are the other possibilities, 21-40 classes per week 

with 14 answers and 41-60 classes per week with 17. 

The results in the period “during” don’t vary too much respect the period “before”. The 

range 1-20 has 8 answers, one more than the period “before”  21-40 counts also with 

one more answer (15); 41-60 unlike other remains the same (17) and more than 60 class 

per week decrease to 36.  

The answers of the period “actually” are quite the same again, just moving up and down 

a few points; 1-20 (9), 21-40 (18), 41-60 (16) and +60 has 33 answers. 

So, what gyms and sport clubs did, was to decrease the number of weekly classes, in 

each period the quantity of answers decrease to the lower ranges. 

*Graphic 4-4: Quantity of weekly classes 
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The quantity of employees is another indicator for the quality of the product that offers 

the gyms and sport clubs. It is said that a service is better offered as much help and 

possibilities have the customers to choose among as possible. In other words, one of the 

quality references is the attention that provides the employees to the customers. So, if a 

gym has more employees probably will have a better customer care than one with fewer 

workers. 

According with the results of the graphic 4-5, the gyms during the period 2006/07 to 

09/10 generally has remain with the same workers (49 answers), meanwhile only 25 

gyms/sport clubs have decrease the number of employees. And the quantity of only 2 

gyms/sport clubs of the research sample has increased the number of worker during the 

period 06/07-09/10. 

On the other hand, in the period 09/10-12/13, it was a bit different, there were more 

gyms and sport clubs where decrease the quantity of employees a total of 37, in 

opposite 10 respondents had increase the workforce of the company during the period, 

and unlike the other period where most gyms and sport clubs remain with the same 

number of workers in the period “During-Actually” has been reduced almost to half 

(29). 

*Graphic 4-5: Quantity of employees 
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4.3 Place 

 

We can observe that a high percentage of gyms and sport clubs (48%) are established in 

the city centre, whereas the outskirts’ results constituted a 23%, just a 19% of the 

sample is located in nearby urbanizations and the rest (10%) is established in other 

localizations. In absolute figures, 45 gyms and sport clubs established in the city centre 

answered our questionnaire, contrary to 21 in the outskirts, 18 in the nearby 

urbanizations and 9 in other places.  

*Graphic 4-6: localization of the gyms and sport clubs 
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*Graphic 4-7: Distance from the nearest city to the gym/ sport club 

Thus, it is noticeable that the further away from the city centre you go, fewer gyms and 

sport clubs are settled.  

4.4 Promotion 

One of the main questions related to promotion was what types of advertising the 

gyms/sport clubs use. The reason was to know what kind of advertising is more used 

and if cause to the crisis these types has been replaced for other or added more type of 

advertising. The results obtained were, before the crisis half the sample (51%) had 
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*Graphic 4-8: channels of advertising before crisis and actually 
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with the result of the period “actually” of the table 4-9, where the three types of 

promotion rise up, the usage of bonus-pack is 41%, loyalty programs 54% and coupons 

68%.  

4.5 Complements 

In order to have a global view of the gym/sport club’s evolution, one of the main 

questions was the benefits before and during the crisis and actually. The benefit has 

been considered one of the main indicators to see if a company is going well or not, so 

in order to compare if the changes in the marketing mix has really affected or not to 

keep afloat during the crisis, the benefit is the most appropriate indicator. 

As it is shown in the results of the table 4-10, before the crisis started a great amount of 

gyms and sport clubs ended the year with a positive profit (48 answers) and only 28 of 

them had losses. But, nevertheless when the crisis began the positions were turned, 55 

gyms/sport clubs had negative profit and only 21 of them benefits, and the same 

happens actually where only 17 has benefits and 59 losses. 

 

*Graphic 4-10: Profit of before, during the crisis and actually 
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close related with the number of members, normally if one factor goes down most 

probably the other also, and when one rise the other goes up as well.  

Regarding the results obtained from the questionnaire, we can observe how the people 

has a tendency to leave, and therefore gyms/sport clubs has less memberships and in 

concordance a smaller profit. 

 

*Graphic 4-11: Number of memberships 
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The different gymnasiums and sport clubs located in the Balearic Islands have realized 

this variation on consumer’s behaviour and have applied some modifications in their 

respective marketing mix.  

 

5.1 Product 

We saw how the old consumer behaviour has changed and people are day-by-day 

consuming a higher amount of sport goods and services (Gratton and Kokolakakis, 

2012). According to Palacios et al. (2014), there has been an increase of the 

consumption of sport goods by the society between 2000-2010. People have found out 

the benefits of a regular sport practices and they changed their habits (Palacios et al. 

2014). 

When downturns approach the economy, usually we see how in the different 

departments of a company there is a reduction of personal due to the lack of cash flow 

and the low expectations firms have (Muriel, 2012). According to our results, the has 

been on both, number of classes and number of employees, a noticeable decrease on the 

different gyms located on the Balearic Islands.  At the beginning of the crisis, most of 

gymnasiums and sport centres maintained the same number of employees but due to the 

lack of consumption, in 2009/10 they had to fire part of their workforce. 

This is usually the quickest solution to maintain stable the company’s budget on a short 

term but as it was not unknown, this is not a very smart solution due to the possibility of 

lowering the firm’s quality and revenues (Palomo, 2009). 

Regarding to the quality of the product, understood in terms of weekly number of 

classes, number of employees and number of gymnasiums main activities, there has 

been a reduction on all the three different quality characteristics that we analyzed. 

 

5.2 Price. 

As one of the fourth elements of the marketing mix, price is both, easy and expensive to 

manipulate. By applying price policies cutting it down, it’s an easy strategy to gain part 

of the market share on the short term but if we focus on the long term, this strategy will 

not last (Amstrong & Kotler, 2008).  
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If there is a period of crisis, customers will switch to less costly brands and only will 

buy whatever they need, their consumption will just attend their basic needs. (Ang et al., 

2000    ksal and O Nzg l, 200 ). 

As our results have shown, we can see how before the crisis there was a bigger amount 

of gymnasiums and sports clubs with higher prices than if we look our results during the 

financial crisis.  

If we want to obtain a competitive advantage over our competitors through prices, our 

other solution is to rise up the quality of the company products without raising the price 

(Ferrell & Hartline, 2002). According to Ang. (2001) and Köksal and Özgül (2007), we 

found out that purchasers during financial crisis periods become more money-minded. 

The customers are more sensitive to the price and will try to look for the same product 

but at lower prices. 

Once we also have obtained the results of our surveys about pricing changes before, 

during and after the crisis, we saw that during the crisis there was an increase of 

gymnasiums applying low prices policies.  

As we seen how lowering prices maintaining the same quality is a quick but costly 

policy. (Kotler et al. 2005). 

In 2012-2013, according to our results, the number of gymnasiums with middle-low 

prices increased noticeably. Quick pricing policies were taken in order to keep positive 

the company’s budget. When we looked our findings, we saw how the number of 

gymnasiums with high prices has remained the same. They are still maintaining their 

quality and prices because they want to reach high-income individuals. 

According to Nilson (1995), to success on a market companies need to use proactive 

strategies that allow them to manage properly an economic downturn. 

Our findings have shown how gyms that were actively applying policies, after the crisis 

have become more powerful and now they have seen a little improvement on the 

budgets. 
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5.3 Place 

When it comes to place, Amstrong and Kotler (2008) Pg.364 stated  “retailers often 

point to three critical factors in retailing success: location, location, location”. Referring 

to the same authors, it is very important that retailers select locations that are accessible 

to the target market. The selection of “place” for a product, also including services its 

included in the planning process. When companies are establishing the goals, 

objectives, and strategies for their plans, also they should consider place carefully. 

Choice of location has a direct effect on operational costs; a poor choice of location is 

costly to change (Kotler et al. 2005). 

Place can be physical location, or it can be discussed in terms of accessibility and 

availability (Ohio Library Council, 2008). Availability and accessibility to user could be 

understood as the distance they have to travel to go to the gym.  

Highlighting the results obtained to make this study, a bigger amount of gymnasiums 

are established in the downtown of the city due to the higher population surround it.  

How customers perceive the quality and value of the offering can be different 

depending on how products and services are delivered to customers for usage or 

consumption. (Kotler et al. 2005). 

It is easier for users to have a close gymnasium to avoid extra transportation expenses 

and waste time.  

The importance of product availability is obvious; customers cannot buy the products if 

the product availability at the right time and place or in the right quantity (Kotler et al. 

2005). 

 

5.4 Promotion 

Promotion means activities that communicate the merits of the product and persuade 

target customers to buy it (Kotler et al. 2005). On a downturn, when the demand is low, 

it is not convenient to reduce investing on advertising (Almada , 2009). 

Regarding to our data obtained, a little increase on advertising by firms have been 

applied. They needed to obtain consumers fast and it was one of the options to 

accelerate the process. 
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Sales promotion is an incentive to encourage or sale a product in a short-term. 

According to Ferrell& Hartline (2002);Shank (2005), a common marketing tool used by 

firms are coupons that reduce the price of a product with the intention to increase the 

sales volume quickly. Another marketing tool that marketers make use of are the loyalty 

programs that rewards loyal customers who engage and repeat purchases. By this act, 

the company is aiming to raise the potential of increasing profits over the long term.  

Regarding to Belch (1998) bonus packs offer the consumer an extra amount of the 

product at the regular price or a quantity of product at a lower price. Bonus packs give 

an obvious additional value to the consumers and can have a strong impact on the 

purchase decision.  

Comparing the situation between before the crisis and after the crisis, there has been an 

increase on the number of promotions to keep the number of users stables. Coupons, 

loyalty programs and bonus packs have rise after the financial crisis took effect with the 

aim to keep the company floating and with positive revenues also trying to attract new 

buyers. 
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6. Conclusion 

 

In this final chapter, the conclusion of the research that is related to the research purpose 

and question will be outlined. 

Due to the financial crisis striking the Spanish territory, Spanish people became more 

money-savers and they started to purchase only those items or products that they 

considered necessary. As household’s income was lower than what it was before the 

crisis, families were switching from brands to white label brands due to its low price.  

If we take into account the change in consumer behaviour towards sport activities and 

wellbeing, after 2008’s crisis there was a downturn on this sector but contrary to other 

sectors as the housing sector for example, the sport sector took advantage of this new 

consumer behaviour direction. In 2013, the sport sector was almost located it at the 

same level where it was before the financial crisis. 

As families reduced their expenditures as much as possible, firms that were aware of 

this situation applied different marketing mix policies and actions to maintain the 

company profitable. 

One of the most used policies has been the lowering pricing strategy. Either they 

maintained the same quality with a lower price or they lowered the price and also the 

quality. There have been a higher number of gyms that, when they lowered they price; 

they also removed part of the weekly classes due to the lack of profits caused by low 

prices. The increase on promotion has been crucial for a big number of firms to stay 

afloat maintaining or obtaining positive revenues.  Also firms that increased their 

advertising’s expenditure can see now the benefits they got from that action. 
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APPENDIX 
1. What year did the gym/sport club open to the public? 

2. What type do the gym/sport club is? 

a) Public 

b) Private 

3. Where is the gym located? 

- City centre 

- Outskirts 

- Near urbanization 

- Others 

4. What is the distance between the gym/sport club and the nearest city? 

a) 0-1km 

b) 1-3km 

c) 3-4.5km 

d) +4.5km 

5. What was the main activity of the gym/sport club before the crisis (2006/07)? 

1. Fitness 

2. Martial Arts 

3. Aquatic activities 

4. Sport School 

5. Personal Training 

6. Other 

6. What is the main activity of the gym/sport club actually (2012/13)? 

7. Fitness 

8. Martial Arts 

9. Aquatic activities 

10. Sport School 

11. Personal Training 

12. Other 

7. What was the price of the main activity before the crisis (06/07)? 

a) 0-29€ 

b) 30-45€ 

c) 46-60€ 

d) 60-80€ 
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e) +80€ 

8. What was the price of the main activity during the crisis (09/10)? 

a) 0-29€ 

b) 30-45€ 

c) 46-60€ 

d) 60-80€ 

e) +80€ 

9. What was the price of the main activity actually  (12/13)? 

a) 0-29€ 

b) 30-45€ 

c) 46-60€ 

d) 60-80€ 

e) +80€ 

10. What was the quantity of weekly classes before the crisis (06/07)? 

a) 1-20 

b) 21-40 

c) 41-60 

d) +60 

11. What was the quantity of weekly classes during the crisis (09/10)? 

a) 1-20 

b) 21-40 

c) 41-60 

d) +60 

12. What was the quantity of weekly classes actually (12/13)? 

a) 1-20 

b) 21-40 

c) 41-60 

d) +60 

13. What was the quantity of employees before, during the crisis and actually? 

 

14. What was the profit of the gym/sport club before the crisis (06/07)? 

a) Positive profit 

b) Negative profit 

15. What was the profit of the gym/sport club during the crisis (09/10)? 
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a) Positive profit 

b) Negative profit 

16. What was the profit of the gym/sport club actually (12/13)? 

a) Positive profit 

b) Negative profit 

17. What was the number of memberships before the crisis? 

a) 0-100 members 

b) 101-300 members 

c) 301-600 members 

d) +600 members 

18. What was the number of memberships during the crisis? 

a) 0-100 members 

b) 101-300 members 

c) 301-600 members 

d) +600 members 

19. What was the number of memberships actually? 

a) 0-100 members 

b) 101-300 members 

c) 301-600 members 

d) +600 members 

20. Did the gym/sport club has any type of promotion before the crisis? 

a) Discounts 

b) Loyalty program 

c) Pack-bonus 

d) No promotions/other  

21. Do the gym/sport club has any type of promotion actually? 

a) Discounts 

b) Loyalty program 

c) Pack-bonus 

d) No promotions/other  

22. What type of channel did the gym/sport club use to advertise before crisis? 

a) Ads in newspaper or magazines 

b) Webpage 

c) Flyers 
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d) Tv commercials 

e) Radio ads 

f) Others 

23. What type of channel do the gym/sport club use to advertise actually? 

a) Ads in newspaper or magazines 

b) Webpage 

c) Flyers 

d) Tv commercials 

e) Radio ads 

f) Others 
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