
The Impact of Ratings on ClassPass Utilization and Loyalty 1

The Impact of Ratings 
on ClassPass 
Utilization and 
Loyalty

WHITE PAPER



The Impact of Ratings on ClassPass Utilization and Loyalty 2

01 Introduction

02 How Do ClassPass Ratings Work? 

03 Our Findings

04 Improving Your ClassPass Ratings

05 Conclusion

WHITE PAPER



The Impact of Ratings on ClassPass Utilization and Loyalty 3

Introduction
Each month, ClassPass facilitates over one million class reservations for our 8,500 
studio and gym partners. Access to a volume of fitness experiences this size places 
us in the unique position to analyze and infer the variety of trends developing in the 
boutique fitness space, as well as the preferences and habits of thousands of fitness 
enthusiasts. In our series of white papers, we share our findings with the ClassPass 
Partner community, aimed at helping the industry continue to evolve and flourish. 

It’s no secret that user ratings can have an impact on your business. Nearly every brand or business has a 

platform for customers to leave ratings, from TripAdvisor to Amazon, as many people rely on input from 

others before trying a new product or service.  When it comes to the booming fitness market—where 

new studios are opening all the time—studio and gym owners should be cognizant of the fact that the 

consumer landscape has evolved to the point where ratings are necessary for new users to discover and 

connect with their studio.

ClassPass’s rating system averages the ratings a studio or gym receives over a rolling 90-day period to 

create a venue-level rating, which is then displayed on the venue’s page on ClassPass. Users are able to 

view these ratings when exploring or booking classes. 

In this report, we wanted to understand how ratings are distributed across our platform and how they 

impact a user’s decision to book a class. We wondered: what constitutes a “good” rating? Is a 4.4 star 

rating of your venue markedly different than a 4.5 star, and if so, how? What is the inflection point of 

“good” versus “bad,” and how does that translate to users both booking class at your studio or gym and, 

perhaps more importantly, returning?

While factors like the type of workout, location, culture and more undoubtedly impact a user’s decision 

to book and return to class at your studio or gym, we sought to isolate a variable that we were able to 

quantify: ratings data. With this report, we decided to take a closer look at our individual class ratings data 

to understand the following:

01

• What is a “good” rating on ClassPass?
• How do ratings influence a user’s decision to book a 

class?
• How does a user’s rating of the class experience impact 

whether they return to your studio or gym?
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We culled the data from the thousands of class experiences rated daily by our users, holding constant for 

factors like genre, location and class timing, in order to explore how class ratings impacted conversion and 

loyalty trends across our network. Beyond our hypothesis that class ratings do influence a user’s decision to 

try and remain loyal to your studio or gym, we wanted to analyze even further to see how great the impact 

of ratings was, and what made a difference in terms of increasing reservations for our partners. 

In the pages that follow, we’ll share with you the full details of our research into ratings data, including 

what an average rating is on our platform as well as stats around how improving your ratings even 

marginally can increase your utilization on ClassPass.  

We’ll also offer key takeaways around how you can improve your class ratings, based on our knowledge of 

common themes that appear in negative class reviews. Before we begin, however, we do want to caveat 

that these findings are strictly related to your ClassPass utilization and do not take into account the overall 

utilization of spots in your classes. Therefore, it’s important to review this data with your own business in 

mind to understand what any relevant action items may be. 
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Before we dive further into the data and our findings, we wanted to provide an 
overview of how the ClassPass ratings system works.

How Do ClassPass Ratings Work?
02

From the user side:

After every class, when logging back into the ClassPass system, users are required to rate their class 

experience on a scale of 1-5 stars. Users also have the option to add a free-form comment. 

When users search for classes, they see the studio-level rating displayed in line with the class listing. Your 

custom venue page will also show your ratings and reviews. Users have access to the past 90 days of 

ratings and reviews data.

From the partner side:

Visit your ClassPass Partner Dashboard (studios.classpass.com) to access your entire archive of ratings and 

reviews. You can filter by class and instructor to get better insight into which ratings and reviews are related 

to which class.
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What is an average ClassPass rating?

First and foremost, we sought to understand what an average rating on our platform is to get a better 

sense of the baseline from which users form their expectations. While the “average” rating for a venue 

varies by city and genre, the overall ClassPass-wide average venue’s rating is 4.7. 

The distribution is as follows:

It’s important to note that this doesn’t mean that a rating of 4.7 is average in every city or across every 

genre. For instance, in Los Angeles, the city-wide average rating for a venue is 4.74, whereas the London 

city-wide average venue rating is 4.49. Average ratings within a city also vary by other aspects such as 

genre. For example, the average dance venue in NYC has a rating of 4.54, while strength training venues 

in NYC have an average rating of 4.63. 

Our findings
03

We wanted to understand how ratings influence a user’s decision to book a class at 
your studio. To do this, we first analyzed the distribution of ratings across studios in 
different cities and workout genres on ClassPass.1 We acknowledge that ratings are 
just one of many factors users consider when deciding whether or not to book a class, 
so our model controls for factors such as city/market, genre of studio and/or class, 
class day of week and time of day, size and popularity of studio, which plan the user 
was on, and whether or not the facility had showers or lockers.

Chart 1
Venue by Rating 

Limited to venues with at least 10 ratings. 
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1 About our method: We relied on a segmented logistic regression (or threshold) model to understand how the relationship between class ratings and conversion changes at 
different rating levels.  To estimate this model, we ran separate logistic regressions with binomial distributions for each group of observations with ratings 4.0, 4.1, 4.2, and 
so forth through 5.0.  We then examined within each regression to understand how different user- and class-specific factors impacted the likelihood that a user reserved a 
given class. 
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While it’s helpful to be cognizant of the way averages vary across markets, 76% of individual class ratings 
across our platform are 5-stars. This means that anything not a 5 can signal some type of problem and is 

important to look into.

Will higher ratings lead to more reservations?

As one might expect, higher ratings lead to more bookings at your studio or gym. Using a regression 

model, we identified the inflection point rating; that is, the crucial level above which increasing your 

rating becomes very impactful on conversion rates.  Our sample dataset consisted of 200,000 search 

events in which a user searched for a class on the iOS mobile app, and whether the impression of a given 

class resulted in a reservation (or a “conversion”). We use the concept of conversion rates (# reservations 

/ # impressions) in order to normalize for how often a given studio shows up in search results. Across all 

markets and genres, we see that even a 0.1 increase in the venue’s rating can be incredibly impactful at 
the given inflection point. 

The overall inflection point for venues on the ClassPass platform is a rating of 4.5.  Because of this 

inflection point, moving from a 4.4 rating to a 4.5 rating increases the odds2 of conversion by 80%.  

Moving from a 4.5 rating to a 4.6 rating increases conversion by 45%.  However, once a venue’s rating gets 

up to 4.8, moving to a 4.9 rating doesn’t have any statistically significant impact on the venue’s conversion 

rates. 

2  In this report, we are primarily reporting on the odds that ClassPass ratings could have an impact on your class utilization and loyalty — not the probability. Odds and 
probability are two different ways to describe the chance of an event occurring. Odds express the chance as a ratio of success to failure, or the number of desired outcomes 
to the number of undesired outcomes. Probability expresses chance as a ratio of the number of desired outcomes to the total number of possible outcomes. To illustrate 
this, consider a coin flip. The odds of getting heads is 1:1 because there is one way to get heads and one way to not get heads, i.e. getting tails. Odds are read “x to y,” 
where x is the number of successes and y is the number of failures. Alternatively, the probability of getting heads is 1/2 or 0.5. There is one desired event (heads) and two 
events total (heads and tails). Probability is read “x out of z,” where x is the number of successes and z is the total number of possible outcomes.
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Chart 2
Conversion Rates for New Users
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How do higher ratings impact the likelihood of a new user booking 
a class?

Once a user has visited a given studio multiple times, their likelihood of booking class at that studio may 

be more influenced by prior experience than by the studio’s star rating. That’s why we chose to look strictly 

at users who had never visited a given studio before in order to learn more about the impact of ratings on 

odds of conversion.

There are many other, unmeasured factors that contribute to a new user’s likelihood to book a class at 

a studio (like brand reputation, friend recommendation, etc.), however, we found that higher ratings do 

increase the likelihood of a new user booking a class at your studio or gym: 

• For new users, an increase in a venue’s rating from 4.1 to 4.2 
yielded an 84% increase in odds of conversion (this is significant 
at the 93% confidence level). 

• From 4.3 to 4.4, the increase in odds of conversion are 40%; this 
is statistically significant at the 96% confidence level. 

• From 4.4 to 4.5, there is a 43% increase in the odds of 
conversion; this is extremely statistically significant. 
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How do low ratings affect CP users’ loyalty to my studio?

Ratings of 1-2 stars are considered indicative of a negative experience.  As you may expect, if a customer 

has a negative experience at a studio, she is less likely to return to the studio. Across all our partners, the 

average negative experience index is 1.8%, meaning that on average 18 out of 1000 reviews will have 1-2 

stars. 

As you might expect, negative experiences impact loyalty, which we measure by whether a user visits a 

given studio 3 or more times in a 90-day period.  Platform wide, the average venue has a loyalty score of 

45%, meaning that on a given day, 45% of the ClassPass users that visit the studio will return at least three 

times in the next three months. 

4.69 4.744.80 4.56

4.71 4.764.79 4.58

4.60 4.804.70 4.50

New York San FranciscoLos Angeles London

Average Rating

Median Rating

Inflection Point

Table 2
Ratings Compared to Inflection Points in Top Markets

Does the inflection point vary by market?

For each market, the inflection point that signaled an increase in odds of conversion may vary from the 

overall platform average of 4.5. Interestingly, our data revealed that the inflection point for each city 
was within 0.1 of the average rating for that market. This suggests that the inflection points are largely 

subjective and relative to what users see in the other venue ratings in their city, and are not objective 

measures of quality. Therefore, it’s helpful to evaluate your studio’s rating with others in your city to better 

understand how you stack up.

As demonstrated in the chart below, New York’s inflection point is 4.6, and the average city-wide rating is 

4.69. While a rating above 4.6 would be considered strong for New York, in Los Angeles and San Francisco 

the bar is higher with inflection points at 4.7 and 4.8, respectively. Even if the inflection point is below the 

average rating (as it is in New York), studios rated between the inflection point and market average still 

receive higher conversions when their ratings improve.

On average, 45% of ClassPass 
users that visit a given studio will 
return at least three times in the 
next three months.
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In order to estimate how closely negative experience and loyalty are correlated, we collected data on 

studios’ negative experience index (the percentage of ratings that are 1-2 stars) and loyalty index (% of 

users who visit to a studio three or more times in 90 days).  We then plotted these data points for each 

studio with at least 500 ratings and at least 500 unique visitors.

Chart 3
Impact of Negative Experience on Loyalty
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We find that there is indeed a relationship between negative customer experience and loyalty: as the 

negative experience index increases by 1 point, the loyalty index decreases by 7.5 points.  This, of course, 

is a simplified approach but it is informative in that it speaks to the importance of positive customer 

experience on studio success.

ClassPass ratings often go hand-in-hand with user reviews, with 6.5% of ClassPass users opting to add a 

freeform comment to their rating. It’s helpful to have the context of these comments to understand what 

a user did or did not like about a class experience. While reviews data is harder to quantify than ratings, 

our team reviewed thousands of comments to determine common themes that contribute to a poor class 

experience:

Note:
Glass enclosures are easier to maintain than shower curtains.

Common themes in negative reviews:

“I was expecting a certain workout, but it was not that”

“Couldn’t hear the teacher”

“Class lacked hands on corrections”

“Class was cancelled last minute”

“Dirty mats, worn equipment”

“Teacher was confusing and didn’t help anyone, even though 
many needed help”
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Now that you know the impact of ratings on your studio or gym, we wanted to explore 
ways to help improve your overall ClassPass ratings, and in turn, increase your odds 
of welcoming new users who become loyal ClassPass-ers to your studio or gym. 

Utilize the feedback in your own reviews data within your Partner Dashboard to better understand areas 

for improvement within your business. In the remainder of this report, we’ll share how you can proactively 

improve your ratings by focusing on these key areas:

Improving Your Class Ratings
04

I. Develop Onboarding Best Practices

II. Improve Class Descriptions

III. Prepare Instructors for Inexperienced 
to Advanced Clients

IV. Deliver Stand-Out Customer Service

V. Leverage ClassPass Ratings and 
Reviews
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When onboarding a new member, step one should be getting your client up to speed on the facility 

and class offerings. “When I have a new client enter my facility, the first thing that we do is spell out the 

process for what they should expect and what is expected of them,” says Kanika Brock, owner of The 

Cardio Grind in Tarzana, CA. “My goal is for them to understand the principles of how they should work 

out, the intensity that they should work out, and why my workout will get them to the desired results.”

But onboarding can (and should) go beyond just basic introductions. Your staff or email newsletters should 

also communicate your class policies, such as for late cancellations or no-shows, as well as what materials 

are needed for class. Boutique fitness involves more class etiquette and planning than what newbies might 

be familiar with, so help alleviate any confusion or surprise by clearly communicating your policies on your 

reservation confirmation emails, your ClassPass venue page, and through signage around your front desk 

and studio. That way, your new clients aren’t left feeling jilted if they can’t find your studio entrance or 

show up without socks for class. 

“Once someone’s been appropriately 
introduced to a fitness studio and 
shown how the equipment works, 
where the bathrooms are, who and 
where the staff are, you’ve taken away 
several reasons to not work out.”

I.  Develop Onboarding Best Practices

One of the most common reasons clients have a negative experience at a studio or gym is because they 

didn’t know what to expect from the class or venue for their first visit. Nearly 70% of ClassPass users are 

brand new to regular boutique fitness. That’s why it’s crucial to have a process in place for ingratiating 

new clients to your method/policies to help bring them into your community. The more at ease your new 

customer feels, the more likely you are to retain them as a repeat client.

 

According to psychologist Amanda Mulfinger, one key reason onboarding is important is that doing so 

removes potential barriers. She explains:
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With new clients, it’s helpful to have a few touch points outside of your regular email newsletter, such as 

a personalized message once they complete their first class, or an email with brief bios of some of the 

instructors on your staff and what they teach. This way, people not only know what to expect, but they are 

eager to join the community you offer.

The process of onboarding a new member at your studio or gym should be drilled down to a science so 

that even if you can’t be there to personally greet each new client, your staff is equipped to deliver the 

same experience to each and every person who walks through your door.

Onboarding Timeline

Before:  Update your ClassPass venue page and reservation confirmation/reminder emails 
to include any details about what to bring, how to find the studio, or any other necessary 
instructions.

During:  In studio, offer a tour of your facility. Learn (and use!) their name so they feel welcomed.

After:  After class, check in with the user either in-person or over email and see how their 
experience was. Offer suggestions around what other classes or instructors they might like, giving 
an overview of your class offerings. Encourage them to try out another class.
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II.  Improve Class Descriptions

Imagine you’re a ClassPass user, looking for a class to try. What catches your attention and encourages you 

to sign up? More often than not, it comes down to the class description. 

Class descriptions are one of the few things clients have to go off of when deciding to try a new class 

(aside from a friend’s recommendation, brand recognition, etc.). It’s extremely important that your studio or 

gym have the kind of descriptions that clearly communicate what class will be about—while also stirring up 

enthusiasm for what you have to offer!

“To create our class descriptions, we ask ourselves; what would we want to know if we were thinking 

about taking this class? What would make us excited?” says Lauren Krinis, a certified nutrition therapist 

and trainer at CoreFitness, a mobile fitness company based in Philadelphia. “We use language that paints 

a picture not only of the class activities, but of the feeling that the customer will walk away with after our 

workout.” 

Note:
Glass enclosures are easier to maintain than shower curtains.

Example:

BodyStep is the energizing step workout that makes you feel liberated and alive. 
Using a height-adjustable step and simple movements on, over and around 
the step, you get huge motivation from sing-along music and approachable 
instructors. Cardio blocks push fat burning systems into high gear followed by 
muscle conditioning tracks that shape and tone your body.

You’ll also want to showcase what makes your studio or gym unique. Does your studio take its classes 

outdoors? Do your offer heart rate monitors or complimentary cycling shoes? Make sure you highlight 

what sets your studio—and your classes—apart in your descriptions as well as how that difference will 

benefit the customer.

 

“Although it didn’t advertise ‘hot yoga’, the studio was 87 degrees 
and uncomfortable. The instructor was very knowledgeable, but 

moved quickly. I’d recommend this class for more advanced yogis 
and not beginners.”  – ClassPass user review

50% of ClassPass users report that 
they always view class descriptions 
before deciding to book a class.
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Focus on maintaining a voice that inspires existing and potential members by being inviting, motivating 

and approachable. “New customers may be intimidated about trying out a new class,” says Krinis. “It’s our 

job to take away the fear of the unknown and make them feel welcome before they even walk in the door. 

Our emphasis is on community and that is conveyed in our tone.”

You’ll also want to keep things consistent to strengthen and differentiate your studio’s brand. Note that 

consistency isn’t just about grammar and style—it’s also about voice and tone. Start by creating a style 

guide covering everything from making sure “boot camp” is always two words to using active voice.

 

On that note, steer clear of jargon and clichés. You may throw around words like hypertrophy or acronyms 

like DOMS, but avoid using insider terms in your class descriptions. Likewise, stay away from clichés like 

“the best” or “fastest” and keep your descriptions realistic and truthful.

 

Once you’ve perfected your description, you’ll need to market the class with a kick ass call to action to 

excite users to sign up.

Note:
Glass enclosures are easier to maintain than shower curtains.

Example:

This class is an exciting fusion of Jazz, Funk, Latin and World Dance. Sweat, 
shimmy, laugh and get your groove on. You never know what kind of heart 
pumping stuff is coming. Show up to find out!

With these tips in mind, review our three best practices to perfect your class descriptions:

• What:  What is this workout all about? What’s the benefit to the user? 
What’s unique about it?

• Who:  Who is this workout best for? Beginners, Advanced, All Levels?

• How:   What should they bring? What type of equipment will be 
involved? Anything they should know about check in?

Tip:  Update your class descriptions for ClassPass directly in your Partner Dashboard via the “Edit Class 

Page” option under the Account tab.
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III.  Prepare Instructors for Inexperienced to Advanced Clients

With many ClassPass users coming in to your studio for the first time—and brand new to your workout 

method—it’s important to arm your instructors with the tools to handle new users at varying levels 

of ability. The more prepared your instructors feel to manage a large roster of new clients, the more 

successful they’ll be at turning your newest members into long-term members. 

 

First things first, make sure your instructors identify and chat up new members before class starts. Rather 

than putting new members on the spot once you’re already in a full classroom, group fitness instructor 

Shannon Fable suggests that instructors take the time to chat with newcomers before class starts. 

“Schmooze before class rather than waiting until your intro to ask the dreaded question, ‘Is this anyone’s 

first time?” she says. “The more you can find out beforehand, the more info you can provide to set 

expectations—the better off you’ll be.”

 

One big challenge faced by instructors with new members in class is teaching a class that’s challenging 

for the regulars, but still doable for beginners. “This doesn’t mean you have to water everything down,” 

says Fable, “just because someone’s new doesn’t mean they can’t ‘handle’ your class. Thinking like a 

beginner means dropping the insider language and not over explaining but giving enough information 

that someone without a history can get it right, and adjusting the expectations for the class.”

To help manage the needs of each student, variations are key. It’s important to offer three versions of an 

exercise: easy, medium and hard. Chris Marhefka of Body by Boris in Gainsville, FL advises against that 

language though. He says:

Try different phrases like “light” or “scaled” so people feel more comfortable modifying.

Whether you host a hardcore boot camp or a fast-paced vinyasa class, Marhefka says it’s about making 

clients feel good about what they can or cannot handle. “It’s on the owner of the studio first to set that as 

an expectation,” he says. “I think it’s all about the way you set up the class.” Encourage newbies to push 

themselves to your standards—but to not ignore the fact that it’s their first time and to go at their own 

pace.

“Nobody wants to look like 
the newbie, so don’t make 
them feel like one.”

“I was new and it was hard to know the Pilates lingo. I wished the 
instructor participated more so I could have someone to follow.”  

– ClassPass user review
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Personalized attention and adjustments can go a long way towards helping new clients feel more 

comfortable. It also makes modifications more useful. That being said, you don’t always have the room to 

give each person your undivided attention. “It’s tough if you have eight people doing an exercise well and 

two not so well; you don’t want to put those two people on the spot,” Marhefka says. “It usually comes 

down to praising the eight publicly and correcting the two privately.” Move your mic to offer corrections 

one-on-one.

 

Titling the class something like “Foundations” instead of “Beginner” also helps take away that feeling of 

being new and instead focuses on welcoming them to your studio and your method. With introductory 

classes, you ensure time and care in explaining the exercises before users move on to faster-paced, more 

advanced classes.

Don’t forget: intro level classes are 
a great option for both welcoming 
new clients and easing in those who 
may have never even tried your 
type of exercise before.

Help instructors cater to all skill levels with these tips:

1. Chat newcomers up before class to get a sense of their ability and 
help set expectations

2. Offer modifications and give personalized attention through 
private corrections

3. Encourage people to push past what they think they can do, but 
remain cognizant of what’s realistic

4. Consider introducing foundational “101” classes for new clients
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IV.  Deliver Stand-Out Customer Service

Clients come to your studio for a variety of reasons, ranging from gaining 

strength and losing weight to maintaining their overall health. When you get 

down to it, though, they don’t all enjoy working out. You undoubtedly also 

have clients who are exercise addicts. They have tried many other studios and 

fitness techniques and they have high expectations.

 

How can you keep all types of clients coming to your studio? Provide first-class 

customer service. In many markets, fitness and wellness have become a kind 

of luxury status symbol, and it’s a trend studios and gyms everywhere can’t 

ignore. You need to provide a service to your members, not just a workout. 

That said, you don’t need a luxury budget to deliver first class customer service 

to your clients.

 

The cornerstone of first-class customer service is personalization. One of the 

best things you can do is get to know all of your clients and develop relation-

ships with them. Show them you care about them and their experience at your 

studio by asking them how their workouts are going, learning more about 

their life outside the studio, and inviting them to try new classes or come to 

upcoming events. If a regular client signs up for class but doesn’t show up, 

email to ask if everything is okay or just let them know they were missed. Keep 

a birthday database and send cards to clients during their birthday month.

68% of customers decide to no 
longer do business with a particular 
organization because they perceive 
an attitude of indifference by the 
employees.

Make sure all of your employees (instructors, receptionists, managers, etc.) 

have a simple way to learn your client’s names and use them. 

 

Updating your studio on a regular basis so it remains cutting-edge and mod-

ern is another way to excite clients about visiting your studio or gym. Investing 

in new equipment whenever you can shows clients that you’re dedicated to 

keeping their experience top-notch. If new equipment isn’t in the budget, 

fresh paint on the walls, new towels/curtains or expanding your retail to include 

a trendy, upscale product can go a long way towards freshening up the space. 

These little touches speak volumes about your brand and how you’re willing to 

serve your customers’ needs. Not only do they help your studio stand out from 

the competition, they keep customers coming back.

Note:
Glass enclosures are easier to maintain than shower curtains.Deliver stand-out customer service 

without breaking the bank:

• Provide amenities in your locker/
changing rooms, like body wipes, 
make-up remover, plastic bags for 
sweaty clothes, etc. 

• Offer pitchers of cucumber water for 
post-workout refreshment or bowls 
of easy-to-eat fruit. Filtered water 
stations are a nice touch.

• Complimentary hand or body towel 
service, equipment rental, or parking 
are perks that surprise and delight.

• Provide wi-fi or create charging 
stations.

• Add fun graphics on studio walls, 
desks or entrances that encourage 
participation on social media. 

• Create a dedicated seating area with 
comfortable chairs for chatting with 
other members.
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V.  Leverage ClassPass Ratings and Reviews

Every business will, at some point, get a few mixed ratings—in fact, a couple of 

these in a sea of glowing ones is often convincing evidence that on the whole, 

their ratings can be trusted. 

With that said, too many mixed reviews can indicate some problems, but 

ideally will highlight items business owners can take immediate action on. Visit 

your own ClassPass reviews and the comments users add often to pick up on 

trends before they become the norm. Do you receive consistent feedback 

about a particular instructor or class? Or was a critical review reflective of a 

one-off incident, like a class cancelled without notice? Focus on actionable 

takeaways when going through class reviews. It’s all about how quickly, 

sincerely and effectively you work to resolve the issue.

Translate feedback into action and use reviews to have meetings with your 

instructors. For example, a review that mentions a lack of instruction from the 

teacher would be an opportunity to touch base and help instructors better 

cater to a group, no matter how large the class is. Small items of feedback can 

be crucial, too, as others might think it but not vocalize it, such as if the music 

was too loud, or if the sequence of the workout was difficult to follow or keep 

pace with. 

Within a day or two of receiving a negative review, your whole staff should be 

aware of the complaint and your plan to fix the problem. You’ll want to address 

the granular issue at hand—specifically what the reviewer found upsetting—

but also make strides in boosting customer care and educating all staffers on 

what your company’s standards are. Remind staffers their job goes beyond 

teaching and managing, and also involves ensuring each member’s needs are 

met every time they enter your studio.

You are able to reply to reviews within your Partner Dashboard. Since ClassPass 

reviews are anonymous and public, one of the best practices we recommend 

is focusing on responding to the reviews where you can address the situation 

and offer a concrete solution. Even if you don’t have a concrete solution, 

acknowledging the review with a “Thanks for the feedback, we’ll take that into 

consideration,” shows you’re attuned to customer feedback. No matter what, 

a carefully crafted response shows everyone referencing those reviews that 

you’re a hands-on owner who takes customer dissatisfaction seriously.

68% of customers trust ratings 
more when they see both good and 
bad scores, while 30% suspect 
censorship or faked reviews when 
they don’t see any negative 
opinions on the page.

3 Steps for Responding to 
User Reviews:

1. Thank the user and apologize 
(even if you don’t wholly agree). 
Stay positive and express 
genuine remorse for their 
negative experience.

2. Let them know your plan to fix 
the problem. 

3. Reiterate it won’t happen again, 
and encourage them to give you 
another try.
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Check out these examples of how ClassPass partners have expertly handled mixed reviews: 

“The biggest disappointment was that the studio was not heated. 
‘Heated,’ yes, because it was indoors. but not heated to be a hot 

studio. It’s hard to understand how the teacher could just not heat 
the room to standard.” – ClassPass user review

“I had no idea what was going on during class, and the instructor 
didn’t help. There were too many people in class for him to pay 

attention to me, and the music wasn’t great.” 
– ClassPass user review

Note:
Glass enclosures are easier to maintain than shower curtains.

Studio’s response:

Thank you for your review. The studio is awaiting the installation of heat 
fans so that we have control of the temperature regardless of the building 
temperature…we expect this to be installed within the next 2 weeks. We agree 
that the temperature needs to be higher and will chase up the manufacturer for 
express shipment. Thank you for the review and please bear with us! 

Note:
Glass enclosures are easier to maintain than shower curtains.

Studio’s response:

Thanks for your feedback and sorry for your experience! We’re always looking 
to improve, and I’ve passed your thoughts onto our instructor. We’d love to see 
you again and make up for it! All our instructors have different music styles - 
check out the bios on our website to see who plays what! Or, check out one of 
our intro classes - they don’t move quite as quickly so you can really nail down 
the moves.

There’s action you can take in-studio as well. Train your staff to ask first-timers about their experience right 

after the class. Give them conversational questions to ask, such as, “How do you feel?” or “What did you 

think of the class?” If an instructor or other employee gets the feeling a new client wasn’t thrilled with the 

class, set a precedent that allows that staffer to try to get to the bottom of it, or even offer the client a 

free make-up class. By standardizing your studio’s response to an unhappy first-timer, you’ll increase your 

chances of getting a second chance to make a first impression.
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For particularly thoughtful or outstanding reviews, feel free to respond and show some love to your most 

dedicated ClassPass users. Often times, this goes a long way in building loyalty and community for your 

studio. Below, a few tips for ways to honor strong reviews:

For more information on responding to ClassPass reviews, visit our Help Center.

Don’t forget to celebrate positive reviews as well! Positive reviews can serve as an extension of your 

marketing platform and encourage new clients to try something they might not be familiar with.

Note:
Glass enclosures are easier to maintain than shower curtains.“Congrats on an amazing class. We really appreciate the enthusiasm!”

“It’s always great to hear such strong praise from our clients. Thanks for the love!”

“Thank you so much for coming. We love that you enjoyed your workout. See you 
for another class soon!”

“I didn’t think I was interested in strength training classes, but it had 
such a high score and great reviews so I tried it. It’s now one of my 

favorite studios.”  – ClassPass user review
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Conclusion
We hope you found our research on the impact of ratings on your ClassPass 
utilization and loyalty helpful. As a reminder, this information pertains strictly to your 
ClassPass utilization and loyalty, though the trends and themes that come up in class 
experience can often translate across your client base. It’s important to recognize and 
balance your own perspective with these findings to understand how they may affect 
your business in the long term. 

As detailed out in this report, there are many things you can do to revisit your class experience and utilize ratings and reviews to better 

understand what your clients may be seeking in class. Before we leave you, we wanted to highlight these final takeaways:

About ClassPass

ClassPass is a monthly subscription service providing access to the world’s largest network of boutique fitness studios and 

gyms. With tens of thousands of classes available at over 8,500 studios and gyms worldwide, ClassPass makes working out 

more engaging, accessible and affordable, giving members unprecedented choice and flexibility by offering a diversity of 

options, including cycling, Pilates, yoga, boot camp, strength training, dance and more. 

Website • After Class • The Warm Up • Facebook • Twitter • LinkedIn • Instagram

•  Studios with a rating between 4.4-4.7 can expect to see the potential for an 
increase in conversion rates if they can improve their rating by 0.1 points. 
Don’t be complacent—strive to improve as every 0.1 matters!

• Studios with frequent low ratings (1-2 stars) can expect to see poor user loyalty.

• Don’t assume people use the rating scale 1-5 equally. In fact, 76% of individual 
class ratings are 5-stars. Anything not a 5 can signal some type of problem.

• Analyze ratings by class / instructor to glean insights on where to improve.

• Remember that positive reviews can serve as an extension of your marketing 
platform. Celebrate the positive and focus on moving forward!

For further information on this report or general inquiries about the findings, contact us at studioempowerment@classpass.com.

Prepared by:  Christina Chew, Neal Patel, Jane McDonough, Alyssa Maksym and Kimberly Jaso


