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Abstract: In contemporary consumer markets, brands increasingly rely on experiential and relational strategies to build trust and 

long-term engagement. This study examines how movement-based customer engagement, specifically through female-centered 

fitness approaches, contributes to the development of high-trust brands. Using a mixed-method research design, the study integrates 

survey-based quantitative analysis with qualitative insights from female fitness participants engaged in brand-affiliated programs. 

Customer engagement is conceptualized as a multidimensional construct encompassing behavioral, emotional, and cognitive 

dimensions, while brand trust is examined through credibility, benevolence, and reliability. The results reveal that female-centered 

fitness attributesparticularly emotional safety, inclusivity, and community orientation significantly enhance all dimensions of 

customer engagement. Among these, emotional engagement emerges as the strongest mediator linking fitness participation to brand 

trust. Visual and structural analyses further demonstrate that sustained participation in female-centered fitness environments leads to 

cumulative engagement growth and amplified trust outcomes. The findings highlight the strategic importance of designing fitness-

based brand experiences that prioritize psychological comfort, empathetic interaction, and long-term relationship cultivation. This 

study contributes to customer engagement and branding literature by positioning movement and embodied participation as central 

mechanisms in trust-oriented brand development and offers actionable insights for practitioners in wellness, fitness, and lifestyle 

branding contexts. 

Keywords: Customer engagement; Female-centered fitness; Movement-based branding; Emotional engagement; Brand trust. 

 

INTRODUCTION 
Changing Paradigms of Customer Engagement 

Customer engagement has evolved beyond 

transactional interactions into a multidimensional 

process that encompasses emotional connection, 

trust formation, and shared values between brands 

and consumers (Kumar et al., 2019). In highly 

competitive consumer markets, brands 

increasingly seek engagement strategies that move 

beyond conventional advertising and product 

differentiation toward experiences that integrate 

into customers’ everyday lives (Araujo et al., 

2020). Physical movement, wellness routines, and 

lifestyle alignment have emerged as powerful 

mechanisms through which brands can embed 

themselves meaningfully within consumer 

identities (Quaye & Ameyibor, 2022). Fitness-

oriented engagement, in particular, offers recurring 

touchpoints that foster habitual interaction, 

emotional resonance, and long-term brand affinity. 
 

The Rise of Movement-Based Brand 

Experiences 

Movement-based engagement strategies leverage 

embodied participation rather than passive 

consumption (Fullagar, 2020). Fitness programs, 

community workouts, and wellness challenges 

create immersive brand experiences that stimulate 

both physical and psychological involvement 

(Pizzo et al., 2020). Unlike traditional promotional 

campaigns, movement-centered initiatives operate 

through repetition, discipline, and shared effort, 

which naturally strengthen relational bonds. These 

experiences generate social visibility, peer 

reinforcement, and a sense of collective progress, 

positioning the brand as a facilitator of personal 

growth rather than merely a provider of products 

or services (Heinonen et al., 2019). 
 

Female-Centered Fitness as a Distinct 

Engagement Strategy 

Female-centered fitness approaches represent a 

distinct and increasingly influential domain within 

movement-based engagement (Leap, 2019). These 

approaches recognize that women’s fitness 

motivations often intersect with broader 

dimensions of well-being, including mental health, 

body confidence, safety, inclusivity, and social 

connection. Brands that design fitness experiences 

specifically for women tend to emphasize 

supportive environments, adaptive programming, 

and empathetic communication rather than 

performance-only narratives (Kuuru & Närvänen, 

2019). Such positioning resonates strongly with 

women consumers, who increasingly value 

authenticity, representation, and emotional 

intelligence in brand relationships (Kim & 

Sullivan, 2019). 
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Trust Formation Through Embodied 

Participation 

Trust is a critical yet fragile component of brand 

equity, particularly in wellness-related industries 

where personal vulnerability is involved (Riswanto 

& Kim, 2023). Female-centered fitness programs 

foster trust through embodied participation, where 

brands interact with consumers in physically and 

emotionally intimate contexts (Tsang, 2020). 

Consistent delivery of safe, respectful, and 

empowering experiences reinforces credibility and 

reliability (Lansing et al., 2023). Over time, 

repeated positive interactions during movement-

based activities strengthen perceptions of brand 

integrity, care, and competence, which are 

foundational to high-trust brand relationships. 
 

Community, Identity, and Relational Branding 

Female-centered fitness initiatives often function 

as community-building platforms rather than 

isolated service offerings. Group workouts, shared 

progress tracking, and social storytelling create 

collective identities that extend beyond individual 

participation (Rebelo et al., 2020). These 

communities reinforce belonging, mutual support, 

and shared values, allowing brands to transition 

from transactional entities to relational partners 

(Skandalis, 2023). As participants increasingly 

associate their personal fitness journeys with the 

brand, relational branding effects emerge, 

characterized by loyalty, advocacy, and emotional 

attachment (Paschalidou et al., 2023). 
 

Strategic Relevance for High-Trust Brand 

Development 

From a strategic perspective, female-centered 

movement-based engagement offers brands a 

scalable pathway to build high-trust identities in 

saturated markets. Such strategies align with 

contemporary shifts toward purpose-driven 

branding, experiential marketing, and long-term 

relationship cultivation. By integrating fitness into 

brand ecosystems, organizations can generate 

continuous engagement loops, rich behavioral 

insights, and organic word-of-mouth amplification 

(Dietrich & Russell, 2021; Padua, 2021). 

Importantly, trust developed through movement-

based interactions often transfers to broader brand 

perceptions, influencing purchasing decisions, 

brand resilience, and reputational strength (Van 

Calck et al., 2023). 
 

Research Gap and Study Rationale 

Despite the growing adoption of female-centered 

fitness initiatives in branding and marketing 

practices, academic research examining their role 

in customer engagement and trust formation 

remains limited. Existing studies often treat fitness 

marketing, women-centric branding, and customer 

trust as separate constructs, with insufficient 

integration across these domains. This study 

addresses this gap by exploring how female-

centered fitness approaches function as movement-

based engagement mechanisms that contribute to 

the development of high-trust brands. By situating 

physical movement within customer engagement 

theory and trust-building frameworks, the study 

aims to offer conceptual clarity and strategic 

insights relevant to scholars and practitioners alike. 
 

METHODOLOGY 
Research Design and Methodological 

Framework 

This study adopts a mixed-method explanatory 

research design to examine how female-centered 

fitness approaches influence customer engagement 

and the development of high-trust brands. A 

mixed-method framework was selected to capture 

both measurable engagement outcomes and deeper 

relational and trust-based perceptions formed 

through movement-based brand interactions. The 

quantitative component evaluates structural 

relationships among key constructs, while the 

qualitative component provides contextual 

understanding of participant experiences and brand 

meanings emerging from fitness-centered 

engagement. 
 

Study Context and Sampling Strategy 

The study focuses on female consumers 

participating in structured, brand-affiliated fitness 

programs, including gym-based initiatives, 

community fitness groups, and digitally enabled 

movement programs. A purposive sampling 

approach was used to identify participants who had 

engaged with a female-centered fitness brand for a 

minimum duration of six months, ensuring 

adequate exposure for trust formation. The final 

sample consisted of adult female participants 

across diverse age groups, fitness levels, and 

socio-economic backgrounds, enhancing 

representational diversity and analytical 

robustness. 
 

Key Variables and Construct 

Operationalization 

Customer engagement was conceptualized as a 

multidimensional construct encompassing 

behavioral engagement, emotional engagement, 

and cognitive engagement. Behavioral engagement 

included participation frequency, session 

consistency, and community involvement. 
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Emotional engagement was measured through 

feelings of motivation, empowerment, and 

emotional attachment to the brand, while cognitive 

engagement captured perceived value alignment 

and brand relevance. Brand trust was 

operationalized through dimensions of credibility, 

benevolence, and reliability, reflecting consumers’ 

confidence in brand intentions and performance. 

Female-centered fitness attributes served as the 

primary independent variables, including 

inclusivity, program adaptability, emotional safety, 

representation, and community orientation. 
 

Data Collection Instruments and Measurement 

Scales 

Quantitative data were collected using a structured 

questionnaire developed from validated scales in 

customer engagement, brand trust, and experiential 

branding literature, adapted to the fitness and 

wellness context. Responses were recorded on a 

five-point Likert scale ranging from strong 

disagreement to strong agreement. Qualitative data 

were gathered through semi-structured interviews 

focusing on lived fitness experiences, perceived 

brand support, emotional safety, and trust 

development over time. Pilot testing was 

conducted to ensure clarity, reliability, and 

contextual relevance of all measurement 

instruments. 
 

Data Collection Procedure and Ethical 

Considerations 

Data collection was conducted in two phases. The 

first phase involved survey administration through 

both online and in-person modes to maximize 

participation and reduce sampling bias. The second 

phase involved in-depth interviews with a sub-

sample of survey respondents to enrich 

interpretation of quantitative findings. Ethical 

protocols were strictly followed, including 

informed consent, voluntary participation, 

anonymity, and the right to withdraw. Special 

attention was given to emotional sensitivity and 

body-related discussions to ensure participant 

comfort and psychological safety. 
 

Quantitative Analysis and Statistical 

Procedures 

Quantitative data were analyzed using a multistep 

statistical approach. Descriptive statistics were 

used to summarize participant characteristics and 

engagement patterns. Reliability analysis was 

conducted using Cronbach’s alpha to assess 

internal consistency of constructs. Exploratory and 

confirmatory factor analyses were applied to 

validate construct structure and dimensionality. 

Structural equation modeling was employed to test 

hypothesized relationships between female-

centered fitness attributes, customer engagement 

dimensions, and brand trust. Model fit indices and 

standardized path coefficients were used to 

evaluate explanatory strength and relational 

significance. 
 

Qualitative Analysis and Thematic 

Interpretation 

Qualitative interview data were analyzed using 

thematic analysis to identify recurring patterns 

related to trust formation, empowerment, and 

relational branding. Transcripts were coded 

iteratively, beginning with open coding followed 

by axial coding to link experiential narratives with 

engagement and trust constructs. Themes such as 

emotional safety, community belonging, and 

embodied brand connection were triangulated with 

quantitative results to enhance interpretive validity 

and theoretical integration. 
 

Integration of Findings and Methodological 

Rigor 

Integration of quantitative and qualitative findings 

was achieved through a convergent interpretation 

approach, allowing numerical trends to be 

contextualized by experiential insights. 

Methodological rigor was ensured through 

triangulation, pilot testing, construct validation, 

and transparent analytical procedures. This 

integrated methodology provides a comprehensive 

framework for understanding how female-centered 

fitness approaches function as movement-based 

engagement mechanisms in building high-trust 

brands. 
 

RESULTS 
The analysis revealed clear patterns linking 

female-centered fitness approaches with enhanced 

customer engagement and brand trust. As shown in 

Table 1, the sample exhibited sustained exposure 

to structured fitness programs, with most 

participants engaging for more than six months 

through group-based, hybrid, or digital formats. 

This engagement depth ensured that observed 

relational outcomes were shaped by repeated and 

meaningful brand interactions rather than short-

term participation effects. The diversity in age 

groups and engagement modes further 

strengthened the generalizability of the results 

across female fitness consumers. 
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Table 1. Sample characteristics and engagement exposure 

Parameter Category Percentage (%) 

Age group 18–25 24.6 

26–35 38.2 

36–45 27.4 

>45 9.8 

Engagement duration 6–12 months 41.5 

13–24 months 35.7 

>24 months 22.8 

Primary engagement mode Group fitness 46.3 

Hybrid (offline + digital) 33.9 

Digital-only 19.8 
 

Construct reliability and validity assessments 

confirmed the robustness of the measurement 

framework. As presented in Table 2, all 

engagement dimensions, female-centered fitness 

attributes, and brand trust constructs demonstrated 

strong internal consistency, indicating that the 

scales effectively captured the intended relational 

and experiential variables. The high reliability 

scores provided a sound basis for subsequent 

structural and relational analyses. 
 

Table 2. Reliability and construct validity statistics 

Construct Items Cronbach’s α Composite Reliability 

Female-centered fitness attributes 7 0.88 0.90 

Behavioral engagement 5 0.85 0.87 

Emotional engagement 6 0.91 0.93 

Cognitive engagement 5 0.83 0.86 

Brand trust 6 0.92 0.94 
 

Structural relationship testing revealed that female-

centered fitness attributes exerted a significant 

positive influence on all dimensions of customer 

engagement. The results in Table 3 indicate that 

emotional engagement exhibited the strongest 

association with female-centered fitness practices, 

followed by behavioral and cognitive engagement. 

This finding suggests that inclusive design, 

emotional safety, and supportive fitness 

environments primarily operate through affective 

pathways rather than purely behavioral 

participation or cognitive evaluation. Furthermore, 

all three engagement dimensions contributed 

significantly to brand trust, with emotional 

engagement emerging as the dominant predictor, 

reinforcing its central role in trust formation. 
 

Table 3. Structural relationships between fitness attributes, engagement, and trust 

Pathway Standardized β p-value 

Female-centered fitness → Behavioral engagement 0.48 <0.001 

Female-centered fitness → Emotional engagement 0.62 <0.001 

Female-centered fitness → Cognitive engagement 0.44 <0.001 

Behavioral engagement → Brand trust 0.36 <0.01 

Emotional engagement → Brand trust 0.59 <0.001 

Cognitive engagement → Brand trust 0.29 <0.05 
 

The relative contribution of specific female-

centered fitness attributes further clarified the 

mechanisms underlying engagement and trust 

development. As summarized in Table 4, 

emotional safety and inclusivity accounted for the 

largest proportion of explanatory influence, 

followed by community support and program 

adaptability. Non-competitive environments, while 

still relevant, played a comparatively smaller role. 

These results emphasize that trust-oriented 

engagement in female fitness contexts is driven 

more by psychological and relational factors than 

by performance-oriented design elements. 
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Table 4. Relative importance of female-centered fitness attributes 

Attribute Importance weight (%) 

Emotional safety 26.4 

Inclusivity and representation 22.1 

Community support 19.8 

Program adaptability 17.3 

Non-competitive environment 14.4 
 

Visual analysis of engagement progression across 

participation duration reinforced the statistical 

findings. Figure 1 illustrates a consistent upward 

trend in behavioral, emotional, and cognitive 

engagement with increasing fitness exposure. 

Notably, emotional engagement displayed the 

steepest growth trajectory over time, particularly 

beyond the first year of participation, indicating 

cumulative emotional bonding and trust 

reinforcement through sustained movement-based 

interaction. 

 

 
Figure 1: Growth of customer engagement across fitness exposure duration 

 

The combined effect of engagement dimensions on 

brand trust is further illustrated in Figure 2, which 

presents a surface relationship between emotional 

engagement, behavioral engagement, and trust 

intensity. The surface peaks at high emotional 

engagement levels, even when behavioral 

engagement is moderate, suggesting that emotional 

resonance amplifies trust more effectively than 

participation frequency alone. This interaction 

pattern visually supports the mediating role of 

emotional engagement identified in the structural 

analysis. 
 

 
Figure 2: Surface relationship between engagement dimensions and brand trust 
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DISCUSSION 
Interpreting Movement-Based Engagement in 

Female Fitness Contexts 

The findings of this study demonstrate that 

movement-based engagement through female-

centered fitness approaches represents a distinct 

and effective pathway for building high-trust 

brands. The observed progression of customer 

engagement across participation duration 

highlights the importance of embodied, repeated 

interactions in shaping brand relationships 

(Carlson et al., 2019). Unlike episodic marketing 

touchpoints, fitness engagement embeds the brand 

within daily or weekly routines, allowing trust to 

develop gradually through consistency, care, and 

shared effort. This supports engagement theory 

that emphasizes experiential depth over 

transactional frequency in cultivating durable 

consumer–brand bonds (Bruckberger et al., 2023). 
 

Emotional Engagement as the Primary Trust 

Conduit 

A central contribution of this study lies in 

identifying emotional engagement as the dominant 

mediator between female-centered fitness practices 

and brand trust. The stronger influence of 

emotional engagement compared to behavioral and 

cognitive dimensions suggests that trust formation 

in fitness contexts is driven less by participation 

intensity or rational evaluation and more by 

feelings of safety, empowerment, and emotional 

resonance (Temerak & Winklhofer, 2023). 

Female-centered environments that prioritize 

comfort, inclusivity, and non-judgmental 

interaction appear to activate affective mechanisms 

that anchor trust more deeply than performance-

based incentives alone. This finding aligns with 

relational branding literature that positions 

emotion as a critical driver of long-term brand 

credibility and loyalty (Nyadzayo et al., 2020). 
 

Role of Inclusivity and Emotional Safety in 

Engagement Design 

The relative importance of emotional safety and 

inclusivity underscores the psychological 

dimension of movement-based engagement for 

women consumers. Fitness spaces have 

historically been associated with body scrutiny, 

competition, and exclusion, which can undermine 

trust and sustained participation (Harjunen, 2019). 

By contrast, female-centered approaches that 

normalize diverse body types, fitness levels, and 

personal goals create environments where 

participants feel respected and understood. The 

prominence of these attributes in shaping 

engagement and trust suggests that brands 

operating in wellness domains must prioritize 

psychological comfort as a strategic design 

principle rather than a supplementary feature 

(Williams et al., 2022). 
 

Community Dynamics and Relational Brand 

Identity 

Community support emerged as a meaningful 

contributor to engagement outcomes, reinforcing 

the role of social belonging in trust-oriented 

branding. Group workouts, peer encouragement, 

and shared narratives transform fitness 

participation into a collective experience, where 

trust extends beyond the individual–brand 

relationship to encompass peer-mediated 

validation (HAEGELE et al.,. 2020). These 

community dynamics allow brands to function as 

facilitators of social connection rather than distant 

service providers. Over time, this relational 

positioning strengthens brand identity, as 

consumers increasingly associate personal growth 

and social belonging with the brand ecosystem (He 

& Zhang, 2022). 
 

Temporal Effects of Sustained Fitness 

Participation 

The visual progression of engagement across 

exposure duration highlights the temporal nature 

of trust development in movement-based branding. 

The accelerating growth of emotional engagement 

over time suggests that trust is cumulative and 

reinforced through repeated positive experiences 

(Balakrishnan & Dwivedi, 2021). This temporal 

effect has important implications for brand 

strategy, indicating that short-term fitness 

campaigns may generate awareness but are 

unlikely to produce high-trust outcomes. Instead, 

brands must commit to long-term program 

consistency, quality facilitation, and ongoing 

community cultivation to fully realize the trust-

building potential of female-centered fitness 

initiatives (Colmaire, 2022). 
 

Strategic Implications for High-Trust Brand 

Development 

From a strategic perspective, the findings suggest 

that female-centered fitness approaches offer 

brands a scalable and resilient engagement model 

in increasingly trust-sensitive markets. By 

integrating movement, emotional safety, and 

community into their engagement architecture, 

brands can shift from transactional relationships 

toward partnership-oriented identities. The 

disproportionate influence of emotional 

engagement further implies that investments in 
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empathetic communication, instructor training, and 

inclusive program design may yield greater trust 

returns than purely expanding participation metrics 

(Payne et al., 2023). This approach aligns with 

broader shifts toward purpose-driven and 

experience-centric branding strategies (Iglesias et 

al., 2022). 
 

Contributions and Future Research Directions 

This study contributes to customer engagement 

and branding literature by empirically linking 

movement-based, female-centered fitness 

approaches with trust formation mechanisms. It 

extends existing frameworks by demonstrating 

how embodied participation and emotional safety 

operate as relational assets in brand development. 

Future research could explore cross-cultural 

variations in female fitness engagement, 

longitudinal trust dynamics, or comparative 

analyses between mixed-gender and women-only 

fitness environments. Additionally, integrating 

physiological or digital engagement data may 

further enrich understanding of how movement 

translates into trust at multiple levels. 
 

CONCLUSION 
This study concludes that female-centered fitness 

approaches function as powerful movement-based 

engagement mechanisms that enable brands to 

build high levels of customer trust through 

emotionally resonant, inclusive, and community-

oriented experiences. By embedding brand 

interactions within embodied fitness routines, 

organizations move beyond transactional 

engagement toward relational partnerships 

grounded in emotional safety and shared values. 

The findings demonstrate that customer 

engagement operates as a structured pathway 

linking female-focused fitness design to brand 

trust, with emotional engagement emerging as the 

most influential conduit. Importantly, trust 

development is shown to be cumulative, 

strengthening with sustained participation and 

consistent program quality. These insights 

highlight the strategic value of prioritizing 

empathetic design, inclusivity, and long-term 

commitment in fitness-driven branding initiatives. 

Overall, the study advances understanding of how 

movement-based, female-centered engagement 

strategies can contribute to resilient, high-trust 

brand development in contemporary consumer 

markets. 
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