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Resumen
El sector del fitness en España está experimentando un 
crecimiento constante y se encuentra en auge, apoyán-
dose en la digitalización y los medios sociales como base 
para sustentar su continua progresión. Este estudio tiene 
como objetivo analizar la presencia de los medios sociales 
(redes sociales y web) en los centros fitness de España 
durante el año 2022, con el propósito de comprender de 
qué manera las empresas del sector aprovechan las 
plataformas digitales para interactuar y comprometer a 
sus clientes. La muestra estuvo compuesta por 168 
cadenas/centros que cumplían las características previas 
de selección. Se examinó la presencia web, la adopción de 
redes sociales y el nivel de engagement alcanzado por las 
empresas del fitness en dicho país. Los resultados revelan 
que las empresas del fitness continúan utilizando 
activamente las plataformas digitales con el fin de 
promover sus servicios y establecer una comunicación 
directa con su audiencia. En conclusión, este estudio 
demuestra que el uso de la web y las redes sociales 
continúa siendo crucial en la industria del fitness. Este 
estudio permitirá a los profesionales del fitness a 
comprender cómo las empresas aprovechan las 
plataformas digitales para alcanzar y comprometer a su 
audiencia en un entorno en constante cambio.

Palabras clave: Uso web, redes sociales, fitness, 
engagement.
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Abstract
The fitness industry in Spain is experiencing steady growth 
and is on the rise, relying on digitalization and social media 
as a basis for its continuous progression. The objective 
of this study was to analyze the presence of social media 
(web and social networks) in fitness centers in Spain during 
2022, in order to understand how companies in the sector 
take advantage of digital platforms to interact and engage 
with their clients. The sample consisted of 168 chains/
centers that met the previous selection criteria. Web 
presence, adoption of social networks, and the level of 
engagement achieved by fitness companies in the country 
were examined. The results reveal that fitness companies 
continue to actively use digital platforms to promote their 
services and establish direct communication with their 
audience. In conclusion, this study demonstrates that 
the use of the web and social networks continues to be 
crucial in the fitness industry. This study will enable fitness 
professionals to understand how companies leverage 
digital platforms to reach and engage their audience in an 
ever-changing environment.
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Introduction
Currently, society is immersed in a post-digital era, where social networks have become an essential part of personal, 

social, and professional life for the population, even influencing the way of communicating and socializing (Escamilla-
Fajardo et al., 2021; Escaño, 2019). In this context, the development and implementation of various social networks such 
as Instagram, Twitter, Facebook, and TikTok have created spaces that allow more specific interactions with people, the 
creation of groups, sending messages, and the production and consumption of content (Gil-Quintana et al., 2022). These 
social networks have caused a true revolution in the way human beings communicate and socialize (Escamilla-Fajardo 
et al., 2021). Moreover, demographic data support this statement, since out of the 8,010 billion inhabitants in the world, 
approximately 5,440 billion use mobile devices, 5,160 billion have access to the internet, and nearly 60% of the global 
population (equivalent to 4,760 billion people) are active social media users (Meltwater & WeAreSocial, 2023). These figures 
confirm that social networks have currently become an integral part of people’s lives. 

On a national level, 85% of Spain’s population (28,3 million people) are social media users, with women (52%) having 
a slightly higher percentage than men (48%) (IAB Spain & Elogia, 2023). Additionally, Meltwater and WeAreSocial (2023) 
indicated that the top-5 most used social networks in Spain were: WhatsApp, Instagram, Facebook, Twitter, and TikTok. 
Furthermore, the national population spends an average of 67 minutes using social networks, with mobile use dominating 
for consumption (97%) (IAB Spain & Elogia, 2023). Clearly, the sports sector could not remain isolated from this trend of 
growth and digitalization. In this regard, sports organizations have recognized the potential of digitalization to improve 
performance and are investing in creating solid digital foundations and emerging technologies (Deloitte, 2023). In recent 
years, digitalization has been implemented quickly and precisely in the sports field, and more specifically in fitness centers, 
largely related to the Covid-19 pandemic and the need to continue working, being in contact with clients, optimizing time, 
etc. (Amankwah-Amoah, 2021; García-Fernández et al., 2022, Núñez-Sánchez et al., 2020). Similarly, this sector at the 
national level is highly consolidated, with more than 60 operators and about 4,000 centers, presenting one of the highest 
penetration rates in Europe (Gálvez-Ruiz et al., 2023). 

On the other hand, there are various studies that highlight the benefits of using social networks in the fitness sector 
(Conrad & Allen, 2013), demonstrating their usefulness for various functions and interaction with clients. An example of this 
is the use of Facebook and Instagram platforms by the marketing departments of fitness centers, which allows establishing 
direct contact with users, using friendly language, comparing their progress, etc. (Kim, 2022; Valcarce-Torrente et al., 2021; 
Wright et al., 2017). Other authors consider that social networks are one of the most valuable management tools used by 
sports managers in their daily work (López-Carril et al., 2021). From the user’s perspective, there is a trend among young 
people to seek inspiration from influential individuals in matters of health and lifestyle through social networks (Lim et 
al., 2022). In this sense, Kim (2022) indicates that there should be an encouragement to compare fitness abilities with 
those of artists and/or role models to follow, since motivation within physical activity infers a direct and positive effect on 
participation in the activity itself. 

Likewise, the organizations themselves are investing in technology, as digital innovation is expected to drive the 
emergence of new business models, creating multiple revenue opportunities (Deloitte, 2023). Gálvez-Ruiz et al. (2023) 
highlight the importance of new technologies in this sector and advocate for their deeper analysis and study. Everything 
mentioned above underscores the importance of analyzing and understanding the impact of social networks in the field 
of fitness, which will allow for an understanding of the use of the web and social networks by fitness centers, identifying 
the most used platforms in the sector, analyzing engagement, and making comparisons with previous data. In this 
regard, it should be noted that engagement is a multidimensional concept that encompasses the thoughts, emotions, 
and behaviors of consumers towards a company (Behnam et al., 2021). As Behnam et al. (2021) point out, engagement 
acquires added importance for fitness centers because it acts as a key antecedent to consumer behavioral loyalty. In 
addition, various authors have highlighted the importance of engagement, determining that service experience influences 
consumer commitment through satisfaction and emotional attachment, as well as engagement can be a stimulus for 
co-creation (Behnam et al., 2021; Hollebeek et al., 2019; Kumar et al., 2019). The fitness sector in Spain is experiencing 
steady growth and is booming. Supported by the current trend of digitalization and social networks, it could sustain its 
continuous progression, generating benefits for both organizations and the general population, and having a positive 
impact on people’s health. 

The present study’s primary objective is to analyze the presence of social media in companies of the sector, assessing 
the availability and functionality of their corporate pages. The second objective is to examine their adoption of social 
networks such as Facebook, Instagram, LinkedIn, YouTube, Twitter, and TikTok. Furthermore, the concept of engagement 
and its measurement in the context of social networks are explored. The different strategies used by Fitness centers to 
promote interaction and participation of users on these platforms are analyzed, and how they have evolved compared 
to previous years.
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Materials and Methods
The presented study is quantitative, descriptive, and cross-sectional in nature. These methodological decisions have 

been made based on the proposed research objectives. These characteristics allow for a snapshot of the situation or 
characteristics of the analyzed entities at a specific moment and to analyze the data in an objective and quantitative manner.

Participants
To achieve the proposed objectives, an analysis was conducted on companies listed under the CNAE code 9313: Activities 

of gyms, and companies with the highest turnover registered under the CNAE code 9311: Management of sports facilities, 
according to data obtained via the SABI platform.

The inclusion criteria for the analysis of companies from both registries were: having a minimum of five employees, 
operating in Spain, belonging to the fitness center sector, and being active (not in the process of dissolution, liquidation, 
or extinction). Additionally, from the companies under the CNAE code 9311, the top ten companies in the sector with the 
highest turnover were accounted for. Likewise, companies that belonged to the same fitness center chain were unified.

From the data obtained in SABI and after applying the selection criteria, the sample subject to analysis resulted in 168 
companies.

The collection of descriptive data was carried out over 10 days between December 21 and 31, 2022 (inclusive).

Given that on several occasions the fiscal name shown in the SABI database does not match the commercial name of the 
companies to be analyzed, it was necessary to consult their websites, contact company directors and/or those responsible, 
and use different specialized sector pages where information could be gathered.

Various social media were analyzed, including the use of the web (corporate web page) as well as the social networks of 
each of the fitness chains/centers. Once the analysis was completed, the total number of social networks used by these 
companies was analyzed, and the most used social networks in the sector were identified. All collected data were added to 
an observation template composed of each of the necessary factors for subsequent analysis.

Instruments
To perform the analysis of the engagement of those chains/centers that had a corporate profile in the most used social 

networks, the following instruments were used:

The measure of Oviedo-García et al. (2014) and recently adapted in the fitness sector by García-Fernández et al. (2017):

• Engagement on Facebook = (Likes + Comments + Shares) / (Number of Posts)

• Likewise, the latter formula has also been adapted for its use on Twitter and Instagram:

• Engagement on Twitter = (Favorites + Mentions + Retweets) / (Number of Tweets)

• Engagement on Instagram = (Likes + Comments) / (Number of Posts)

• The proposal by Rival IQ, a specialist in digital activities and competitive analysis:

• Total Engagement on Facebook = (Likes + Comments + Shares) / (Number of Posts)

• Total Engagement on Twitter = (Favorites + Retweets) / (Number of Tweets)

• Total Engagement on Instagram = (Likes + Comments) / (Number of Posts)

• The measure proposed by Social Media Management AgoraPulse and its adaptation for Instagram:

• Total Engagement on Facebook = (Likes + Comments + Shares) / (Number of fans (total)) x 100

• Total Engagement on Twitter = (Favorites + Retweets + Mentions) / (Number of Followers (total)) x 100

• Total Engagement on Instagram = (Likes + Comments) / (Number of fans (total)) x 100

Procedure
The collection of descriptive data was carried out over a period of 10 days, from December 21 to 31, 2022 (both inclusive).

First, the use of the corporate website and social networks by each fitness chain or center was analyzed. Once this 
analysis was completed, the total number of social networks used by these companies was examined and the most popular 
platforms in the sector were identified. All data collected was recorded in an observation template that included the various 
elements necessary for further analysis.

Subsequently, the engagement of those chains or centers with a corporate profile on the most widely used social 
networks in the sector was assessed.
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It is important to mention that, due to the complexity of social media analysis, exclusion criteria were applied to some 
chains or centers:

Those using a user profile as the main page instead of a fanpage on the Facebook social network, or if their profile was 
inaccessible, as in the case of private profiles on Twitter or Instagram.

In the case of chains, if they did not have a dedicated chain profile and instead had separate profiles for each of their 
centers, they were considered null. If they had a chain profile, only that profile was taken into account, excluding the rest 
of the profiles.

Social media networks of chains without a specific profile for their brand in Spain were not included, or in cases where it 
was impossible to find an official chain profile.

These criteria ensured the coherence and reliability of the data analyzed in the study.

Statistical Analysis
For statistical analysis, the collected data were recorded in the spreadsheet, analysis, and data visualization program 

Microsoft Excel.

In this program, all values related to the different profiles of the entities under analysis were recorded, including 
the results of evaluated items such as followers, comments, and posts. Subsequently, to fulfill the study’s objectives, a 
descriptive analysis was performed to obtain the count of social media platforms used, and the proposed formulas were 
applied for calculating engagement.

Results
Analysis of the web and social media
After conducting the study of the 168 chains/centers that met the pre-selection criteria, it has been determined that 

91.07% (n = 153) had their own corporate website (Table 1). 

Table 1
Number of social profiles by social network and the percentage it represents in relation 

to the total entities analyzed

Social Network E9313 E9311 PT

WEB 143 10 91.07%

FACEBOOK 138 8 86.90%

TWITTER 75 7 48.81%

LINKEDIN 20 7 16.07%

PINTEREST 8 2 5.95%

YOUTUBE 62 9 42.26%

INSTAGRAM 142 8 89.29%

FLICKR 2 0 1.19%

TUMBLR 1 0 0.60%

TIKTOK 25 6 18.45%

FB + TW 71 5 45.24%

FB + IN 130 8 82.14%

FB + TW + IN 68 5 43.45%

FB = Facebook; TW = Twitter; IN = Instagram; E9313 = Entities CNAE 9313; E9311 = Entities CNAE 9311; PT = Total 
percentage in relation to the total entities.

According to the main characteristics, the used social media platforms are classified into three main groups: Social 
Networks, Microblogging, and Video and Image Social Networks. Within the first group, which includes both brief and 
extensive posts, videos, images, chats, and messaging systems, Facebook and LinkedIn were found. Concerning the 
Microblogging typology, characterized by brief and simple posts, messaging systems, and links, Twitter stands out. Lastly, 
in the Video and Image Social Networks group, the prioritized platforms are YouTube, Instagram, and TikTok, respectively.
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After analyzing each of the different social media platforms used by companies in the sector, it was determined that 
Facebook stands out in the Social Networks category, Twitter in the Microblogging category, and Instagram in the Video 
and Image Social Networks category. Finally, it was identified that up to 43.45% (n = 73) of companies in the sector had a 
corporate profile on the three most common social networks simultaneously (Table 2). 

Table 2
Relation between Social Media used by each of the entities analyzed based on CNAE 9313 and CNAE 9311

CNAE 9313 Web Facebook Twitter Linkedin Pinterest Youtube Instagram Flickr Tumblr Tiktok Total

AB Fitness x x x x x

Alliron Crossfit x x x x

Alma Fitness 
Club x x x x x

Anytime Fitness x x x x x x

Apolo Club 
Esportiu x x x x

Aqua Sports 
Club x x x x x x x

Aquagym x x x

Areafit x x x x

Arena x x

Arenassport x x x x x x x

Arsenal x x x x x

ArtGym x x x x x

Astercam x x x x

Atlanta Club x x x x x x x

Attitude Fitness x x x x

Barquillo Hot 
Yoga x x x x

Basic Fit x x x x x x x x

BeWay x x x x x x

Bfit Ibiza Sports 
Club x x x x x x x x x

Bike & Fit x x x x x x

BJ Trainers x x x x x

Bodyfactory x x x x x x

Bodyfit Center x x x x

Brooklyn 
Fitboxing x x x x x x

Cap Vermell 
Country Club x x x x x

CD El Calabozo x x x

Century Fitness x x x x x

Cise x x x x

Ciudad 
Deportiva 

Jarama
x x x x

Claret Esportiu x x x

Club Camm x x x x x
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Club Delfos x x x x x x x

Cosmopolitan x x x x x x

Courage x x x x x x x x

Crackfitness x x x

CrossFit 77 x x x x

CrossFit 
BlackSide x x

Crossfit Distrito x x x x

Crossfit 
Eixample x x x x

Crossfit La Forja x x x x x x

Crossfit Runa x x x x x

Crossfit Zurriola x x x x

Cube Fitness 
Club x x x x x x

Deportex 
Diversión x x x x

Dinamic Sport x x x

Dreamfit x x x x x x x x

Dual x x x x x x

Dynamic Life x x x x x x

Egoitek x x x x

Esc Sport Center x x x

Espagat x x x x x

Espaigua x x x x x

Evofit x x x x

Ezensr x x x x x x

Fightland x x x x x x x

FirstGym x x x x x x

Fit Balmes x x x x

Fitactiva x x x x

Fitness Club 
Anura x x x x x

Fitness Gasteiz x x x x x

Fitness Gym 
Cartagena x x x x x

Fitness Vic x x x x x x

ForteSport x x x

Fraile Gym x x x x x x

Fusion Sports 
Centers x x x x

Gimnàs Esquaix 
Igualada x x x x x x

Gimnasio Alcalá 
2000 x x x x x

Gimnasio 
Atenas x x x

Gimnasio 
Bushido x x
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Gimnasio Cantó x x x x

Gimnasio 
Cronos x x x x x x

Gimnasio 
Energy x x x x x

Gimnasio 
Gasteiz x x x x

Gimnasio 
Grandmontagne x x x x x

Gimnasio K2 x x x x x

Gimnasio 
Polideportivo 

AM
x x x x x

Gimnasio Rodas x x x

Gimnasio 
Squash x x

Gimnasio Zirkin x x x x x

Global Center x x x x x

Go Gym x x x x x x

Gran Via Fitness x x x

GYM 365 x x x x x

Gym Fitness 
Aranda x x x x

Gym VM x x x x x x

Gymage x x x x

H&F Boadilla 
Club x x x x

Hermes Trainers x x x x x

Holiday Gym x x x x x x

Holmes Place x x x x x x

Hospitaletnord x x x x

Ilusion Sport x x

Imapala Sport x x x x x x

Impacthlas x x x

Inertial x x x x

Invictus 
Trainingym x x x

Isleta Centro 
Fitness x x x

JC Personal 
Training x x x x

Joel Fitness x x x x x

Lemax Wellness 
Club x x x x x

Life x x x x x

Lowfit x x x x x x x

Magic Masters x

Mamba BFC x x x x x x

Mc Fit x x x x x x x

Megasport x x x x x x x x

Metropolitan x x x x x x
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MeUFIT x x x x

Miranda Fitness x x x x

Morales Box x x x x x x

Move & Mind x x x x

Muscle Centre x x x x x

NewBody x x

Nine Fitness x x x x x x

Nivel 3 x x x x x x

O2 x x x x x x

Onfitness x x x x x x x

Orange Theroy 
Fitness x x x x x x x

Oxygen 
Sportsclub x x x x x

Ozono x x x x

Padel Top Club x x x

Palestra x x x x x

Perfect Fit x

Performa x x x x x

Pilates Center 
Valladolid x x x x x

Pilates Manresa x x x x

Play Gym x x x x x

PM Sitges x x x x

Poliesportiu 
Marxalenes x x x x x x

Power Gym 
Cartes x x x

Procardio 
Fitness Club x x x x x

Profitness 
Urban Club x x x x x x x

Qfitness x x x x

Quesada Fitness 
Gym x x x x

Qwellness x x x x x x

Reto 48 x x x x x x

Sano Center x x x x x x

SB Box x x x x

SGO Health & 
Spa Club x x x x x x

Simón Verde x x x x x

SmartClub x x x x x

Smartfit x x x x x

Square Fitness x x x x x x

Studio Crossfit x x x x x x

Studio One x x x x x

Sympli Gym x x x x x x x

Thalassa x x x x x x
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Training 
Guinardo x x x x x x x

Trucycle x x x x

Único Wellness 
Club x x x

Unlimited 
Hammer Gym x x x x

Volava x x x x x x x x

Well Sport Club x x x x x x

Wonder 
Company x x x x x

WonderSport x x x x

XMX Fitness x x

Yo10 x x x x x

Zagros x x x x x x x x x x

Total 143 138 75 2 8 62 142 2 1 25 158

CNAE 9311 Web Facebook Twitter Linkedin Pinterest Youtube Instagram Flickr Tumblr Tiktok Total

Altafit x x x x x x x x x

BeOne x x x x x x x

David Lloyd x x x x

DIR x x x x x x x x x

Fitness Park x x x x x x

Forus x x x x x x

Gofit x x x x x x x

Serviocio x x x

Synergym x x x x x x x x

VivaGym x x x x x x x x

Total 10 8 7 7 2 9 8 6 10

Analysis of Fans and/or Followers on the Most Used Social Media Platforms
Referring to the total number of fans and/or followers on the Facebook Fanpages or the corporate profiles of Twitter and 

Instagram (Table 3), it is observed that the fitness chains/centers with the highest number of followers on Facebook are: 
Basic Fit (1,104,918), Mc Fit (514,849), and Holmes Place (489,522).

Table 3
Entities with the most followers on Facebook, Twitter, and Instagram

Social Network Entity Followers

Facebook

Basic Fit 1,104,918

Mc Fit 514,849

Holmes Place 489,522

Twitter

Gofit 11,828

Nine Fitness 10,287

Altafit 9,748

Instagram

Gofit 105,367

Basic Fit 75,779

VivaGym 72,062
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Furthermore, on Twitter, those with the highest number of followers are: Go Fit (11,828), Nine Fitness (10,287), 
and Altafit (9,748). Regarding Instagram, Go Fit (105,367), Basic Fit (75,779), and VivaGym (72,062) would be the 
companies with the highest number of followers.

Analysis of Engagement on Facebook, Twitter and Instagram
Using the measures mentioned in the methodology to evaluate Engagement, the following table presents the results 

obtained for each of the analyzed fitness chains/centers. It should be noted that results where the Engagement is equal 
to zero correspond to those social media profiles that did not undertake any activity or action during the analysis period.

On the Facebook platform (Table 4), it is observed that the companies with the highest Engagement, according to the 
study conducted by García-Fernández et al. (2017) and RivalIQ, are: Gofit (57.3), VivaGym (40.8), and ArenasSport (35.0). 
Furthermore, using the measure proposed by AgoraPulse, it was found that Training Guinardo (8.6), ArenasSport (4.5), and 
Simón Verde (3.1) achieved the highest Engagement.

Table 4
Analysis of posts and interactions of active companies on the Facebook social network

Entity Fans Posts Likes Shares Com ENGP ENGI ENGA

AB Fitness 4,746 5 45 0 0 9.0 9.0 0.9

Altafit 60,501 8 138 23 11 21.5 21.5 0.3

Anytime Fitness 17,287 6 5 0 4 1.5 1.5 0.1

Arenassport 3,852 5 138 9 28 35.0 35.0 4.5

Bfit Ibiza Sports Club 19,381 1 6 0 0 6.0 6.0 0.0

Bodyfactory 9,690 9 42 7 5 6.0 6.0 0.6

Cosmopolitan 5,319 12 26 1 13 3.3 3.3 0.8

Crossfit Runa 8,153 1 0 1 0 1.0 1.0 0.0

Cube Fitness Club 6,083 19 79 2 8 4.7 4.7 1.5

DIR 36,722 9 62 2 2 7.3 7.3 0.2

Dreamfit 16,854 6 186 8 14 34.7 34.7 1.2

Dynamic Life 1,802 2 3 0 0 1.5 1.5 0.2

Fightland 4,415 2 16 1 3 10.0 10.0 0.5

Fitness Gasteiz 1,437 1 5 2 0 7.0 7.0 0.5

Fraile Gym 9,427 1 22 2 3 27.0 27.0 0.3

Fusion Sports Centers 3,500 2 7 2 0 4.5 4.5 0.3

Gimnàs Esquaix Igualada 2,672 3 33 5 6 14.7 14.7 1.6

Gimnasio Cronos 4,213 9 15 3 1 2.1 2.1 0.5

Gimnasio Energy 3,672 5 59 9 12 16.0 16.0 2.2

Gimnasio Grandmontagne 3,976 6 87 5 10 17.0 17.0 2.6

Gimnasio Zirkin 505 3 8 1 0 3.0 3.0 1.8

Go Gym 1,707 2 14 3 1 9.0 9.0 1.1

Gofit 108,710 3 110 38 24 57.3 57.3 0.2

Holiday Gym 19,249 2 8 0 0 4.0 4.0 0.0

Lemax Wellness Club 653 3 3 0 1 1.3 1.3 0.6

Lowfit 13,749 2 1 0 0 0.5 0.5 0.0

Mamba BFC 10,538 1 8 2 0 10.0 10.0 0.1
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Megasport 17,272 9 108 9 3 13.3 13.3 0.7

Morales Box 3,186 2 14 3 0 8.5 8.5 0.5

Nine Fitness 20,859 1 18 0 1 19.0 19.0 0.1

Nivel 3 2,108 1 9 0 1 10.0 10.0 0.5

Onfitness 3,021 2 16 3 0 9.5 9.5 0.6

Palestra 1,742 1 24 0 1 25.0 25.0 1.4

Performa 2,078 1 0 0 0 0.0 0.0 0.0

Poliesportiu Marxalenes 1,470 3 12 0 0 4.0 4.0 0.8

Qwellness 4,333 3 11 0 0 3.7 3.7 0.3

Sano Center 3,406 5 11 0 0 2.2 2.2 0.3

SGO Health & Spa Club 5,065 3 38 1 3 14.0 14.0 0.8

Simón Verde 2,891 7 85 3 1 12.7 12.7 3.1

SmartClub 5,196 1 2 0 0 2.0 2.0 0.0

Smartfit 7,017 5 47 0 0 9.4 9.4 0.7

Square Fitness 552 1 1 0 0 1.0 1.0 0.2

Synergym 16,803 5 117 7 21 29.0 29.0 0.9

Training Guinardo 466 2 30 1 9 20.0 20.0 8.6

VivaGym 91,556 4 146 3 14 40.8 40.8 0.2

Volava 5,071 5 15 1 1 3.4 3.4 0.3

Zagros 4,117 3 8 1 0 3.0 3.0 0.2

Com = Comments; ENGP = Article Engagement; ENGI = RivalIQ Engagement; ENGA = Agorapulse Engagement

On Twitter, according to the study by García-Fernández et al. (2017) and the RivalIQ metric (Table 5), the companies with 
the highest engagement were identified, which are: Dreamfit (10.6 and 10.2), Altafit (8.4 and 8.1), and Fightland (5.0 and 4.0). 
On the other hand, using the measure proposed by AgoraPulse, it was observed that Gimnasio Grandmontagne achieved 
the highest engagement (1.4), followed by Smartfit (1.0), and Fightland (0.8). 

Table 5
Analysis of posts and interactions of active companies on the Twitter social network

Entity Fans Tweets Com RT Favorites ENGP ENGI ENGA

AB Fitness 357 5 0 0 0 0.0 0.0 0.0

Altafit 9,748 8 2 11 54 8.4 8.1 0.7

Bfit Ibiza Sports Club 2,743 1 0 0 0 0.0 0.0 0.0

DIR 8,158 5 7 1 5 2.6 1.2 0.2

Dreamfit 8,331 5 2 5 46 10.6 10.2 0.6

Fightland 615 1 1 1 3 5.0 4.0 0.8

Gimnasio 
Grandmontagne 444 2 0 0 6 3.0 3.0 1.4

Gofit 11,828 2 0 0 7 3.5 3.5 0.1

Megasport 1,204 7 0 0 6 0.9 0.9 0.5

Onfitness 442 2 0 0 1 0.5 0.5 0.2
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Palestra 191 1 0 0 0 0.0 0.0 0.0

Smartfit 1,051 4 0 2 9 2.8 2.8 1.0

Training Guinardo 111 3 0 0 0 0.0 0.0 0.0

Zagros 1,714 2 0 1 3 2.0 2.0 0.2

Com = Comments; ENGP = Article Engagement; ENGI = RivalIQ Engagement; ENGA = Agorapulse Engagement

Finally, on the Instagram social network (Table 6), the companies with the highest engagement are: Nine Fitness 
(26,237.0), Gofit (872.8), and Dreamfit (733.8) according to the measure proposed by Oviedo-García et al. (2014) and 
RivalIQ. Regarding the results obtained for engagement with the AgoraPulse measure; Nine Fitness (245.9), Cube 
Fitness Club (38.3), and Fitness Vic (24.6).

Table 6
Analysis of posts and interactions of active companies on the Instagram social network

Entity Fans Posts Likes Com ENGP ENGI ENGA

AB Fitness 2,208 5 106 0 21.2 21.2 4.8

Altafit 39,816 8 1305 127 179.0 179.0 3.6

Anytime Fitness 8,902 7 19 11 4.3 4.3 0.3

Arenassport 1,321 3 238 9 82.3 82.3 18.7

Atlanta Club 5,078 1 62 0 62.0 62.0 1.2

Basic Fit 75,779 7 1569 111 240.0 240.0 2.2

Bfit Ibiza Sports Club 26,173 1 63 0 63.0 63.0 0.2

Bodyfactory 5,479 10 352 17 36.9 36.9 6.7

Club Camm 2,282 1 30 0 30.0 30.0 1.3

Club Delfos 2,869 1 53 1 54.0 54.0 1.9

Cosmopolitan 3,635 5 109 15 24.8 24.8 3.4

Courage 8,734 10 1362 107 146.9 146.9 16.8

Crossfit Runa 6,314 4 823 12 208.8 208.8 13.2

Cube Fitness Club 5,870 22 2214 32 102.1 102.1 38.3

DIR 36,648 8 2038 108 268.3 268.3 5.9

Dreamfit 48,867 6 4250 153 733.8 733.8 9.0

Dual 2,350 6 411 2 68.8 68.8 17.6

Dynamic Life 1,519 1 41 1 42.0 42.0 2.8

Espaigua 2,727 2 224 0 112.0 112.0 8.2

Fightland 12,148 2 153 1 77.0 77.0 1.3

Fitness Club Anura 2,775 7 567 30 85.3 85.3 21.5

Fitness Vic 2,992 6 730 5 122.5 122.5 24.6

Fraile Gym 2,108 1 16 2 18.0 18.0 0.9

Gimnasio Cronos 1,876 14 344 2 24.7 24.7 18.4

Gimnasio Energy 2,217 5 280 6 57.2 57.2 12.9

Gimnasio Grandmontagne 2,063 1 71 2 73.0 73.0 3.5

Go Gym 910 2 67 0 33.5 33.5 7.4

Gofit 105,367 4 2158 1333 872.8 872.8 3.3

Gym VM 646 1 6 0 6.0 6.0 0.9

Holiday Gym 16,980 6 457 13 78.3 78.3 2.8

Imapala Sport 3,536 1 137 12 149.0 149.0 4.2

Lowfit 4,614 8 267 4 33.9 33.9 5.9
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Megasport 7,217 10 364 12 37.6 37.6 5.2

Morales Box 9,188 3 332 11 114.3 114.3 3.7

Muscle Centre 1,297 4 271 15 71.5 71.5 22.1

Nine Fitness 32,015 3 78379 332 26237 26237 245.9

Onfitness 1,632 2 86 3 44.5 44.5 5.5

Poliesportiu Marxalenes 614 3 39 1 13.3 13.3 6.5

Qwellness 4,863 2 269 3 136.0 136.0 5.6

Reto 48 25,271 4 139 1 35.0 35.0 0.6

Sano Center 4,090 5 159 1 32.0 32.0 3.9

SGO Health & Spa Club 3,656 3 148 1 49.7 49.7 4.1

Simón Verde 1,637 7 271 8 39.9 39.9 17.0

SmartClub 3,742 1 46 2 48.0 48.0 1.3

Smartfit 6,931 6 464 15 79.8 79.8 6.9

Square Fitness 5,940 4 262 18 70.0 70.0 4.7

Synergym 45,467 8 2613 120 341.6 341.6 6.0

Thalassa 915 1 11 0 11.0 11.0 1.2

Training Guinardo 823 2 166 6 86.0 86.0 20.9

VivaGym 72,062 7 2121 84 315.0 315.0 3.1

Well Sport Club 2,222 1 167 14 181.0 181.0 8.1

Zagros 3,569 1 34 1 35.0 35.0 1.0

Com = Comments; ENGP = Article Engagement; ENGI = RivalIQ Engagement; ENGA = Agorapulse Engagement

It should be noted that the measure proposed by both Oviedo-García et al. (2014) and RivalIQ prioritizes directly counting 
the engagement of social profiles without giving importance to the number of fans/followers. Therefore, profiles with a higher 
number of followers could have higher Engagement as they have a larger “audience.” On the other hand, AgoraPulse does take 
into account the number of fans/followers, showing a more direct relationship between Engagement and the available audience.

Discussion
As the world adapts to the “new normal,” overcoming the health crisis, it is crucial to understand how fitness centers have 

utilized digital platforms to stay connected with their clients. Moreover, with society immersed in the digital era, marked 
by constant evolution, the use of the web and social media has become essential for businesses in the fitness industry 
(Deloitte, 2023; Meltwater & WeAreSocial, 2023). Thus, these platforms offer unprecedented opportunities for promotion, 
communication, and customer engagement. 

Considering the presence on corporate websites of organizations linked to the fitness sector, this study has highlighted 
that just over 91% have their own website. These findings emphasize the importance the sector places on the use of new 
technologies and digital innovation, especially after the Covid period, which propelled its development and advancement 
(Amankwah-Amoah, 2021; Gálvez-Ruiz et al., 2023; García-Fernández et al., 2022). 

On the social media front, it is worth noting that the analyzed fitness centers exhibit a certain trend towards the use of 
these channels. In this case, the results show that the most utilized social media platform in the fitness sector is Instagram, 
surpassing Facebook. Thus, over 82% of organizations have an account on both Facebook and Instagram, while more 
than 43% of the analyzed organizations have accounts on Facebook, Twitter, and Instagram. Additionally, TikTok emerges 
as a rapidly growing social media platform among the younger demographic, with an increased usage by fitness centers 
compared to previous years (Pérez-Tur et al., 2022). The rise of TikTok is not surprising, as it directly engages with the 
younger audience, and even in academic settings, it has been recognized as a tool facilitating learning, communication, and 
education (Escamilla-Fajardo et al., 2021).

These findings align with the global social media usage data from Meltwater y WeAreSocial (2023), indicating that just 
under 60% of the world’s population (4,76 billion people) are social media users. On a national level, individuals spend 
an average of 70 minutes per day using social media on their mobile phones (IAB Spain & Elogia, 2023), underscoring the 
significance of these platforms for both individuals and sports organizations alike. 
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In this regard, fitness centers have recognized that the way they communicate with their clients has shifted towards the 
digital realm, specifically through social media. This has led to the necessity of having a corporate presence on social media 
as a means of interaction and communication (Valcarce-Torrente et al., 2021). For other authors, these platforms emerge 
as a valuable management tool for the professional performance of sports managers (López-Carril et al., 2021).

Building upon the data related to fans/followers on the primary social media platforms of fitness centers, it should be 
noted that Instagram leads the list, surpassing Facebook and Twitter. These results align with those presented at a generic 
level for the Spanish population by Meltwater y WeAreSocial (2023). Hence, it could be argued that fitness centers are 
leveraging scientific insights and understanding that the methods of interaction, communication, and customer acquisition 
might be evolving. Valcarce-Torrente et al. (2021) have already pointed out that marketing departments are harnessing the 
benefits of these tools to engage in direct and tailored communication with their customers. 

However, concerning the engagement data, it could be noted that it has decreased compared to previous years (Pérez-
Tur et al., 2022). This is an aspect that requires further analysis; nevertheless, it could be attributed to the strategy that social 
media platforms are adopting to reduce organic reach, inevitably resulting in a decrease in engagement for businesses. 
This suggests that, despite the beneficial use of social media, continuous monitoring and updating with a professional and 
corporate approach are necessary. Therefore, it is understood as crucial for fitness centers to focus attention on generating 
that engagement with their clients, thus avoiding potential customer attrition. As Gil-Quintana et al. (2022) outlined, the 
development and implementation of social media are enabling the creation of more specific spaces for communication, 
interaction, content consumption, etc. Thus, fitness centers are leveraging the strengths of social media to support their 
exponential growth and social development. 

Limitations
The authors of the study acknowledge and are aware of certain methodological limitations that could impact the obtained 

results. These limitations include:

Firstly, the lack of necessary information about some companies in the database used for the study. It is possible that 
some relevant companies in the sector may not be included in the analysis due to a lack of available data. This could affect 
the representativeness of the sample and limit the generalization of the results.

Furthermore, the authors did not have access to private statistical data that could have provided additional information 
on the engagement factors proposed by Oviedo-García et al. (2014), adapted by García-Fernández et al. (2017). This includes 
the inability to access specific interaction data, such as “stories” that are not made public, and whose impact cannot be 
externally quantified. This lack of access to detailed data may limit a comprehensive understanding of engagement on the 
studied social media platforms.

Another significant limitation is the lack of consensus and variability in the factors comprising the engagement formula 
across different social media platforms. Since there are multiple factors and interaction possibilities on the platforms, there 
is no universally accepted formula for measuring engagement. This can make direct comparisons between social media 
platforms challenging and may complicate the interpretation of results.

Finally, certain profiles may limit access or visibility to specific data necessary for the analysis. This could be due to privacy 
settings or internal decisions of the companies that restrict the availability of certain information. These limitations in data 
access may impact the accuracy and representativeness of the obtained results.

With the intention of mitigating some of these limitations, it is proposed that future research include an in-depth analysis 
of the factors influencing the decrease in engagement to establish efficient strategies. On the other hand, seeking the 
participation of the companies within the study sample could be considered, intending to gather information that enriches 
the analysis and contributes more knowledge to the sector

Conclusions
The objectives of this present article were to analyze the online presence of companies in the fitness sector, 

assessing the availability and functionality of their corporate websites, examining their adoption of social media 
platforms such as Facebook, Instagram, LinkedIn, YouTube, Twitter, and TikTok, and, finally, exploring the concept of 
engagement and its measurement in the context of social media. Thus, different strategies used by fitness centers to 
encourage user interaction and participation on these platforms and their evolution over time were analyzed. Based 
on the results obtained, various relevant conclusions were drawn regarding the fitness center sector and its presence 
on social media. 

Firstly, it can be concluded that the analyzed companies attach importance to having an online presence and using digital 
tools to promote themselves and reach a wider audience. This is supported by the fact that a vast majority, specifically 
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91.07% of the analyzed fitness chains and centers, have a corporate website. This demonstrates the significance these 
companies place on establishing an online presence.

As a second conclusion, it can be asserted that there is a shift in the use of social media by companies in the sector, as 
there is a clear trend towards using Instagram as the primary platform for promotion and communication with customers. 
For the first time, Instagram has surpassed Facebook as the most popular social media platform in the fitness industry.

On the other hand, the importance of maintaining an active presence across multiple platforms to maximize the reach 
and visibility of companies in the fitness sector is demonstrated, as a combined use of different social media platforms by 
these companies has been identified.

Similarly, it can be concluded that social media serves as communication and promotion channels for fitness sector 
companies. In terms of followers and engagement on social media, interesting data has been obtained. On Facebook, the 
average number of followers on the analyzed companies’ fanpages is 12,277.06, with Basic Fit being the company with 
the most fans, reaching the figure of 1,104,918 followers. On Twitter, Gofit leads in the number of followers with 11,828, 
but only 19.18% of the companies use this platform. On the other hand, on Instagram, the average number of followers 
is 13,037.58, and Gofit also stands out with 105,367 followers. In terms of engagement, it is observed that Instagram 
achieves the highest average, followed by Facebook and Twitter. These data illustrate the importance of these social media 
platforms as communication and promotion channels for companies in the fitness sector.

However, a decrease in the average engagement has been identified compared to previous years (Herrera-Torres et al., 
2021; Pérez-Tur et al., 2022). This indicates that companies in the sector should pay special attention to improving their 
social media engagement strategy.

Furthermore, it is interesting to note that TikTok is gaining ground in the fitness sector. The number of active profiles 
on this platform has experienced a significant increase compared to the previous year (Pérez-Tur et al., 2022). This 
demonstrates that companies are recognizing the potential of TikTok as a platform to reach a younger audience and 
generate creative and entertaining content.

In summary, the results of this study indicate that Instagram is the leading social media platform in terms of engagement 
for fitness chains and centers, followed by Facebook and Twitter. However, it is important to note that engagement figures 
may vary based on the strategies and specific content used by each company. Additionally, the growth of TikTok as a relevant 
platform in the fitness sector underscores the importance of adapting to emerging trends on social media to maintain an 
effective online presence.

The implications for management arising from this updated analysis aim to provide a detailed and current insight into 
the use of the web and social media in the fitness industry in Spain during the year 2022. This allows fitness professionals 
to understand how companies leverage digital platforms to reach and engage their audience in an ever-changing 
environment.
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