But viral advertising - is not only a cool video or a picture, which
will be sent to each other. Viral advertising - is always an advertisement.
Advertising is information about a product. And this is what is often
lacking in this kind of advertising. The only one effect that is often
achieved: sliding name of a product in the video. But it’s too little!
Viral advertising should encourage to leam something more about
the advertised product, go to the website or to find additional information
in the Internet, etc. During description of successful viral companies,
everyone talks about the number of hits, such as “our movie was watched
by 100,000 persons during the week”. And what? Is it the main aim of
advertising? Is it the most important, how many times your video will be
watched and reposted?
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Управление процессом привлечения клиентов
(на примере деятельности «Афина фитнес»)
Российский рынок фитнес-услуг активно растет и развивается,
поэтому проблема привлечения клиентов к занятиям спортом
остается актуальной. В данной статье определены наиболее удачные
способы и методы привлечения потенциальных клиентов на примере
фитнес-клуба г. Екатеринбурга «Афина фитнес». Проведен анализ
различных опросов и маркетинговых исследований, который
позволил определить наиболее важные факторы, способствующие
привлечению посетителей в фитнес-клуб.
Management of attracting customers
(on the example of “Athena fitness”)
In the present socio-economic conditions success begins at the level
of the state as well as at the level of a particular organization and primarily

depends on the human factor. It has been proved that productivity in an
organization depends on the health of its employees. Fitness centers deal
with this problem.
Nowadays, the number of people who do fitness is not large. If we
compare the figures in Russia and abroad, we are significantly inferior to
the age of other countries. According to Russian Public Research Center
only 3 % of the total population of Russia do fitness, whereas in the U.S. it
is 14.1, and in the UK - 6 %. Because over the years, the number of people
who like fitness in Russia and other countries has been growing, the
Russian fitness market looks very promising. The domestic market of
fitness services began its formation 15-17 years ago [1].
It was during the period when a lot of modem trends came to Russia
from abroad. One of them was to have a beautiful athletic. Fitness came to
our country on videotape programs and in the form of workshops, master
classes from American professionals. The West already created various
programs and gained a lot of experience that we were able to use. People
were told how to eat properly, how to take care of their body, how many
hours they need to exercise in order to achieve a particular effect. Since
then, many fitness clubs have been opened throughout Russia. Russian
fitness market is still in its infancy and lags behind Western about
20-30 years. The size of the Russian fitness market is about 1 % of the
world market. So, the market of fitness services is actively growing and
developing, and the problem of attracting customers to the facility remains
current.
In the Russian dictionary of Ozhegov the word “attract” has a
common use, as it is used in a variety of situations [2].
For managers of fitness services the term is involved in all areas of
management. Analysis of each control function (planning, organization,
motivation and control) shows that “attract customers” is the key word in
activities of such organizations.
Let’s consider in more details the function of planning to attract
customers to our organization. The process that involves setting goals or
objectives of the organization, establishing an overall strategy for
achieving these goals and developing a comprehensive hierarchy of plans
to consolidate and coordinate all activities of the company is understood
by planning in management.
Thus, the plan combines prediction and strategy, which in the fitness
industry is the main purpose of the service sector.

Because of this it is necessary to use such methods to attract
customers, which would allow to maximize profit and at the same time to
minimize the cost of attracting customers. Modeling the process of
attracting customers allows focusing marketing efforts on attracting
customers who are likely to be potential customers of fitness services.
Developing plans of attracting customers it is necessary to provide
various techniques of influencing different categories of people and
thereby create conditions for the development of an effective strategy to
attract customers [3].
Strategies of attracting customers, based on the analysis of interests
and preferences of consumers, allow managers to focus on those segments
that will bring the biggest profit.
The method of modeling feedback is not so commonly used among
various methods of optimization of strategies to attract customers. Making
models of feedback is used to predict which marketing programs will
provide the highest response, which in its turn allows to attract more
customers. Modeling responses should be carried out during the whole
period of time when a person is a member of a fitness club. Potential
customers in this situation can really help the company in expanding its
customer base [3].
For “Athena fitness”, located in the city of Yekaterinburg, surveys
were conducted. They let us identify the most profitable methods to attract
consumers to the fitness center. The first version of the survey showed
how people involved in sports choose a fitness club where they want to go.
Factors that primarily affect the choice of a fitness center were
defined [4].
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As you can see from the diagram the most important factors for
people are time, equipment and professional instructors. These three
factors helped the management of “Athena fitness” make a management
decision aimed at developing client-friendly schedule, update equipment
and pay attention to the instructors’ training [4].
The second version of the survey revealed the criteria for choosing a
fitness center, among which an affordable price takes the first place.
Selection criteria fitness club
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The research allowed us to calculate the risk of expenses and the
possibility of achieving the best results in attracting customers.
Thus, any organization is able to attract the customers if the
following points are considered: a) management recognizes the importance
and the urgency of the problem; b) who is able to offer solutions to this
problem, and if he is authorized to do so.
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