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Abstract: As consumers increasingly prioritize health, balance, and quality of life, brands are compelled to integrate well-being
into their core strategic positioning. This study examines how well-being-driven branding strategies grounded in holistic fitness
influence long-term customer relationships. Using a mixed-methods approach, the research investigates the direct and indirect effects
of holistic fitness branding on relationship continuity, with perceived authenticity, brand trust, and emotional attachment examined as
key relational mechanisms. Quantitative data collected from customers of fitness and wellness-oriented brands were analyzed using
structural equation modeling, complemented by qualitative insights to contextualize relational dynamics. The results reveal that
holistic fitness branding significantly enhances long-term customer relationships both directly and indirectly by strengthening
authenticity, trust, and emotional attachment. Engagement intensity and community participation further amplify these relationships,
highlighting the importance of interactive and socially embedded brand environments. The findings contribute to branding and
relationship marketing literature by positioning holistic fithess as a multidimensional strategic driver of sustainable customer
relationships and offer practical insights for organizations seeking to align well-being initiatives with long-term brand value.

Keywords: Well-being-driven branding; holistic fitness; brand authenticity; brand trust; emotional attachment; long-term
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INTRODUCTION

The Evolving Relationship Between Well-Being
and Brand Meaning

The contemporary branding landscape s
undergoing a fundamental shift as consumers
increasingly evaluate brands not only by product
quality or price but by their contribution to overall
well-being (Williams et al., 2022). In markets
saturated with functional parity, brands that
actively support physical, mental, and emotional
health are perceived as more authentic and
trustworthy (Kim & Sullivan, 2019). Well-being
has moved from a peripheral lifestyle attribute to a
central value system shaping consumption
decisions, brand attachment, and long-term
loyalty. This shift reflects broader societal changes
in which health, balance, and quality of life are
prioritized ~ over  short-term  gratification,
compelling organizations to rethink how brand
meaning is created and sustained (Dhanesh, 2020).

Holistic Fitness as a Strategic Branding
Dimension

Holistic fitness extends beyond conventional
physical training to encompass mental resilience,
emotional balance, recovery, nutrition, and
lifestyle alignment (Malecki et al., 2020). When
integrated into branding strategies, holistic fitness
enables firms to position themselves as long-term
partners in customers’ life journeys rather than
transactional service providers (Homburg et al.,
2017). Brands that adopt this approach
communicate a deeper purpose, aligning their

offerings with customers’ aspirations for
sustainable health and self-improvement. Such
positioning strengthens emotional bonds, as
customers begin to associate the brand with
personal growth, consistency, and care rather than
isolated consumption experiences (Bruckberger et
al., 2023).

From Transactional Exchanges to Relational
Engagement

Traditional branding strategies often emphasize
awareness, trial, and repeat purchase, treating
customer interactions as discrete events (Zhang &
Chang, 2021). In contrast, well-being-driven
branding prioritizes continuity, engagement, and
trust over time. Fitness-oriented brands that
emphasize holistic well-being naturally foster
ongoing interaction through coaching, feedback,
community  participation, and personalized
guidance (Nam et al., 2023). These repeated
touchpoints  transform  the  customer—brand
relationship into a dynamic partnership, where
value is co-created through shared goals and
mutual commitment. As a result, relationship
longevity becomes a strategic outcome rather than
a by-product of satisfaction (Vendrell-Herrero et
al., 2022).

Emotional Connection and Identity Alignment

Well-being-driven branding operates strongly at
the level of identity. Customers who invest time
and effort in fitness and wellness activities often
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perceive these practices as extensions of who they
are or who they aspire to become (Albinsson et al.,
2017). Brands that authentically support holistic
well-being can integrate into this identity
framework, becoming symbols of discipline,
balance, and self-respect (Brown & Shay, 2021).
This emotional and symbolic alignment increases
brand salience during key life moments,
reinforcing loyalty even in the presence of
competitive alternatives. Consequently, the brand
evolves from a service choice into a meaningful
personal association (Huang & Dev, 2020).

The Role of Trust and Authenticity in Well-
Being Narratives

Trust plays a central role in branding strategies
centered on well-being, as customers are
particularly sensitive to exaggerated claims or
superficial wellness messaging (Dodds et al.,
2021). Authenticity is established when brand
actions, communications, and  experiences
consistently reflect a genuine commitment to
customer health rather than short-term commercial
gain (Fritz et al., 2017). Holistic fitness branding
requires transparency, evidence-based practices,
and empathetic communication to avoid
skepticism. When trust is earned, customers are
more willing to engage deeply, share data,
participate in communities, and maintain long-
term relationships with the brand (Liu et al., 2018).

Community Building and Shared Well-Being
Experiences

Well-being-driven  branding often leverages
community as a core relational mechanism. Fitness
communities, both physical and digital, create
shared experiences that reinforce motivation,
accountability, and belonging (Carter &
Alexander, 2020). By facilitating these
communities, brands position themselves as
enablers of social connection and collective
progress (Fournier & Alvarez, 2019). This
communal dimension amplifies relational strength,
as customers associate the brand not only with
individual outcomes but with supportive networks
and shared journeys (Simon & Tossan, 2018).
Over time, such communities become self-
reinforcing ecosystems that enhance retention and
advocacy.

Strategic  Implications  for
Customer Relationships

Integrating holistic fitness into branding strategies
has significant implications for long-term customer
relationship management. It encourages a shift
from short-term performance metrics toward

Long-Term

relationship-based indicators such as engagement
depth, trust, and lifetime value. Brands adopting
well-being-driven approaches must align strategy,
operations, and communication to consistently
deliver meaningful value. This study positions
well-being-driven  branding as a strategic
framework capable of strengthening customer
relationships by embedding holistic fitness into the
core of brand purpose, experience design, and
relational outcomes.

METHODOLOGY

Research Design and Analytical Framework
This study adopts a mixed-methods research
design to examine how well-being-driven branding
strategies rooted in holistic fitness influence long-
term  customer relationships. A  sequential
explanatory approach is used, integrating
quantitative  survey-based  modeling  with
qualitative insights to capture both measurable
effects and underlying relational mechanisms. The
analytical framework links holistic  fitness
dimensions to brand perceptions, emotional
engagement, and relationship outcomes, allowing
the study to test direct, mediating, and moderating
effects within a unified model.

Conceptualization of Key Constructs and
Variables

Well-being-driven branding is operationalized as a
multi-dimensional construct encompassing
physical fitness support, mental and emotional
well-being facilitation, lifestyle alignment, and
recovery and balance orientation. Holistic fitness
practices are treated as independent variables
reflecting the extent to which brands integrate
these dimensions into their offerings and
communications. Dependent variables representing
long-term customer relationships include brand
trust, emotional attachment, relationship
satisfaction, engagement continuity, and customer
lifetime intention. Mediating variables such as
perceived authenticity and value co-creation are
incorporated to explain relational pathways, while
demographic and usage-related factors are
included as control variables.

Sampling Strategy and Data Collection Process
Data are collected from customers of fitness and
wellness-oriented brands using a stratified random
sampling approach to ensure representation across
age groups, gender, engagement levels, and service
formats (physical, digital, and hybrid). A
structured questionnaire is administered through
online  platforms,  capturing  self-reported
perceptions, behaviors, and relationship outcomes.
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To complement quantitative findings, semi-
structured interviews are conducted with a sub-
sample of respondents to explore deeper narratives
around trust, identity alignment, and community
participation. This dual data collection process
enhances both generalizability and contextual
richness.

Measurement Scales and Parameter
Specification

All constructs are measured using multi-item
Likert-type scales adapted from established
branding, relationship marketing, and well-being
literature, with contextual modifications for
holistic fithess environments. Scale reliability is
assessed using Cronbach’s alpha and composite
reliability, while construct validity is evaluated
through convergent and discriminant validity
metrics. Parameters such as factor loadings,
average variance extracted, and inter-construct
correlations are systematically examined to ensure
measurement robustness before proceeding to

structural analysis.

Data Preparation and Preliminary Analysis
Prior to hypothesis testing, data are screened for
missing  values, outliers, and  normality
assumptions. Descriptive statistics are used to
summarize respondent characteristics and key
variables. Correlation analysis provides initial
insights into the relationships among holistic
fitness dimensions, brand perceptions, and
relationship outcomes. These preliminary steps
establish the suitability of the dataset for
multivariate modeling and reduce the risk of
biased estimates.

Multivariate Modeling and Hypothesis Testing

Structural equation modeling is employed as the
primary analytical technique to test the proposed
relationships among variables. The model
estimates direct effects of holistic fitness-driven
branding on long-term customer relationship
indicators, as well as indirect effects mediated by
trust, authenticity, and emotional engagement.
Model fit is evaluated using multiple goodness-of-
fit indices, ensuring a balanced assessment of

explanatory power and parsimony. Moderation
analysis is conducted to assess whether
engagement intensity or community participation
strengthens or weakens key relationships.

Qualitative and
Analysis

Qualitative interview data are analyzed using
thematic analysis to identify recurring patterns
related to well-being narratives, identity formation,
and relational commitment. These themes are
integrated with quantitative results to explain why
certain branding dimensions exert stronger
relational effects. This interpretive layer provides
contextual ~ validation and  enriches the
understanding of how holistic fitness branding
translates into sustained customer relationships.

Ethical
Rigor

Ethical standards are maintained through informed
consent, anonymity, and voluntary participation.
Methodological rigor is ensured by triangulating
data sources, validating measurement instruments,
and transparently reporting analytical procedures.
Together, these methodological choices support
the reliability and credibility of the study’s
findings on well-being-driven branding and long-
term customer relationships.

RESULTS

The descriptive statistics presented in Table 1
indicate generally high perceptions of well-being-
driven branding and relationship-related outcomes
among respondents. Constructs associated with
holistic fitness branding—particularly mental and
emotional well-being support and recovery and
balance orientation—exhibited higher mean values
with  relatively low dispersion, suggesting
consistent customer recognition of these brand
attributes. Relationship outcomes, including brand
trust, emotional attachment, and relationship
continuity intention, also showed elevated mean
scores, providing initial evidence that well-being-
centered branding is positively aligned with long-
term customer relationships.

Integration Interpretive

Considerations and Methodological

Table 1. Descriptive statistics of key constructs

Construct Mean | SD | Minimum | Maximum
Physical fitness support 392 |071]21 5.0
Mental and emotional well-being | 4.08 | 0.65 | 2.3 5.0
Lifestyle alignment 385 |0.76 | 2.0 5.0
Recovery and balance orientation | 4.15 | 0.61 | 2.5 5.0
Perceived brand authenticity 4,02 | 068 |24 5.0
Brand trust 410 |0.63]|26 5.0
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Emotional attachment

3.97

070 | 2.2 5.0

Relationship continuity intention

4.18

059128 5.0

The reliability and validity assessment summarized
in Table 2 confirms the robustness of the
measurement model. All constructs demonstrated
strong internal consistency, with Cronbach’s alpha

extracted values further support convergent
validity, indicating that the observed indicators
adequately represent their respective latent
constructs. These results validate the suitability of

and composite reliability values exceeding the data for subsequent structural and relational
recommended thresholds. Average variance analyses.
Table 2. Measurement reliability and validity assessment

Construct Cronbach’s a | Composite reliability | AVE

Holistic fitness branding 0.89 0.91 0.63

Brand authenticity 0.86 0.88 0.60

Brand trust 0.88 0.90 0.65

Emotional attachment 0.85 0.87 0.58

Long-term relationship strength | 0.90 0.92 0.67
Structural equation modeling results, reported in strongest effect on relationship continuity

Table 3, reveal significant positive pathways
across the proposed framework. Holistic fitness
branding showed a strong direct effect on
perceived brand authenticity, which in turn
significantly influenced brand trust. Brand trust
emerged as a key antecedent of emotional
attachment, and emotional attachment exerted the

intention. In addition to these indirect pathways,
holistic fitness branding also maintained a
significant direct relationship with relationship
continuity,  underscoring  its  independent
contribution to sustaining long-term customer
relationships.

Table 3. Structural equation model results

Pathway Standardized B | SE | p-value
Holistic fitness — Brand authenticity 0.61 0.04 | <0.001
Brand authenticity — Brand trust 0.57 0.05 | <0.001
Brand trust — Emotional attachment 0.64 0.04 | <0.001
Emotional attachment — Relationship continuity | 0.69 0.03 | <0.001
Holistic fitness — Relationship continuity (direct) | 0.28 0.06 | <0.01

Further examination of indirect and conditional
effects, summarized in Table 4, highlights the
mechanisms through which well-being-driven
branding strengthens relational outcomes. The
mediated pathway linking holistic fitness branding
to relationship continuity through authenticity and
trust was statistically significant, confirming the
central role of relational perceptions in translating

well-being initiatives into long-term commitment.
Moderation results further indicate that community
participation and engagement intensity amplify the
influence of trust and emotional attachment on
relationship continuity, suggesting that relational
outcomes are strengthened in more interactive and
socially embedded brand environments.

Table 4. Mediation and moderation effects

Effect type Path Effect size | 95% ClI
Indirect (mediation) | Holistic fitness — Authenticity — Trust — Continuity | 0.31 0.24-0.38
Moderation Community participation X Trust — Continuity 0.19 0.11-0.27
Moderation Engagement intensity X Attachment — Continuity 0.22 0.15-0.29
The distributional patterns of relationship variability at higher intensity levels. This pattern

outcomes across varying levels of holistic fitness
intensity are visually illustrated in Figure 1. The
boxplot shows a clear upward shift in median
relationship continuity scores from low to high
holistic fitness branding, accompanied by reduced

indicates not only stronger but also more
consistent long-term relationship intentions among
customers exposed to more comprehensive well-
being-driven branding strategies.
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Figure 1. Distribution of long-term relationship outcomes across holistic fitness intensity

The association between brand trust and
relationship continuity intention is further depicted
in Figure 2. The XY scatter plot demonstrates a
strong positive linear relationship, with higher trust
values corresponding to markedly higher
continuity  intentions.  The  clustering  of

observations toward the upper-right quadrant
reinforces the statistical findings from Table 3 and
Table 4, visually confirming brand trust as a
critical relational driver within well-being-driven
branding frameworks.
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Figure 2. Positive association between brand trust and long-term relationship continuity

DISCUSSION

Interpreting the Role of Holistic Fitness in
Branding Outcomes

The findings of this study provide strong empirical
support for the growing view that holistic fitness
functions as a strategic branding resource rather
than a peripheral service attribute. The consistently
high mean scores and reduced variability observed
in relationship outcomes at higher levels of holistic
fitness intensity indicate that customers respond
favorably ~ when  brands  demonstrate a
comprehensive commitment to physical, mental,
and lifestyle well-being (Garcia-Pascual et al.,
2020). This suggests that holistic fitness initiatives
help brands move  beyond  functional

differentiation, enabling them to establish more
stable and meaningful relationships with customers
(Paschalidou et al., 2023). By embedding well-
being into the core brand proposition,
organizations can generate relational value that
extends across repeated interactions and longer
time horizons.

Well-Being-Driven Branding as a Foundation of
Trust and Authenticity

A key contribution of this study lies in
demonstrating the central role of perceived
authenticity and brand trust in translating well-
being initiatives into long-term relationship
outcomes. The strong pathways linking holistic
fitness branding to authenticity, and authenticity to
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trust, highlight that customers critically evaluate
the sincerity of well-being claims. These findings
align with prior branding research suggesting that
wellness-oriented narratives are effective only
when supported by consistent actions and credible
practices (Babi¢ Rosario et al.,, 2022). Holistic
fitness branding appears to reduce skepticism by
aligning brand promises with customers’ lived
experiences, thereby reinforcing trust as a
foundational relational mechanism (Leung et al.,
2022).

Emotional Attachment as a Relational
Accelerator

The results indicate that emotional attachment
exerts the strongest influence on relationship
continuity intention, underscoring the importance
of affective bonds in well-being-driven branding.
Fitness and wellness contexts often involve
personal effort, vulnerability, and long-term
commitment, which naturally create conditions for
emotional engagement (Murnane et al.,, 2018).
When brands support customers through these
journeys, they become emotionally salient partners
rather than interchangeable service providers
(Hamilton & Price, 2019). This finding reinforces
relationship marketing theories that emphasize
emotional attachment as a critical driver of loyalty,
particularly in experience-intensive and identity-
relevant consumption domains.

Explaining Direct and Indirect Effects of
Holistic Fitness Branding

An important insight from the results is the
coexistence of both direct and indirect effects of
holistic fitness branding on relationship continuity.
While mediated pathways through authenticity,
trust, and emotional attachment explain a
substantial portion of the relational impact, the
significant direct effect suggests that holistic
fitness initiatives also generate immediate value
perceptions (Zubair & Kamal, 2017). Customers
may interpret visible investments in well-being as
signals of care, expertise, and long-term
orientation, which independently strengthen
relationship intentions (Ndubisi & Nataraajan,
2018). This dual pathway highlights the
multifaceted influence of  well-being-driven
branding on customer behavior.

Community Participation and Engagement as
Contextual Amplifiers

The moderating effects of community participation
and engagement intensity provide additional
nuance to the findings. The strengthening of trust—
continuity and attachment—continuity relationships

under higher engagement conditions suggests that
relational outcomes are amplified in socially
embedded brand environments (Li et al., 2020).
Fitness communities facilitate shared experiences,
peer support, and collective identity formation, all
of which enhance the emotional and social rewards
of brand affiliation. These results support the view
that well-being-driven branding is most effective
when complemented by interactive platforms that
encourage ongoing participation rather than
passive consumption (Pohlmeyer & Desmet,
2017).

Theoretical Implications for Branding and
Relationship Marketing

From a theoretical perspective, this study extends
branding and relationship marketing literature by
positioning holistic fitness as a multidimensional
driver of long-term relationships. It integrates
well-being constructs with established relational
mechanisms, offering a structured explanation of
how lifestyle-oriented branding translates into
durable customer commitment. The findings also
contribute to authenticity and trust research by
empirically demonstrating their mediating roles
within wellness-oriented branding frameworks.
This integrated perspective advances
understanding of how brands can align commercial
objectives with customer well-being in a mutually
reinforcing manner.

Managerial Implications For Sustainable Brand
Strategy

The results carry important implications for
managers seeking to build sustainable brands in
competitive fitness and wellness markets. Rather
than focusing solely on short-term promotions or
performance metrics, organizations should invest
in authentic, holistic fitness initiatives that support
customers across physical, mental, and lifestyle
dimensions. Emphasizing community building,
personalized engagement, and consistent well-
being narratives can strengthen trust and emotional
attachment, leading to more resilient long-term
relationships. By adopting a well-being-driven
branding strategy, firms can align customer health
outcomes with brand growth, creating shared value
that benefits both parties over time.

CONCLUSION

This study concludes that well-being-driven
branding strategies grounded in holistic fitness
play a decisive role in fostering long-term
customer  relationships by  strengthening
authenticity, trust, and emotional attachment. The
findings demonstrate that when brands move
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branding influences relationship continuity both 8. Fournier, S., and Alvarez, C. "How brands
directly, through immediate perceptions of care acquire cultural meaning." Journal of
and value, and indirectly, through relational Consumer Psychology 29.3 (2019): 519-534.
mechanisms that build trust and emotional 9. Fritz, K., Schoenmueller, V., and Bruhn, M.
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branding as a sustainable strategic approach that "Future intentions of fitness center customers:

aligns customer health outcomes with enduring Effect of emotions, perceived well-being and
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