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CHURN RATE AND WHY IT’S 
CRITICAL TO YOUR SUCCESS



WHAT IS CHURN RATE:

Churn rate, sometimes known as attrition rate, is the rate at which customers stop 
doing business with a company over a given period of time. In our case, think of it as 
the number of gym members who cancel their membership during a given time period, 
such as a month, quarter, or a year.

WHY IS CHURN RATE IMPORTANT:

Understanding your churn rate is essential for evaluating the overall satisfaction of your 
members. 

Think of it this way. If every month you add 10% more members, you may think you’re 
doing really well. But, if your churn rate is 12%, you’re actually decreasing your overall 
membership numbers. That’s why knowing your churn rate is so important.

RRemember, it’s easier and cheaper to keep customers you already have versus 
acquiring new ones. Two key points:

   - It costs up to 7x more to acquire a new customer than to retain an old one.

   - The probability of selling to an existing customer is 60-70%, while the probability of 
selling to a new prospect is only 5% to 20%.

So, if your churn rate is high, you know that you need to make changes to increase 
customer satisfaction and retention, instead of focusing all of your attention on 
marmarketing to acquiring new members, who will likely leave if these issues go 
unresolved.

HOW TO CALCULATE CHURN RATE:

For gyms, churn rate refers to the percentage of members lost over the course of a 
specific time period, such as a month. To calculate monthly churn rate, divide the 
number of members you lost over the month by the number of members you had at the 
beginning of the month, and then multiply the result by 100. You can apply this same 
principle to calculate quarterly and annual churn rate.



EXAMPLE:

You started May with 85 members. At the end of May, 7 of those 85 canceled. 
Churn Rate = 7/85 = 8%

Note: do not include any new memberships acquired during the month in this 
calculcalculation. So if 7 of the original 85 canceled, but you also gained 12 new members, 
your calculation is still 7/85. We’re analyzing the rate of members canceling, not your 
overall gain/loss.

Also, be sure to exclude free trials, drop-ins, and punch cards here. We’re analyzing 
recurring memberships only. You may have a special reason to include them, but 
probably not.

WHAT IS A GOOD CHURN RATE:

In our industry, a good churn rate is considered 25% or less. Regardless of where you 
are now, focus on making small, ongoing improvements to your business to 
continuously improve this number. Even decreasing your churn rate just 0.5-1.0% every 
quarter will have a BIG impact on your bottom line revenue over time!

WAYS TO IMPROVE CHURN RATE:

Understand why your customers are leaving:
Send an Send an exit survey to members who cancel to gain insight into their reasons for leav-
ing. If possible/reasonable, make improvements based on their feedback. After these 
changes are in effect (or after you make plans to implement the necessary changes), 
reach out to the member and tell them. Not only will you have improved your gym, but 
you may also be able to get that member back.

Recognize the signs that a customer is likely to leave and reach out:
Run reports to see who hasn’t attended class in 7 or more days and then email them 
and reach out. Ask how they’re doing, tell them they’re missed, and see if there’s any-
thing you can do to help. Build the connection.



WAYS TO IMPROVE CHURN RATE (cont.):

Analyze what point in a customer’s membership they are canceling:
At what point in their membership do the majority of those who cancel leave? For 
example, do a large number cancel about a month after completing their onboarding 
beginner classes? If so, perhaps your onboarding process did not adequately prepare 
them for regular classes and needs to be reassessed.

AnalAnalyze the class stats of those who cancel:
Do a large number of those who cancel attend the noon class on weekdays? If so, then 
you should do some investigating to determine what’s going differently in that class. 
On the other hand, maybe there’s a class time that has a very low churn rate. Perhaps 
that class needs to be investigated to see what they’re doing so well, so that other 
class times can do the same.

Focus extra on the first three months:
TThe first three months for a new member are the most critical. According to a 2021 
Wodify blog, 45% of new CrossFit clients cancel within their first 90 days. 90 days 
seems to be the magic number for retention. Once a member has been with you for 
that long, they’re pretty much hooked!

To help encourage these new members to stay, you must give them extra attention and 
build the coach/athlete connection. Send automated emails to these members early 
and often. Some examples include: 

    -  As soon as th    -  As soon as they sign-up for their first class (preferably a free trial class), send an 
email including helpful information like what time their class is, the coach’s name, gym 
values, where to park, what to bring/wear, and what to expect.

    - After their first session, send a follow-up email about how your onboarding process 
works (beginner classes) and how to sign-up. 

    -     - After they sign-up for a membership, send an email including details about how to 
sign in for classes and more information on what to expect. If you have a Facebook 
group, send details on how to join.

    - From there, send emails at various points such as after they complete the onboard-
ing classes and begin regular classes, after they hit certain milestones, and invitations 
to set up a goal-setting session or nutrition assessment.

The more you connect with these newest members, the more you will increase your 
chances of retaining them.



WAYS TO IMPROVE CHURN RATE (cont.):

Offer an excellent experience, every day, every time:
It sounds oIt sounds obvious, but above all, the best way to improve churn rate is to offer such a 
great experience that they never want to leave. Many gym owners underestimate what 
it actually takes to offer an all-around positive experience. You may have stellar equip-
ment and excellent classes, but what about everything else? Are clients greeted with a 
friendly face every time they come in? Do coaches go above and beyond to help each 
individual client perform at their best? Do athletes feel genuinely cared for and valued 
as an individual? Does the gym feel like their “fitness family”? What about after your 
clients leclients leave? Are they connected with the community via social media? Do you pro-
mote occasional after-hour social events to help build the community? Make it more 
than just exercise. Make it the best hour of their day.

If you have any questions about churn rate or how to implement strategies at your 
gym, please reach out to Christi: christi@mayhemnation.com.


