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ABSTRACT

Fitness industry is one industry in India which is largely unorganized and lacks a definite structure but where input and 

output can be directly proportional and measured instantly But in last decade Indian Fitness industry has changed 

enormously and is fascinated to see how the demand for fitness products and services has grown by leaps and bounds. 

The paper consist of detailed analysis of Women Attitude towards gym in Delhi region and to have a better perspective– A 

comparative study of working women and homemakers is done. It also focuses on various factors that affect people 

choice of going and not going to the gym. The advent of technology and the democratization of information has been one 

of the many crucial factors that have led to the surge in consumers taking greater interest in fitness and actively seeking 

products and services to help them remain fit.
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INTRODUCTION

With the concepts of wellness and mindfulness becoming 

ever more important for consumers, fitness has become a 

more relevant goal for many people. Work done by Latent 

View Analytics looked at approximately 150 million data 

points including information on products, product usage, 

product reviews as well as search terms and social media 

conversations over the last 10 years.  

Most products and services in the market today are 

geared towards providing consumers with new and 

exciting ways to maintain good health and well-being. 

While many of these people visit gyms and fitness clubs 

to get in better shape or gain more strength, those with the 

want to become more fit and lead more active lifestyles 

are discovering fun, engaging, and off-beat fitness 

activities like Zumba, Pilates, MMA, kickboxing, 

aerobics, etc. On the other hand, the rise of professional 

sports means that fitness products and solutions focused 

on athletes are rising steadily in the market, indicating a 

substantial opportunity for some of the emerging, as well 

as established players in the country.

At the end of FY2018, revenues in the Indian fitness 

market amounted to USD 908million. Further growth in 
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the segment, expected at a CAGR of 9.3% between 2018 

and 2022, is expected to take the total market value to a 

whopping USD 1,296 million in 2022. Revenue is 

expected to show an annual growth rate (CAGR 2018-

2022) of 9.3 % resulting in a market volume of 

US$1,296m in 2022.

The Indian fitness industry is also helping bring about a 

much- needed revolution in the country that’s triggered 

by the increasing number of cases of obesity, diabetes, 

and heart disease. Furthermore, there is an increasing 

number of people in tier 2 and tier 3 cities looking for 

wellness and fitness solutions, with most men opting for 

muscle-building training and women for cardio-vascular 

and strength training. 

 LITERATURE REVIEW

Sonpal (2019) Health and fitness awareness growing day 

by day and to cater these needs, different kinds of Gyms, 

Health clubs and fitness centers are increasing their 

network. On the basis of questionnaires and interviews 

with relevant research results, consumers of health & 

fitness clubs in Bhavnagar city area are studied about 

their structures including ages, genders, etc., motivation 

of consumption, and consumption level as well as 

demand.

JerónimoGarcía-Fernández Et al (2018) “Exploring 

fitness centre consumer loyalty: differences of non-profit 

and low-cost business”. A number of studies have placed 

at the forefront variables that predict the loyalty of clients 

in fitness centers. In fact, no study has analyzed the 

differences between these variables according to 

business models. The objective of this study was to 

analyze the relationship between quality, value, 

satisfaction and the future intentions of clients of public 

and private low-cost fitness centers and their differences.

Laddha (2018)Fitness Equipment demand is one of the 

growing market in India due to awareness among the 

consumers, marketing strategies of companies and also 

the government initiatives towards this direction fuel the 

demand in near past and will increase at a fast pace in 

future. Consumers are going to gym and fitness centre to 

avail the services. Majority of consumers are belonging 

to the age group of 20- 30 years of age. Mostly students 

and young professionals with reasons behind the use of 

fitness equipment are lose weight, improve energy and 

reduce stress level

Afthinos(2017) the findings of the present research 

suggest that the aspects of service most desired by 

customers of fitness centers in Greece relate to the: 

tangible elements of the facilities; attitudes and abilities 

of staff members; cost of participation; and programming 

and scheduling of the services provided. Gender and type 

of center affected customers’ desires. Fitness centers that 

wish to attract a large number of women should 

emphasize their programming and scheduling – 

recognizing that female customers have specific 

expectations and are likely to be more critical of service 

personnel.

Pérez (2017) “The consumer behavior towards an 

ecological fitness club”. The survey we have conducted 

and the posterior analysis of the output we may conclude 

that this fitness club has to be taken to a re-dimension. 

Due to the fact that nowadays there is a growing 

conscience about the global warming and a higher 

awareness about health and good looking, it is a perfect 

idea to take advantage of both tendencies creating an 

environmental friendly fitness club.

Ha Nam KhanhGiao (2017) “Study of the Factors 

Affecting Customers’ Loyalty for Gym Service at K.I.M 

Center, Vietnam” This research aims to identify and 

measure the influence of factors affecting customers’ 

loyalty for gym service at K.I.M Center by surveying 640 

customers using the gym service at K.I.M Center. 

Cranach’s alpha, EFA, CFA and SEM analysis were used 

in the study. The results of the model tested with SEM 

supported 11 hypotheses out of a total of 12 hypotheses. 

The four factors are Habits, Conversion cost, 

Relationship marketing, and Satisfaction towards 

customers’ loyalty at the center. Two factors Intangible 

quality, Tangible quality has an impact on customers’ 

satisfaction.

Manuel JesúsBaena-Arroyo Et al (2016)“The 

relationship among service experience, perceived value 

and behavioral intentions of customers in a group fitness 

class”. Understanding the importance of consumer 

during the experience in the fitness centre is fundamental 

to comprehended behavioral perception of intention, and 

the relationships among these variables into group fitness 

class (GFC), and Virtual fitness class (VFC). Structural 

equation modeling analysis revealed the positive and 

significant effect of service experience on customers’ 

perceived value and behavioral intention, but results 

show that perceived value has poor fit on behavioral 

intentions.

Afif,AsyrafE.tal(2016) Physical inactivity is becoming a 

global epidemic and lead to many diseases. This cross-

sectional study tried to investigate knowledge, attitude 

and practice (KAP) regarding exercise among married 

and single person attending gymnasium and recreational 

parks. Furthermore, this study tried to look for factors 

associated with regularity of exercise and to find 

association between knowledge and attitude on practice 

of exercise. Improving knowledge of the participants can 

improve their attitude to change their practice to exercise 

regularly.

Diniz, Ana (2015) “Analysis of member retention in 

fitness through satisfaction, attributes perception, 

expectations and well-being”. The objective of this study 

was to understand how attributes perception, 

expectations, well-being and satisfaction influence 

membership retention in fitness clubs. To what extent do 

the perception of the service attributes by the members; 

the expectations, what is expected from a certain service; 

the well-being, pleasant feeling of body and mind; and 

the satisfaction, contentment of needs and desires, 
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influence retention in fitness clubs. It was observed that 

well-being in the club is the variable with the largest 

causal effect on membership retention, followed by the 

facilities and equipment, expectations and, less 

relevantly, human resources, and finally innovation and 

services.

Azhar (2015)In designing a research, that the purpose of 

the study is understand of Sri Lankan the benefits regular 

exercise and physical activity regardless of consumer 

age, gender or physical ability are hard to ignore source 

by a using questionnaire. Consumer research can also be 

divided in terms of qualitative and quantitative 

perspective. There is consumer favorable attitude for the 

gymnasium. But that gym canter fulfilled consumer 

delight. There is a problem trainer qualification low, no 

advice service, very short time opening and haven’t some 

best gym equipment.

Wen Zhang, Yuhong Li (2014) Commercial health & 

fitness clubs are providing an important kind of sporting 

service. On the basis of questionnaires and interviews 

with relevant research results, consumers of health & 

fitness clubs in Liverpool area are studied about their 

structures including ages, genders, etc., motivation of 

consumption, and consumption level as well as demand 

characteristics. This investigation finds that health and 

fitness consumers can be segmented by their health and 

fitness needs, drives, recognized rewards and their 

lifestyles. Age, family lifecycle and geo-demographic 

factors impact upon those elements and while more 

measurable are less predictable for determining health 

and fitness behaviors.

YILDIZ(2011)study proposes the SQS-FC (Service 

Quality Scale for Fitness Centers) scale for fitness centers 

and examines its effectiveness using importance-

performance analysis (IPA). Fitness center service 

quality attributes are developed using a sample of Turkish 

fitness center consumers and personal interviews. Data 

for the study is obtained from the customers of a private 

commercial fitness center (n = 246). The results revealed 

four factors for the SQS-FC scale including personnel, 

physical environment, supporting services, and program.

M. Teixeira and A. Correia (2009)In this paper, we have 

analysed the segments in a representative sample of 

fitness centre consumers based on a questionnaire survey 

conducted in Madeira in 2007. The principal components 

model identifies three distinct segments in the data. The 

first is the ‘happy’ segment, the second is the ‘unhappy’ 

segment and the third is comprised of the single, 

unattached consumers. We conclude that the 

management of the fitness centers can benefit by devising 

the appropriate marketing strategies aimed towards these 

groups of consumers. More research is needed to confirm 

these results.

V. Pedragosa and A. Correia(2009) the present research 

has led us to conclude that global satisfaction assumes an 

intermediate variable role in relation to the other studied 

constructs, namely, expectations, facilities and loyalty. 

The effects and positive relations presented above always 

take satisfaction into consideration as an intermediate 

variable through the verification of the four presented 

hypotheses. The consideration of expectations permits us 

to affirm the indispensability of their inclusion in the 

models that study their effect on and relation to 

satisfaction which, in turn, indirectly influences loyalty.

A. Sacavém and A. Correia(2009) Most obese people do 

not possess the indispensable energy levels to make the 

best of their own lives, their work and their family in a 

complete kind of way. They lose a significant part of their 

lives by needing medical care. When they seek answers, 

what they often hear is that all they have are ‘the signs of 

the times’, until one of these persons makes the happy 

decision to invest in his/her own wellness. What starts 

them off are three main goals: to improve their image and 

their energy levels; to retard the ageing process and to 

prevent the appearance of diseases.

Koçak and Korkusuz (2009)This study showed that the 

professional development programs of the health and 

fitness industry in Turkey were not standardized and were 

disrespected by the fitness professionals. However, this 

problem cannot be resolved only by nationwide 

implementations. As Parks (1990) suggests, in order to 

prevent the certificates from merely being pieces of 

paper, protection should come within the industry itself to 

set standards for the certification agencies of the health 

and fitness professionals.

OBJECTIVES  OF  THE STUDY

a. To examine the difference of attitude towards gym 

among Homemakers and Working Women in Delhi. 

b. To study the participation of women towards fitness 

in today’s era. 

METHODOGY USED FOR DATA COLLECTION

To achieve the objective of the study, both primary and 

secondary data was  used. The primary data was collected 

through questionnaire. This questionnaire aims to gather 

information about women footfall, their perception, 

attitude, Behavior towards gym. Questionnaire as 

designed using 5 point likert scale wherein statements 

were designed/ formulated for the study. The data was 

collected from 130 respondents of Delhi as far as 

sampling method is concerned random sampling was 

used. The secondary data was collected through, 

websites, journals, books and other sources.

Methodology used for Data Analysis: 

Data collected was analyzed using T-Test. As far as 

statistical tool is concerned, MS Excel and SPSS was  

applied to analyze data. 

Hypothesis 

H : There is no statistically significant difference in 01 

the attitude of homemakers and working 

women  towards  gym.. 

H : There is a statistically significant difference in a1

the attitude of homemakers and working 

women  towards  gym. 

Table 1: Reliability Statistics

 

Reliability Stat istics 

Cronbach's Alpha 

Cronbach's Alpha Based on Standardized Items No. of Items 

.682 .759 16

The data is considered to be reliable when the cronbach’s 

alpha value is equal to or exceeds .06. The above table 

clearly shows that the data set is reliable enough to 

conduct the study as it exceeds the standard value which 

is 0.6.

RESULT & DISCUSSION

Independent T-test result and interpretation

H  : There is no statistically significant difference in the 01

attitude of  homemakers and working women  

towards  gym. 

H : There is a statistically significant difference in the a1

attitude of  homemakers and working women  

towards  gym. 

Table 2 : Group Statistics

 

 

WOMEN NMean Std. Deviation Std. Error Mean

OUTPUT

Home Makers 6556.34 6.006 .745

Working Women 6556.00 4.931 .612

 

0
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Table 3 : Group Statistics

Table 3 clearly indicates the results of independent t test 

on attitude of home makers and working women. On the 

basis of hypothesis formulated the interpretation is as 

follows:

The attitude of home makers and working women 

towards gym do not differ as p value is  0.726 which is 

greater than 0.05. Hence we conclude that there is 

stastically no significant difference in the attitude of  

homemakers and working women.

Major Findings 

To make the theoretical contribution of this research 

easier to follow, the findings are presented according to 

the research objectives outlined  in the introduction.

1. The finding of the research that there is a 

significant relationship between homemakers and 

working women that is both of the groups are 

going to the gym.

 2. The survey has found that time pressure is the 

major constraint which stops respondents from 

going to the gym.

3. The main reason behind people not going to the 

gym is time pressure then second reason being that 

they prefer doing exercise at home and lastly 

financial resources and outdoor activities.

4. According to the study most of the women prefer 

going to the gym in the evening.

5. 67% out of the total sample size people prefer high 

energy environment in the gym.

CONCLUSION

The data was collected equally from the working women 

and home makers to find out the inclination or preference 

of which segment is more towards gym. The study shows 

that it is the young generation especially below 25 yrs of 

age who prefer to go to gym as they are more conscious 

about their look and have understood the importance of 

health and to remain fit. It was found out that majority of 

women whether they are home maker or working women 

who are not interested to go to gym or fitness center is 

because of their hectic schedule in daily routine life. 

Many were of the opinion that already they work under 

such pressure than why to exercise? If at all they have to 

do exercise then why to move out they can do it at home. 

Financial aspect is also a reason behind for not going to 

gym. The study also reflect about the schedule to go to 

gym for which 63% of women want to go daily but 38% 

never want to go to gym and evening time is preferred  by 

maximum women. One of the aspects behind the study 

was to know the reason for women to go to gym and it was 

found out that majority was going to loose weight but 

another major segment used to go for muscle weight gain 

and tone their body to remain fit. Though looking good 

and achieving goals were the other reasons but 

surprisingly socializing was least opted.

MANAGERIAL  IMPLICATION

The motive behind exercise habit and its association with 

quality of life should be made clear to women 

irrespective of working or homemaker. It is required to 

make them understand that exercising under specific 

conditions and attribution can provide better results. An 

exercise program that emphasizes awareness of exercise 

intensity and reasons behind exercise such as a 

mindfulness based exercise program can be designed.

It is also recommended that if women don’t want to go to 

gym due to time pressure they can exercise at home as 

today we are in digital era and one can go for online 

exercise workout at one’s convenience because today 

many gym market themselves as locales for online 

exercises and also accessible safe, inclusive and 

empowering spaces for women. Going for online live 

training sessions will inspire and motivate them. It will 

also facilitate their learning and will be able to seek 

personalized instructions. These online training sessions 

will not only help to shape their body but also provide 

them platform to increase their networking and will also 

get followers on social media.
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Table 3 : Group Statistics

Table 3 clearly indicates the results of independent t test 

on attitude of home makers and working women. On the 

basis of hypothesis formulated the interpretation is as 

follows:

The attitude of home makers and working women 

towards gym do not differ as p value is  0.726 which is 

greater than 0.05. Hence we conclude that there is 

stastically no significant difference in the attitude of  

homemakers and working women.

Major Findings 

To make the theoretical contribution of this research 

easier to follow, the findings are presented according to 

the research objectives outlined  in the introduction.

1. The finding of the research that there is a 

significant relationship between homemakers and 

working women that is both of the groups are 

going to the gym.

 2. The survey has found that time pressure is the 

major constraint which stops respondents from 

going to the gym.

3. The main reason behind people not going to the 

gym is time pressure then second reason being that 

they prefer doing exercise at home and lastly 

financial resources and outdoor activities.

4. According to the study most of the women prefer 

going to the gym in the evening.

5. 67% out of the total sample size people prefer high 

energy environment in the gym.

CONCLUSION

The data was collected equally from the working women 

and home makers to find out the inclination or preference 

of which segment is more towards gym. The study shows 

that it is the young generation especially below 25 yrs of 

age who prefer to go to gym as they are more conscious 

about their look and have understood the importance of 

health and to remain fit. It was found out that majority of 

women whether they are home maker or working women 

who are not interested to go to gym or fitness center is 

because of their hectic schedule in daily routine life. 

Many were of the opinion that already they work under 

such pressure than why to exercise? If at all they have to 

do exercise then why to move out they can do it at home. 

Financial aspect is also a reason behind for not going to 

gym. The study also reflect about the schedule to go to 

gym for which 63% of women want to go daily but 38% 

never want to go to gym and evening time is preferred  by 

maximum women. One of the aspects behind the study 

was to know the reason for women to go to gym and it was 

found out that majority was going to loose weight but 

another major segment used to go for muscle weight gain 

and tone their body to remain fit. Though looking good 

and achieving goals were the other reasons but 

surprisingly socializing was least opted.

MANAGERIAL  IMPLICATION

The motive behind exercise habit and its association with 

quality of life should be made clear to women 

irrespective of working or homemaker. It is required to 

make them understand that exercising under specific 

conditions and attribution can provide better results. An 

exercise program that emphasizes awareness of exercise 

intensity and reasons behind exercise such as a 

mindfulness based exercise program can be designed.

It is also recommended that if women don’t want to go to 

gym due to time pressure they can exercise at home as 

today we are in digital era and one can go for online 

exercise workout at one’s convenience because today 

many gym market themselves as locales for online 

exercises and also accessible safe, inclusive and 

empowering spaces for women. Going for online live 

training sessions will inspire and motivate them. It will 

also facilitate their learning and will be able to seek 

personalized instructions. These online training sessions 

will not only help to shape their body but also provide 

them platform to increase their networking and will also 

get followers on social media.
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