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The extensive growth in demand for fitness services in Kazakhstan, 
due to the promotion of healthy lifestyles, physical beauty, now an incen-
tive to enhance the marketing activities of enterprises sports services. The 
study has the following objectives: to analyze the market of fitness services 
in the Republic of Kazakhstan and Almaty city; to study consumer prefer-
ences in the field of fitness services. The following methods were used for 
the task: collecting secondary data, SWOT-analysis. Also, the collection 
and processing of statistical data, publications, reports of foreign and do-
mestic research and consulting companies, information-analytical portals. 
This paper presents an analysis of the main indicators of the Kazakhstan 
market of fitness services, namely supply and demand for fitness services 
(market size, growth rate, key players, market segmentation, etc.), as well 
as the current state of the market in the city of Almaty.
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ҚР жә не Aлмaты қaлaсындaғы 
фит нес-қыз мет тер нaры ғы ның 

қaзір гі жaғдaйы

Қaзaқстaндaғы сaлaуaтты өмір сaлтын, фи зикaлық әсем дік ті дә-
ріп теу ге не гіз дел ген фит нес-қыз мет тер ге экс тен сив ті сұрaныстың 
өсуі қaзір гі тaңдa спорт тық қыз мет тер ді ұсынaтын кә сі по рындaрдың 
мaркетинг тік қыз ме тін aкти визaциялaйт ын ынтaлaнды ру шы бо лып 
тaбылaды. Зерт теу ке зін де ке ле сі дей мін дет тер қойыл ды: ҚР және 
мен Aлмaты қaлaсы бо йын шa фит нес-қыз ме ті нaры ғын болжaмдaу; 
фит нес-қыз мет сaлaсындa тұ ты ну шы тaлғaмын aнықтaу. Қойылғaн 
мін дет тер ді ше шу үшін ке ле сі дей әдіс тер қолдaныл ды: екін ші рет-
ті aқпaрaттaрды жинaу, SWOT-тaлдaу. Со ны мен қaтaр,  ше тел дік, 
отaндық консaлтинг тік жә не зерт теу ші компa ниялaры ның есеп те-
рі, aқпaрaттық-тaлдaу портaлдaры, пуб ликaциялaр,  стaтис тикaлық 
мә лі мет тер ді өң деу жә не жинaу жү зе ге aсы рыл ды. Бұл жұ мыстa 
Қaзaқстaн нaры ғындaғы фит нес-қыз ме ті нің не гіз гі көр сет кіш те рі, 
со ның ішін де, фит нес-қыз ме ті нің сұрaны сы мен ұсы ны сын, со ны-
мен қaтaр, осы нaрық тың Aлмaты қaлaсындaғы қaзір гі жaғдaйы ұсы-
нылғaн.

Тү йін  сөз дер: фит нес-қыз мет тер, нaрық ты тaлдaу, сег мент теу.

Aхме товa З.Б., 
 Бел ғожaқы зы М.,  

Ягу динa М.A.

Сов ре мен ное сос тоя ние рынкa 
фит нес-ус луг в РК и в го ро де 

Aлмaты

Экс тен сив ный рост сп росa нa фит нес-ус лу ги в Кaзaхстaне, обус-
лов лен ный по пу ля ризa цией здо ро во го обрaзa жиз ни, фи зи чес кой 
крaсо ты, в нaстоящее вре мя яв ляет ся сти му лом для aкти визaции 
мaрке тин го вой дея тель ности предп рия тий спор тив ных ус луг. В 
рaмкaх исс ле довa ния постaвле ны сле дующие зaдaчи: проaнaли зи-
ровaть ры нок фит нес-ус луг в РК и в го ро де Aлмaты; изу чить пот-
ре би тель ские пред поч те ния в сфе ре фит нес-ус луг. Для ре ше ния 
постaвлен ных зaдaч при ме ня лись сле дующие ме то ды: сбор вто-
рич ной ин формa ции, SWOT-aнaлиз. Тaкже осу ще ств лял ся сбор и 
обрaботкa стaтис ти чес ких дaнных, пуб ликaций, от че ты зaру беж ных 
и оте че ст вен ных исс ле довaтельс ких и консaлтин го вых компa ний, ин-
формaцион но-aнaли ти чес кие портaлы. В дaнной рaбо те предстaвлен 
aнaлиз ос нов ных покaзaте лей кaзaхстaнс ко го рынкa фит нес-ус луг, a 
имен но пред ло же ния и сп росa фит нес-ус луг (ем кос ть рынкa, темп 
ростa, ос нов ные иг ро ки, сег мен ти ровa ние рынкa и т.д.), a тaкже сов-
ре мен но го сос тоя ния дaнно го рынкa в го ро де Aлмaты.

Клю че вые словa: фит нес-ус лу ги, aнaлиз рынкa, сег мен ти ровa ние.
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Physical culture and sport in modern society are the most 
important factor of maintaining and strengthening the health of the 
people, improving their culture, way of communication, leisure 
activities, an alternative to bad habits and addictions. However, 
physical education and sport intensively impact on economic life of 
the state and society: the quality of the workforce, on the structure of 
consumption and demand, consumer behavior, on foreign economic 
relations, and other indicators of the economic system and society 
in general.

Kazakhstan market of fitness services began its formation nearly 
10 years ago, it is still very promising. Interest in this type of service 
is evident not only among young people, but also business people 
who want to be in shape and lead a healthy lifestyle. All this is due 
to the further prospects of development of the market of fitness 
services in Kazakhstan. This is indicated by the rapid growth of 
sports services. 

Kazakhstan is ahead of leading fitness world powers according 
to the dynamics of growth in the number of fitness centers. Fitness 
industry in Kazakhstan is gaining strength by bringing different 
resources, in particular through the organization and holding of 
exhibition and festival projects, including, for example, Kazakhstan 
and Central Asia Bodybuilding and Fitness Championship and 
Strongman Cup.

Despite seeing an increase, a very small number of people (4%) 
is engaged in fitness in our country is still. If we compare the number 
of people engaged in the United States, Kazakhstan is considerably 
inferior to the percentage of the leaders not only Americans, but 
also less advanced in this matter to Europeans. These factors clearly 
demonstrate that the reserve in the Kazakhstan fitness market is very 
large. It is, certainly be noted that the domestic market of fitness 
services is concentrated in Almaty and Astana, while in the regions 
niche of fitness services is in its infancy. The most interesting remain 
the city, where infrastructure is well developed and has all the 
prerequisites for intensive development, and in all possible market 
segments. The business development of fitness clubs network mainly 
occurs due to intense regional expansion. Among the largest cities of 
Kazakhstan Shymkent, Ust-Kamenogorsk, Aktau, Atyrau and other 
major cities can be identified by turnover retail fitness services [1].
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As a result of the deteriorating economic 
situation in the country at the end of 2008 
there was a decline in incomes and rise in 
unemployment, which has led to a decrease in the 
share of Kazakh people, attending fitness clubs 
in 2009, to 0.81%. But 2010 was marked by the 
return to training of some corporate and private 
clients, as a result of which the market grew 
by 14.3% (Fig. 1). The greatest positive impact 

on the market of fitness services has a level of 
income and, accordingly, the standard of living of 
the population. Considering these factors, as well 
as the promotion of healthy lifestyles, we can say 
that today the fitness industry in the Republic 
of Kazakhstan is in the growth stage. So, since 
2011 the fitness industry in Kazakhstan is steadily 
growing on average by 20-30% per year, opening 
new clubs, new brands are coming.

 
 

Fig. 1. Dynamics of fitness services to Kazakhstan market for 2007-2015. 
 
The volume of the Kazakhstan market of fitness services is about 1.5% of the world 

market and more than $500 million. Even in 2005 this figure was at the level of $100-150 mln., 
By 2015 it had increased almost three times [2]. It is expected that in the coming years, this 
market will grow at the expense of network players and fitness penetration in the regions. 
However, it is worth mentioning the main problems that hinder the penetration of fitness services 
in the regions. This lack of suitable for fitness centers (clubs) space and high rental rates. Among 
other barriers - a high threshold to enter the market, long-term payback fitness facilities, the lack 
of qualified personnel. 

Today in the domestic market, there are about 3,500 sports and fitness centers. Astana 
now operates more than 200 institutions that provide fitness services, 30% of which fall to the 
share of network brands. [2] Astana market fitness services is under active development and 
forms the core of all Kazakhstan trend: the emergence of first premium clubs and slower 
development of the niche of medium and economy class. The high concentration of clubs in the 
capital, forcing major players to explore new regions, to think through the strategy of 
development of the middle segment, and competition in the big cities - to think of new strategies 
club card sales. Also, the best prospects are clubs providing opportunities for family fitness, the 
new group and individual programs, exclusive design and equipment that meets international 
standards.  

At present the market of fitness services in Kazakhstan are represented as network centers, 
and single-not network. As a rule, health clubs (centers) are located in the following objects: 
shopping centers, business centers, hotels, sports complexes, separate buildings. Speaking about 
the market trends of fitness, of course, is to touch such a thing as the development of private, 
non-networked clubs. Their market share is 65% of the total number of fitness clubs (centers). 

About a third of the Kazakhstan market of fitness services represented by network clubs. 
Large companies are now in the field: network «WorldClass», a network of «Fitnation», 
«Fidelity» network. It is also worth noting that the trend of formation of international networks 
in Kazakhstan was not developed, and now the share of foreign companies in the health club 
segment (center) is 2% [3]. 

Staffing Astana market makes big players explore new areas, and competition in the big 
cities - to use different marketing tools to retain their positions. In this regard, as a comparison 
reference for further research will be considered marketing activities provided fitness clubs 
(Table. 1). 

 
Table 1 - The basic types of network fitness clubs (centers) in Kazakhstan and their share 

in the total market 

Fig. 1 – Dynamics of fitness services to Kazakhstan market for 2007-2015.

The volume of the Kazakhstan market of fitness 
services is about 1.5% of the world market and 
more than $500 million. Even in 2005 this figure 
was at the level of $100-150 mln., By 2015 it had 
increased almost three times [2]. It is expected that 
in the coming years, this market will grow at the 
expense of network players and fitness penetration 
in the regions. However, it is worth mentioning the 
main problems that hinder the penetration of fitness 
services in the regions. This lack of suitable for 
fitness centers (clubs) space and high rental rates. 
Among other barriers – a high threshold to enter the 
market, long-term payback fitness facilities, the lack 
of qualified personnel.

Today in the domestic market, there are about 
3,500 sports and fitness centers. Astana now 
operates more than 200 institutions that provide 
fitness services, 30% of which fall to the share of 
network brands. [2] Astana market fitness services 

is under active development and forms the core 
of all Kazakhstan trend: the emergence of first 
premium clubs and slower development of the 
niche of medium and economy class. The high 
concentration of clubs in the capital, forcing major 
players to explore new regions, to think through 
the strategy of development of the middle segment, 
and competition in the big cities – to think of new 
strategies club card sales. Also, the best prospects 
are clubs providing opportunities for family fitness, 
the new group and individual programs, exclusive 
design and equipment that meets international 
standards. 

At present the market of fitness services in 
Kazakhstan are represented as network centers, and 
single-not network. As a rule, health clubs (centers) 
are located in the following objects: shopping 
centers, business centers, hotels, sports complexes, 
separate buildings. Speaking about the market trends 
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of fitness, of course, is to touch such a thing as the 
development of private, non-networked clubs. Their 
market share is 65% of the total number of fitness 
clubs (centers).

About a third of the Kazakhstan market of 
fitness services represented by network clubs. Large 
companies are now in the field: network «WorldClass», 
a network of «Fitnation», «Fidelity» network. It is also 
worth noting that the trend of formation of international 

networks in Kazakhstan was not developed, and now 
the share of foreign companies in the health club 
segment (center) is 2% [3].

Staffing Astana market makes big players 
explore new areas, and competition in the big cities 
– to use different marketing tools to retain their 
positions. In this regard, as a comparison reference 
for further research will be considered marketing 
activities provided fitness clubs (Table. 1).

Table 1 – The basic types of network fitness clubs (centers) in Kazakhstan and their share in the total market

Type of network Description of network Representatives Share in total volume of 
Kazakhstan fitness market

International The company operates in 
several markets, with the 
turnover of the network 
formed by a number of 
countries

«World Class»,  «Reebok», 2%

Republican Companies operating in 
several cities in Kazakhstan

«Fidelity», «Fitnation», 
«BeTurbo»

71%

Regional (local) Companies operating on the 
market of one or more areas 
(cities)

Depending on the region 27%

Despite the fact that most analysts predict 
that the future of fitness development will depend 
entirely on the big players, such a thing as small 
clubs exist, and it requires their evaluation. The 
undoubted advantage of these clubs is their 
proximity to either the place of work or to the place 
of residence customers, as these fitness centers are 
designed for residents of a particular neighborhood 
or even a quarter, and do not pretend to do more. 
This club can be located in any remote area or from 
the center of the suburb, where the price of rent is 
much lower. These clubs are often in small rooms, 
not very adapted for the gym originally, but due to 
the efforts made by the owners, and often themselves 

instructors, rather comfortable and easy to use, 
although, of course, do not have a close and that 
the equipment that is in the premium rooms-class. 
But this is offset by the high professionalism and 
the instructor is very careful attitude to the client. 
Another undoubted advantage of the small fitness 
clubs is their relative cheapness, and therefore 
accessibility. As mentioned above, these clubs can 
afford to work where rents are significantly lower, 
which can not afford a fitness club premium. Also 
reflected in the price of the minimum requirement 
of such clubs in the instructors, they are often 
bypassed by two experts, one of which is the master 
(tab. 2).

Table 2 – Segmentation of prices for a class and saturation segments

Price segment The cost of training a year, KZT Market saturation, %

Premium segment (VIP) 300 000 – 800 000 28

The middle segment 90 000 – 200 000 12

Available segment (bottom) 90 000 60

The demand for fitness services has increased 
significantly in the last five years, when the culture of 

consumption has changed, it has become fashionable 
to lead a healthy lifestyle, look good. If we talk about 
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market saturation, the major and emerging cities, 
these figures vary significantly. This is mainly due 
to the financial security of citizens. At the same time 
fully meet the demand for premium health clubs in 
the capital. This is due to the fact that Kazakhstan’s 
fitness industry is developing in many ways similar 
to the English market, which also started with the 
upper segment, a very expensive club cards (about 
40-45% of the network is developing brands in 
the premium class, since the greatest demand for 
healthy life is seen in the business of people aged 
21-35 years who are ready to pay 500 thousand KZT 
per year for the comfort and professionalism of the 
staff).

In Kazakhstan, the cost of services in the VIP 
sector exceeds 60 000 KZT per month, or the cost 
of a club card exceeds 700 000 KZT in year. VIP-
segment is already filled with more than 70-90%, 
however, the VIP-customer services rather unstable 
and disloyal. Two of these factors explains the high 
level of competition in the VIP-sector and not a very 
big potential for growth. The fierce competition in 
this segment is already pushing clubs to use various 
marketing moves, whether it is a unique exercise 
program or class at the exclusive equipment. 
Segment clubs for the middle class is quite clear, 
but it is becoming more attractive to investors 
from the premium in terms of business expansion 
and improve its profitability. Expanding business 
borders, fitness operators enter middle-segment in 
order to obtain a new target audience. To date, the 
road sector accounts for about three-quarters of the 
market of fitness services in terms of value. This is 
explained by this fact that initially all players in the 
fitness market rushed to get to the road segment, as it 
is for the sector in the early 1990s formed potential 
customers, able and willing to pay for their health 
and beauty. To this day, companies in this segment 
remain faithful to their expensive and demanding 
customers.

In the second of fitness services segment of 
the market prices fluctuate in the range of 15-20 
thousand KZT per month, or 180-240 thousand KZT 
a year. The degree of saturation of the sector is equal 
to 50-60%. Elasticity and wherein the segment 
capacity is rather high. This segment focuses 
primarily on the emerging middle class. Of course, 
the annual income of the middle class has grown 
in recent years, and more people began to able to 
visit the clubs at these prices, but still the number of 
people receiving 60-100 thousand KZT, is very high 
in our country, and it is unlikely they are ready to 
pay for the club card from 15 to 30% of their annual 
income. It is in this sector of the market and is the 

main battle for the final consumer, as the average 
price niche provides the greatest opportunities for 
business expansion.

In the lower segment of the cost of services is 
limited by a corridor 5-8 thousand KZT per month. 
However, in the bottom sector there is no culture of 
fitness and sports. Available (lower) segment served 
by the former Soviet sports and wellness centers 
and sports complexes. Such complexes specialize in 
only one form of physical training (by shaping or 
gyms training) and can take a very limited number 
of clients. Usually they work on the principle of 
one-time or subscription payment system, without a 
club membership. Such institutions, it is clear where 
affordable than fitness centers, but the service does 
not count here. Therefore, the capacity is 60%.

Thus, in the general market structure sports 
clubs services occupy approximately 40% and 
service road (28%) and the average (12%) segments. 
The remaining 60% of the market accounted for 
affordable (lower) segment, which is served by the 
former Soviet sports and wellness centers and sports 
complexes. [2]

Analyzing the demand for fitness services, it 
is worth mentioning the phenomenon of cyclical 
(seasonal). This fact means that at different times of 
the year the number of clients varies considerably: 
peak periods occur in autumn, winter and spring 
seasons in particular, and in the summer there is a 
significant outflow of consumer fitness services.

To compensate for the reduced demand for 
fitness services in the summer, when many potential 
and actual consumers go on vacation and travel, 
fitness clubs used sales tactics annual subscriptions. 
Paying upfront or in installments subscriptions, 
consumers thereby reduce the cost of commercial 
risks manufacturers of fitness services, raise the 
profitability and stability of their work.

Next, we consider the current state of the market 
of fitness services in the city of Almaty.

Market capacity of fitness services in Almaty 
is approximately 5 billion KZT. Fitness industry in 
this city is growing rapidly, with the market players 
to penetrate the network, creating competition for 
regional clubs.

For today in the city of Almaty, operates 125 
fitness center, the largest of them «Fitnation», 
«Fidelity», «Banzai», «World Class», «Rakhat 
Fitness», «Dolphin», «Be Turbo», «Fitness 
Blitz», «Luxor Wellness Club», «TITAN 
GYM»,«Adrenaline». However, the market town 
of fitness services is still far from saturation. The 
demand is satisfied only 60-70%. The lack of tough 
competition allows local operators to set prices 
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without regard to the cost of services rival clubs, but 
an acute shortage of qualified trainers holding back 
market development. The main problems hindering 
the development of the fitness industry in Almaty is 
still the financial component as well as unawareness 
of the potential clients of fitness of utility and all 
sports for the human body, laziness, a variety of 
entertainment and other places away from home, are 
still more attractive to people.

In Almaty the market of fitness services has 
formed a group of leaders, consisting of five players, 
which account for about 30% of the total turnover 
of the local fitness industry. Among them are: 
«Fidelity», «Fitness Blitz» and «World Class». The 
group includes leaders of major centers (the area up 
to 2000 sq. m.) that can provide the customer the 
widest possible range of services.

The remaining 70% of the market – it is smaller 
clubs, also owned mid-market and economy class 
places. Despite the increase in the number of major 
players, such customer’s deficit sports clubs do 
not suffer: still great number of people who prefer 
modest and relatively cheap rooms.

Analysis of the current system of pricing and 

discounts in this segment of the market of services 
of Almaty has shown that, in the first place, now 
the prices in many fitness clubs considerably 
overestimated; Secondly, many ordinary health 
clubs do not provide a sufficient number of services, 
do not have the proper equipment level, and the 
rooms themselves such clubs are not the best, but 
the price for their services is essential.

Thus, of the following the following main 
tendencies of development of fitness services in 
Kazakhstan in recent years due to the increased 
level of income dynamics of development of the 
fitness industry has been positive; demand for fitness 
services has increased significantly over the past few 
years, when to change the culture of consumption; 
given the interest in fitness in the elderly, sports 
clubs pay much attention to the development of 
specialized training programs for people aged. Also 
worth noting is that in Almaty at the moment there 
are all conditions for the further development of 
the fitness industry, evidenced by the high level of 
equipment of the clubs, a rich range of services. All 
this leads to good prospects for development of the 
market of fitness services in the region.
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