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Abstract: As experiential business models expand, understanding how consumers construct
value beyond functional outcomes is becoming increasingly relevant to research on premium
service consumption. Consequently, our study examines how consumers experience value in
premium fitness consumption and how this value justifies price premiums. By using a
qualitative study design based on eleven semi-structured interviews, our study describes the
lived meanings consumers attach to premium fitness experiences across hedonic, eudaimonic,
and social dimensions. Our study shows that experiential value in this context is not delivered
through the service itself but constructed through participation, social interaction, and identity
relevance, and that price justification is not a pre-purchase judgment but a retrospective
process shaped by the meanings that emerge in use. The insights contribute to research on
experiential consumption and service pricing by showing how price premiums are justified
through non-functional meanings accumulated across repeated engagement, extending
existing frameworks that treat value and price justification as primarily functional or episodic
evaluations.
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Introduction

What shapes the perceived value and price
justification of a premium service concept?
Premium experiential business models
have expanded over the last years (Global
Wellness Institute, 2025), where high
prices are commonly used to signal
superior quality, exclusivity, and prestige.
Unfortunately there is not a widely
accepted definition of what constitutes
premium services. We define a premium
service concept as a model positioned
between low-cost and luxury offerings,

though trending more towards the luxury
end of the market (Cevik & Sevilmis,
2024; Ko et al., 2019). Further we define it
as having a higher-cost structure that
requires consumers to pay a price premium
justified by a substantial perceived quality
gap over standard or low-cost alternatives
(Ko et al., 2019). The pricing structure of
Barry’s Bootcamp Gothenburg, presented
in Appendix 1, illustrates the scale of this
premium in practice. Unlike the low-cost
model, which focuses on financial
efficiency by "eliminating unnecessary
elements" and providing "limited services"



(Cevik & Sevilmis, 2024, p. 832) a
premium fitness concept provides superior
service such as higher level aesthetics or

amenities that exceed the standard (Tynan
eta., 2010).

Particularly in service contexts, quality is
difficult to evaluate prior to purchase (Rao
& Monroe, 1989; Zeithaml, 1988). Thus
premium positioning alone does not secure
justification. Consumers’ judgments of
what is “worth it” are shaped not only by
perceived benefits, but by reference prices
and fairness expectations (Bolton et al.,
2003; Xia et al., 2004; Bolton et al., 2010).
This raises the question of whether the
experiential offerings of premium service
concepts are sufficient to generate the kind
of meaningful, lived value that leads
consumers to perceive the price as
justified.

Experiential value refers to the value
consumers derive from the lived
experience of consumption itself, through
what they feel, interpret, and socially
enact, rather than from functional
outcomes alone (Holbrook & Hirschman,
1982; Holbrook, 1999). Understanding
how such value is experienced, and how it
shapes consumers’ judgments of price, is
the central concern of our study. Value in
experiential service contexts emerges
through use and interaction. It is
co-created and interpreted within specific
social and cultural settings rather than
embedded in the service itself (Vargo &
Lusch, 2004; Zeithaml, 1988).
Consequently, the justification of premium
pricing depends on how consumers
experience that value.

This points to a broader theoretical gap
that our study seeks to address. While
prior research has examined experiential

value, satisfaction, and loyalty in fitness
and event contexts, these studies have
largely focused on episodic or one-off
experiences such as concerts, festivals, or
running events, contexts where value is
constructed within a single, bounded
encounter (Armbrecht & Andersson, 2020;
Chen & Chen, 2010; Cevik & Sevilmis,
2024). Less is known about how
consumers in repeated premium fitness
settings  construct experiential  value
through ongoing engagement, and how
these meanings contribute to the
justification of price premiums over time.
Prior price justification frameworks tend to
treat consumer evaluation as either a
pre-purchase cognitive judgment based on
extrinsic cues (Zeithaml, 1988; Rao &
Monroe, 1989) or a post-purchase
quality-price comparison (Bolton & Drew,
1991). What remains undertheorized is
how price justification is retrospectively
constructed through the lived experience
itself: How do non-functional meanings,
accumulated across emotional, social, and
identity-relevant dimensions, do the work
of justification that rational price-quality
models cannot fully account for? Our
study therefore seeks to understand how
experiential value is constructed in use and
how that construction justifies premium
pricing across the course of ongoing
engagement, contributing to research on
experiential consumption and service
pricing by developing a  deeper
understanding of how price premiums may
be justified through experience values that
emerge in use.

Premium fitness studios are a particularly
fitting context for examining this gap
precisely because price justification cannot
unfold as a single evaluative act when the
consumer returns week after week. Unlike



one-off consumption experiences, they
combine  experiential,  social, and
identity-relevant consumption with explicit
and repeated premium pricing decisions.
This means that the processes through
which consumers decide a price premium
is worth paying unfold gradually across
time, making it possible to study how lived
experience and price justification develop
together in ways that single-encounter
contexts do not allow. We understand
experiential value as emerging through
participation, social enactment, and
personal interpretation rather than through
functional outcomes alone (Holbrook &
Hirschman, 1982; Holbrook, 1999). A
distinction that is particularly
consequential in a repeated,
premium-priced context where those

meanings accumulate over time.

Building on the identified research gap,
this thesis investigates the following
research question:

How do consumers experience value in
premium fitness consumption, and how
does this value justify price premiums?

Several delimitations shape the scope of
our study. First, the empirical focus is
limited to a single premium fitness studio
in one market, meaning the findings do not
claim to represent premium fitness
consumption broadly, nor value experience
in low-cost, mid-market, or luxury fitness
contexts. Second, the study focuses
exclusively on consumers with lived
experience of the concept, excluding those
deterred before their first visit or who
discontinued after trying it, reflecting the
perspectives of a group for whom the
financial and social conditions of
participation are already met. Third, the

findings are not intended to transfer
directly to other markets without
consideration of local spending norms and
cultural context. These delimitations are
not weaknesses but deliberate boundary
conditions that allow our research question
to be explored with the necessary depth
and focus.

Theoretical Framework

The theoretical framework follows a
sequential logic in which each section
addresses one step in the conceptual chain
connecting experience to price. It begins
by establishing what experiential value is
and how it is created through hedonic,
eudaimonic, and social dimensions. It then
examines how this value is perceived and
how it justifies a price premium. Together,
these steps trace a path from the nature of
experiential consumption to  the
consumer’s ultimate judgment of whether
a premium fitness experience is worth
paying for.

The experiential and symbolic value of
consumption

Consumption can be understood not only
as a rational act aimed at maximizing
utility, but also as a deeply experiential
process shaped by feelings, fantasies, and

symbolic  meanings  (Holbrook &
Hirschman, 1982;  Kumar, 2022).
Experiential  consumption refers to

consumption in which value is derived
primarily from the lived experience itself
rather than from functional outcomes
alone. Holbrook and Hirschman (1982)
argue that consumer behavior extends
beyond cognitive information processing,
as consumption experiences often include
hedonic, aesthetic, and
dimensions that imbue them with personal

emotional
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significance. More recent work similarly
suggests that experiential purchases are
associated with greater satisfaction and
meaningfulness than material purchases
(Weingarten & Goodman, 2021; Gupta et
al., 2024). Experience quality research
further suggests that such experiences are
subjective and shaped by consumers’
personal reactions and feelings, indicating
that value emerges through participation in
the service encounter rather than from
functional attributes alone (Chen & Chen,
2010). This perspective is especially useful
for analyzing premium service contexts,
where sensory atmosphere and emotional
engagement shape perceived value. From
this perspective, participating in a
premium fitness context becomes a form
of affective consumption in which
individuals seek more than just mere
efficiency or utility. Grounding our study
in this experiential perspective allows
premium fitness to be understood as a
value-laden form of consumption shaped
by sensory, emotional, and participatory
experience.

It is worth noting, however, that Holbrook
and Hirschman’s (1982) framework was
developed primarily in the context of
product consumption and bounded leisure
activities, such as watching a film or
listening to music, rather than structured,
repeated service encounters. The hedonic
and fantasy-driven dimensions they
theorize were conceived around relatively
discrete consumption episodes in which
value is constructed within a single, often
passive, experience. Whether these
dimensions translate directly to a premium
fitness context, where participation is
disciplined, goal-oriented, and
accumulated across weeks and months, is
not self-evident. A premium fitness class is

not a passive leisure experience. It
demands physical effort, social
accountability, and active self-regulation,
qualities that a framework built around
pleasure,  fantasy, and  emotional
enjoyment was not designed to capture.
Our study therefore draws on Holbrook
and Hirschman’s framework as a
productive theoretical point of departure,
while remaining attentive to the possibility
that value construction in premium fitness
encompasses further dimensions that their
original framework did not anticipate.

The cultural, social, and symbolic
meaning of premium service
consumption

Building on this experiential perspective,
Consumer Culture Theory (CCT) explains
consumption as a cultural and symbolic
practice (Arnould & Thompson, 2005;
Arnould et al., 2019). It treats consumers
as cultural actors who use marketplace
symbols and resources to construct
identities, express values, and negotiate
social belonging, rather than as passive
recipients of products or services (Arnould
& Thompson, 2005; Belk, 1988). From
this perspective, goods and services can
become part of the consumer’s extended
self and serve as symbolic resources in
identity projects (Belk, 1988). In the
context of premium fitness, this means that
participation may carry meanings that
extend beyond exercise outcomes and
relate to discipline, self-presentation,
lifestyle, and belonging.

McCracken’s (1986) model of the
movement of cultural meaning further
helps explain how such meanings are
formed and transferred. According to
McCracken, cultural meaning originates in
the culturally constituted world, where
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shared categories and values shape how
people interpret consumption. Through
marketing, design, and consumption
rituals, these meanings are transferred to
goods and services and then interpreted by
consumers in use (McCracken, 1986).
Applied to premium fitness, this suggests
that the studio experience may symbolize
wider cultural ideals such as exclusivity,
health, or urban sophistication, while also
being interpreted differently across
consumer groups and local contexts.

Taken together, CCT shows that the value
of premium fitness is not only located in
what the service does, but also in what it
means within a particular consumer
culture. This suggests that experiential
consumption is inherently tied to symbolic
and social processes, which shape how
experiences are interpreted and valued. At
the individual level, this symbolic
perspective also helps explain how
premium fitness can become a resource for
identity work and social positioning
(Arnould & Thompson, 2005; Belk, 1988).
Further, the studio environment, branded
aesthetics, instructor performance, and
choreography of participation can operate
as symbolic cues through which cultural
meanings are transferred into the service
experience and appropriated by consumers
in use (McCracken, 1986).

Taken together, social and symbolic
meaning help explain why premium fitness
can matter beyond its functional and
experiential qualities. The experience may
operate as a site of self-expression and
social positioning, making it relevant not
only as physical activity but also as a
culturally meaningful practice embedded
in consumer identity projects (Arnould &
Thompson, 2005; Belk, 1988; McCracken,
1986).

While CCT provides a robust framework
for understanding how consumers utilize
premium fitness as a symbolic resource for
identity construction, it is not without
limitations. Askegaard and Linnet (2011)
argue that CCT research tends toward an
individualizing tendency, treating
consumers as overly empowered and
reflexive meaning-makers while
neglecting bigger forces that shape
consumption, what they call the "context
of context" (Askegaard and Linnet, 2011,
p. 396). In a premium fitness context, this
is relevant as CCT illuminates how
participation becomes meaningful for
those who engage with it. However, CCT
has less to say about why some consumers
can access these identity resources while
others cannot, including the role of
income, social background, and cultural
norms that make premium self-investment
feel normal or desirable.

Experiential value dimensions

While CCT explains what premium fitness
means culturally and socially, experiential
value in premium fitness refers to the
value consumers derive from the lived
experience of consumption rather than
from functionality alone. Building on the
experiential and symbolic nature of
consumption, it captures how consumers
evaluate experiences through what they
feel, interpret, and socially enact.
Holbrook’s  (1999) consumer value
framework 1is useful here because it
presents value as multidimensional and
extends beyond utilitarian assessments to
include experiential, social, and symbolic
forms. More recent work similarly shows
that consumption can be meaningful and
eudaimonic rather than purely functional
(Gupta et al., 2024). In the context of



premium fitness, this matters because
value may lie not only in the physical
workout, but also in how the concept is
experienced, shared, and interpreted by
consumers. Experiential value therefore
reflects the 1dea that consumption is
evaluated through the experience it
produces, not solely through its practical
results (Holbrook, 1999; Armbrecht et al.,
2017).

A central dimension of experiential value
is hedonic value, which refers to pleasure,
enjoyment, excitement, and sensory
stimulation, and is closely associated with
the immediate emotional satisfaction
derived from the experience itself
(Holbrook, 1999; Holbrook & Hirschman,
1982). It encompasses the emotional
aspects of immersion in activities,
particularly individual preferences for
what is considered fun, fantasy, and
pleasure, driving happiness and
satisfaction of needs (Cinjarevic et al.,
2019; Schiel, 2015; Hamari et al., 2016).
In a premium fitness context, hedonic
value may arise through sensory
atmosphere and arising emotions, which
can make the fitness class intrinsically
enjoyable. This is connected to subjective
well-being, which Kahnemann et al.
(1999) argue is what shapes the pleasure of
experiences, and which in turn contributes
to shaping perceived value (Kim & James,
2019; Holbrook, 1999; Armbrecht, 2021).

A second dimension is eudaimonic value,
defined as the development of potential
and the movement toward self-realization
(Waterman, 1993; Armbrecht &
Andersson, 2020; Medeiros et al., 2025).
This extends the hedonic dimension by not
merely fulfilling well-being needs, but
further satisfying self-determination needs
(Ryan & Deci, 2020). In a premium fitness

context, eudaimonic value may arise when
participation helps consumers strengthen
their selves, making the experience
identity-relevant. Prior research supports
this, eudaimonic satisfaction has been
shown to correlate positively with hedonic
satisfaction, and both contribute to
subjective happiness among participants in
experiential activity contexts (Andersson
& Armbrecht, 2023; Armbrecht &
Andersson, 2020).

Experiential value also includes a social
dimension. Social value can be understood
through three interrelated mechanisms,
meaningful interactions with others that
provide self-fulfillment and emotional
rewards (Cinjarevic et al., 2019),
socio-emotional benefits created through
forming relationships by initiating,
cultivating, and responding through
interactions fostered by the service context
itself (Boateng et al., 2019; Schiel, 2015),
and community belonging, defined as the
aspiration to be part of a group and
connect with  like-minded  people
(Mohlmann, 2015). This aligns with Sense
of Community (SOC) theory, which
defines community through dimensions of
membership, influence, needs fulfillment,
and emotional connection (Cevik &
Sevilmis, 2024), and confirms that value
emerges through supportive networks
rather than individual enjoyment alone
(Armbrecht et al., 2017; Armbrecht, 2021).

Finally, experiential value is shaped by
how the experience is lived and
interpreted. Chen and  Chen (2010)
emphasises that experience quality is
subjective and formed through consumers’
personal reactions and feelings rather than
objective service attributes. In a premium
fitness context, this means that the value of
a class is co-shaped by the participant’s
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Figure . Experiential value dimensions.
involvement, mood, and interpretation of
the setting, and the same class may
therefore generate different value for
different consumers.

Taken together, experiential value in
premium fitness is best understood as a
layered consumption experience created
the of
atmosphere, consumer participation, social
relations, and subjective interpretation,
shaped by how the service is felt,
interpreted, and integrated into consumers’
identities and social contexts (Holbrook,
1999; Armbrecht, 2021; Armbrecht &
Andersson, 2020). Figure 1 summarizes
the conceptual relationship between these
dimensions.

through interaction service

Overall we suggest that these three
dimensions do not operate independently
of one another in practice. The immediate
pleasure of a class may reinforce a sense
of personal progress, which is in turn
deepened by the motivational energy and
recognition provided by others. Hedonic
value creates the conditions for continued

participation, eudaimonic value gives that
participation longer-term personal
meaning, and social value amplifies both
by embedding the experience within a
collective context that neither dimension
could produce alone. Our theoretical
framework  therefore  treats  these
dimensions as analytically distinct but
experientially interconnected, with the
expectation that their combined effect on
perceived value and price justification will
be greater than any single dimension in
isolation.

From experience quality to perceived
value and price justification

Having established how experiential value
is constructed across hedonic, eudaimonic,
and social dimensions, the question
becomes: How does this constructed value
translate into consumers’ judgments of
price? This section examines how
experiential value translates into perceived
value and, ultimately, into the justification
of a premium price We understand
perceived value as the consumer’s overall
assessment of a service based on
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perceptions of what is received relative to
what is given (Zeithaml, 1988).

A foundational premise here is that the
firm does not deliver value in service
contexts but that it is constructed by the
consumer. Vargo and Lusch (2004) argue
that firms offer value propositions rather
than value itself, with value co-created
through interaction  and
interpretation in use. Thus the firm is the
creator of the experience which the
customer is part of (Payne et al., 2008).
Andersson (2007), who describes the
"active consumer" as  ultimately
responsible for the final production of
value further elaborates this. The firm
provides the service environment,
atmosphere, and interactions, but it is the
consumer who transforms these inputs into

consumer

meaningful experience. In a premium
fitness context, this matters because it
means that the same class, instructor, and
studio  environment may  generate
profoundly different value for different
consumers, depending on how they
participate and make sense of it. Price
justification, accordingly, cannot be
assessed prior to the experience, it is
constructed through it.

It should be noted, however, that Vargo
and Lusch’s (2004) service-dominant logic
has been critiqued for being too broad to
generate  specific  predictions  about
consumer behaviour. If value is always
co-created through consumer interaction,
the framework offers limited predictive
power about when or why that co-creation
produces meaningfully different outcomes
(Arnould, 2007). Our study addresses that
limitation by moving beyond the general
claim that value is co-created toward
identifying the specific ~mechanisms
through  which co-creation produces

meanings that justify a premium price
across repeated engagement.

Building on this, prior research establishes
that experience quality exerts a direct
positive effect on perceived value (Chen &
Chen, 2010). Perceived wvalue, in
Zeithaml’s (1988) widely used definition
that we mentioned before captures the
essential trade-off between perceived
benefits and perceived sacrifices that
underlies consumers’ evaluations of worth.
And this judgment of worth is what
determines whether a price is perceived as
acceptable, excessive, or even necessary
(Monroe, 1973). However, reducing
perceived value to a simple quality-price
calculation is insufficient to capture the
complexity of how consumers actually
evaluate experiential services (Bolton and
Drew, 1991; Dodds et al., 1991, Sheth et
al., 1991; Duman & Mattila, 2005).
Research  consistently  shows  that
consumer evaluations are shaped by both
functional motives, related to price,
quality, and convenience, and
non-functional motives, related to social,
emotional, and identity-relevant needs
(Sheth et al., 1991; Bhat & Reddy, 1998).
In a premium fitness context specifically,
members attend with varying motivations
including
well-being, socialization, and escapism
(Gjestvang et al., 2020), suggesting that
perceived value cannot be understood
through a single utilitarian lens.

appearance, emotional

Crucially, consumers’ personal goals also
shape the interpretation of these value
dimensions. Woodruff and Flint (2006)
argue that experiences become valuable to
a consumer to the extent that they are
perceived as contributing to personally
relevant goals. Within our context they
may range from concrete objectives such
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as weight loss to more abstract aspirations
such as discipline or lifestyle alignment
(Barsalou 1991; Peterman 1997). The
value proposition offered by the firm must
therefore align with the consumer’s goals
for perceived value to emerge (Raghubir
and Corfman 1999). Following this, it is
not sufficient to only examine what the
consumer experiences, but what is equally
important is how experience is perceived
to serve their deeper purposes.

Prior research in low-cost fitness settings
has shown that sense of community
positively affects perceived value, and that
the social bonds consumers form
strengthen both their connection to the
brand and their motivation to continue
membership (Whiteman-Sandland et al.,
2018; Yi et al., 2021). The availability of
social spaces and co-creation opportunities
has similarly been shown to enhance
perceived value in sport and service
contexts (Pickett et al., 2016; Hedlund,
2014). Whether these dynamics extend to
premium fitness, and how they interact
with the higher price levels that define that
context, remains underexplored.

The question of how perceived value
translates into price justification involves
several interrelated mechanisms. Within
service contexts, where intrinsic quality is
difficult to evaluate prior to purchase,
consumers rely on extrinsic cues such as
price, brand, and reputation to form initial
quality expectations (Zeithaml, 1988; Rao
& Monroe, 1989). Price in particular
functions as a reference-dependent
heuristic. Gneezy et al. (2014) show that
consumers use price as a signal that shapes
their expectations of quality, which then
serve as a benchmark against which the
actual experience is evaluated. If the
experience meets or exceeds those

expectations, the price is retrospectively
reinforced as justified. If it falls short, the
same price may be judged excessive. In
this way, price justification is not fixed but
dynamically = produced through the
interaction between expectation and
experience. Brand cues further reinforce
this dynamic. Rao and Monroe (1989)
demonstrate that strong brand associations
elevate perceived quality and strengthen
the justification of high prices, particularly
when multiple cues, like brand, price, and
tangible service attributes, converge
consistently.

This relationship between brand and price
justification extends beyond signaling
alone. Prior research has shown that
positive brand experience has a direct
effect on consumers' willingness to pay a
price premium (Dwivedi et al., 2018).
Which suggests that price justification is
not only a matter of quality signals but of
the attitudinal relationship consumers
develop with the brand through
experience.

Beyond price and brand signals,
justification 1is also shaped by how
consumers interpret the sacrifice involved.
Zeithaml (1988) conceptualizes price not
only as monetary cost but as total sacrifice,
encompassing time, search effort, and
psychological costs. Price justification
depends on whether the perceived benefits
across all dimensions outweigh these
combined sacrifices. Importantly,
consumers rarely evaluate exact price
levels in isolation. Instead, they categorize
prices into broader perceptual judgments
like "expensive", "reasonable", or "worth
it", shaped by internalized reference prices
(Zeithaml, 1988; Mazumdar et al., 2005).
These  reference prices may be
expectation-based, aspiration-based, or
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normative. And in contexts where
alternatives are limited or price
transparency is low, normative references,
perceptions of what is socially fair or
appropriate, play a particularly significant
role. Individual thresholds for what
constitutes acceptable spending further
vary across consumers based on income,
prior experience, and context (Monroe,
1973; Vastani & Monroe, 2019), meaning
that price justification is inherently
subjective and context-dependent.

Overall what remains undertheorized is
how price justification is retrospectively
constructed through the lived experience
itself. How do non-functional meanings,
accumulated across emotional, social, and
identity-relevant dimensions, do the work
of justification that rational price-quality
models cannot fully account for? Further
what the mechanisms are through which
price justification is sustained, deepened,
or eroded over time remain an open
question.

Figure 2 summarises the conceptual chain,
illustrating  how
translates into perceived value and price
justification through the mediating role of
personal goals.

experiential  value
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Figure 2. From experiential value to price justification

Methodology

The following section outlines the
qualitative research design through which
our questions are empirically explored,
including the case selection, data
collection, and analytical approach that
guide the study.

Our research adopts a qualitative research
approach to explore how consumers
experience the service value and the
premium pricing within the context of
premium fitness in Gothenburg. A
qualitative design is appropriate, given the
exploratory nature of the research and the
study’s focus on exploring subjective
experiences of a particular group of people
that shape justification of premium prices
(Denzin & Lincoln, 2018).

10



Our study seeks to gain in-depth insights
into how consumers interpret value, price
fairness, and brand positioning. And how
these interpretations influence their
acceptance or rejection of premium
pricing. This approach allows for a
nuanced  understanding of  pricing
perceptions that are embedded in local
market conditions and cultural norms.

Context: Barry’s Bootcamp Gothenburg

Barry’s Bootcamp is a premium fitness
concept known for its high-intensity
training format, curated studio
environment, and strong lifestyle-oriented
branding. The brand is positioned at the
upper end of the fitness market. The
concept combines structured, instructor-led
training with a carefully staged sensory
environment, most distinctively its
signature "Red Room," to create a highly
immersive and differentiated service
experience. This makes it an especially
relevant case for examining how
consumers construct experiential value, as
the service is designed to deliver value in
multiple dimensions rather than through
functional workout outcomes alone.

The Gothenburg studio offers a
particularly compelling context for our
study. As a premium concept operating
across multiple markets, it carries an
established brand identity that arrives in
Gothenburg alongside locally embedded
norms of spending and lifestyle. This
allows the study to examine not only how
experiential value is constructed in use, but
also how a premium service concept is
received, interpreted, and evaluated within
a distinct cultural setting. The Gothenburg
case therefore makes it possible to explore
how locally embedded consumer norms
shape perceptions of worth and price

justification, contributing to a more
contextually grounded understanding of
premium fitness consumption.

Empirical Material

The empirical material was collected
through eleven semi-structured, in-depth
interviews lasting 30-45 minutes each.
Interviews were conducted virtually via
video call and audio-recorded for
transcription purposes with informed
consent obtained The semi-structured
format balanced consistency across core
topics with flexibility for participants to
share unanticipated insights on premium
fitness experiences (Arnould & Thompson,
2005; Creswell & Poth, 2018; Denzin &
Lincoln, 2018).

The interview was organized around five
thematic areas, designed to move
progressively from personal narrative to
more reflective evaluation. From the
respondent’s lived experience at Barry’s,
through the social environment, to price
perception and value judgment, closing
with broader fitness background and
context. Rather than asking directly about
value or price from the beginning , the
guide was structured to first elicit lived
experience before turning to interpretation,
allowing respondents’ own framings of
worth and meaning to emerge naturally
from their accounts rather than being
prompted by theoretical categories. The
first substantive question asked
respondents to narrate their personal
introduction to Barry’s Bootcamp: "To
start, can you tell me the story of how you
first got introduced to Barry’s?". This
encouraged respondents to move beyond
factual recall and reflect on the
expectations and emotions surrounding
their first encounter with the concept.
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Throughout, follow-up probes encouraged
respondents to ground their answers in
concrete experiences, consistent with the
study’s aim of capturing the lived meaning
of premium fitness consumption.

Participants were recruited via purposive
sampling for variation in Barry’s usage
frequency, membership type, age, and
representation of gender usage (as seen in
table 1). Data saturation was reached after
eleven interviews. Following Fusch and
Ness’s (2015) criterion that saturation
occurs when there is enough information
to replicate the study and no new themes
emerge. We tracked theme emergence
iteratively across interviews rather than
assuming saturation in advance. As
interviews progressed, new patterns across
the hedonic, eudaimonic, and social
dimensions of experiential value became
increasingly rare, with later interviews
serving primarily to confirm and
consolidate existing themes rather than
introduce new analytical directions. This
iterative tracking process, combined with
the purposive sampling strategy described
above, supports the judgement that
saturation had been reached within the
scope of our study.

Interviews were auto-transcribed then
manually verified by both authors to
preserve nuance. One interview was
conducted in Swedish and the translation
was cross-checked by the author with
native proficiency in the language to
ensure conceptual accuracy before being
incorporated into the analysis. All
remaining interviews were conducted and
transcribed in English.

Respo | Age | Gender | Membership type | ¢
ndent Frequency
R1 26 Female Credits 4/year
R2 24 Female Credits 1/month
R3 44 Male Credits 1/week
R4 31 Male Membership 4/week
RS 51 Female Third-party 2/week

platform (Bruce

Studios)
R6 33 Female Membership 3/week
R7 27 Female Credits 1/week
R8 26 Female Membership S/week
R9 47 Female Credits 3/week
R10 43 Female Credits 2/week
R11 29 Female Membership 6/week

Table 1. Respondent averview

Data analysis

The collected data was analyzed using
thematic analysis, following Braun and
Clarke’s (2006) six-phase framework of
familiarization, coding, theme generation,
review, definition, and writing. The
analysis further adopts an abductive
research strategy, characterized by an
iterative movement between theory and
empirical material (Spiggle, 1994; Dubois
& Gadde, 2002). Initial coding was guided
by the theoretical framework, specifically
the hedonic, eudaimonic, and social
dimensions of experiential value, while
emerging  patterns in  the data
simultaneously prompted refinement of
those theoretical categories. This iterative
movement between theory and data
continued throughout the analytical
process, consistent with the abductive
research strategy described above. This
aligns with CCT’s emphasis on
interpreting the subjective meanings
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embedded in consumption experiences
(Arnould & Thompson, 2005).

The analysis will be informed by the
study’s theoretical framework, more
particularly symbolic and experiential
consumption  with  its  dimensions,
perceived value and price justification.
Thus these will be the main variables the
research will be revolving around, while
remaining open to emergent themes
grounded in the empirical material. This
abductive approach allows theory and data
to interact throughout the analytical
process.

Ethical considerations and limitations

Ethical considerations include ensuring
informed consent, voluntary participation,
and the anonymity of all respondents.
Given the qualitative nature of the study,
the findings are not intended to be
statistically generalizable but instead aim
to provide analytically rich insights into
consumer perceptions within a specific
market context. At the same time, it needs
to be noted that qualitative findings are
context-bound and interpretively shaped
(Denzin & Lincoln, 2018).

Several limitations bear acknowledgement.
First, recruitment through the studio's own
client base introduces an element of
convenience sampling, meaning the
sample likely overrepresents consumers
with a positive orientation toward the
brand (Creswell & Poth, 2018). Second,
one of the authors works for the premium
fitness concept studied, which provided
valuable contextual understanding but also
introduced potential bias in how the
findings were interpreted. Third, while
conducting interviews virtually offered
practical flexibility, the absence of

non-verbal cues and the limitations of a
screen-based setting may have affected the
depth of rapport compared to in-person
interviews (Deakin & Wakefield, 2014).
Finally, the sample’s demographic
narrowness, particularly the heavy female
skew, may limit the transferability of the
findings, as value experience and price
justification may differ across more
diverse consumer groups (Creswell &
Poth, 2018). Nevertheless, the results may
offer transferable insights relevant to
similar premium fitness markets facing
challenges related to premium pricing.

Research Quality

Our study ensures research quality by
applying Lincoln and Guba’s (1985)
trustworthiness framework, focusing on
credibility, transferability, dependability,
and confirmability.

Credibility was strengthened through
thorough engagement with the empirical
material, iterative cross-checking of
emerging themes against the full dataset,
and the use of direct quotations throughout
the analysis to ground interpretations in
respondents’” own words To support
transferability, participant descriptions
allow others to assess the relevance of the
findings.

Dependability was ensured through
transparent documentation of the research
process, including the interview guide,
recruitment strategies, and data analysis
methods. Confirmability was addressed
through  reflexivity and  systematic
cross-checking of interpretations against
the raw empirical material. Both authors
revisited transcripts and audio recordings
during analysis to ensure conclusions
remained grounded in respondents’ own
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words rather than post-hoc impressions,
with positional bias managed through the
division of analytical responsibilities
described above.

Researcher reflexivity played a crucial role
in maintaining both dependability and
confirmability. One of us is working for
the brand this study concerns itself with.
This insider position provided valuable
contextual knowledge but also introduced
a genuine risk of confirmation bias.
Creswell & Poth (2018) caution that
insider researchers risk producing findings
that are sensitive or damaging to the
organization, and that studying one’s own
workplace can limit objectivity. In this
study, however, the employed author’s
supervisor played a supporting rather than
supervisory role, and critical findings were
welcomed, meaning no professional
relationship was at risk.  Further,
participants were not all personally known
to the employed author, and interviews
were distributed between both authors,
reducing the likelihood of power
imbalances in the interview setting. To
manage positional bias, the non-employed
author took primary responsibility for
critically examining interpretations that
appeared overly favorable to the brand,
and we actively reflected on these biases
throughout, acknowledging that reflexivity
reduces rather than eliminates positional
bias.

Al tools disclosure

To support the writing and organisation of
this thesis, generative Al tools were used
as a limited assistant during the research
and drafting process. Specifically, Al was
used for language and formulation support,
e.g. rephrasing sentences for clarity and
correcting grammar, as well as for

suggesting alternative paragraph structures
to improve readability and coherence. Al
tools were additionally used to produce
brief summaries of articles to help assess
potential relevance before reading in full,
and for transcription of audio files into text
documents. At no point were Al tools used
to generate empirical material, conduct
analysis, or replace scholarly judgement.
All Al-assisted text and suggestions were
reviewed critically by both authors and
revised where needed. The tools used
include ChatGPT, Perplexity, Notebook
LM, Klang Al and Claude. Full
responsibility for the content of this thesis,
including the accuracy of claims, the
correctness of references, and the integrity
of the analysis, rests with the authors.

Findings

This section presents and analyzes the
findings from eleven semi-structured
Barry’s  Bootcamp
Gothenburg clients. The analysis unfolds
in two steps that follow the conceptual
logic of the theoretical framework. The
first step explores how consumers
construct experiential value within the
premium fitness encounter, tracing this
construction across hedonic, eudaimonic,
and social dimensions. The second step
examines how this constructed value

interviews  with

shapes price perception and ultimately
justifies premium pricing. Together, the
two steps illuminate the process through
which a premium fitness experience moves
from being perceived as expensive to
being experienced as worth it.

1st Step Analysis: Experiential Value
Construction

From the collected data, three main
dimensions of the experiential value have
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emerged. These dimensions represent how
experiential value is constructed for the
consumer within the premium service
consumption experience. This is useful in
understanding in  what ways these
dimensions contribute to delivering
perceived value and thus legitimise a
premium price.

Hedonic value dimension

Hedonic value emerged primarily through
the sensory environment of the studio and
the emotional arc of the class experience,
with respondents consistently emphasizing
enjoyment, immersion, and a distinctive
post-workout affective state as central to
their engagement.

Studio’s atmosphere as part of the service
experience

Across interviews, respondents shared a
common perception of the studio’s
atmosphere in the studio and during the
workout. Notably, this atmosphere was
predominantly described in positive terms,
suggesting that it plays a significant role in
shaping how the experience is remembered
and valued. Building on this, the
atmosphere was not only perceived as
enjoyable but also as a driver of continued
engagement. Respondent 3 summarized
this, stating:

“If [...] it had been a different type of
atmosphere, if it wasnt so kind of
welcoming and open, then I don't think I
would have lasted as long as I have.” -
Respondent 3

Particularly, the atmosphere within the
workout space itself is emphasized by
respondents. The studio’s “Red Room,”
characterized by dim lighting and a
distinctive red glow, emerges as a central

element of the sensory experience.
respondents highlight the Red Room as a
defining feature of the overall service
experience. Its immersive quality appears
to intensify the workout and differentiate it
from more conventional fitness
environments. As Respondent 9 succinctly
states:

“The key is the Red Room” - Respondent 9

In addition to the wvisual environment,
music plays a crucial role in shaping the
experience. Respondents emphasize not
only the selection of music but also its
volume and intensity, which together
contribute to the overall sensory
stimulation. This is reflected by
Respondent 7:

“And then the loud music. And thats also
sort of why I prefer this class because [
think the music is generally very good.” -
Respondent 7

Taken together, the combination of
lighting and music creates an immersive

atmosphere,  transcending  traditional
exercise contexts. Respondents
emphasized its distinctiveness,

contributing to its memorability and
appeal. As Respondent 9 noted:

“I liked it because [...] it different from
everything else” - Respondent 9

These findings confirm that hedonic value
in premium fitness stems from immediate
emotional satisfaction and immersive
sensory environments (Holbrook, 1999;
Holbrook & Hirschman, 1982).
Respondents  highlighted the studio
atmosphere, music, and instructor energy
as primary drivers of enjoyment, aligning
with the view that consumption can
function as affective engagement where
sensory stimulation generates intrinsic
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pleasure. Consequently, the class operates
as an experiential product where
atmosphere and staging are the central
value-creating elements.

Emotional Trajectories of the service
experience

Now moving beyond the external
environment as a source of hedonic value,
this section focuses on clients’ emotional
experiences across different stages of the
service encounter before, during and after
the workout.

Prior to arriving at the studio or entering
the “Red Room,” several respondents
describe feelings of fatigue or low
motivation. These initial states are
important, as they provide a point of
contrast to the emotional outcomes
following the workout. As Respondent 6
notes:

“So sometimes I'm just in my head. I'm
tired.” - Respondent 6

At the same time, not all pre-workout
emotions are negative. Some respondents
report feelings of anticipation or
excitement, suggesting a more positive
orientation toward the experience even
before it begins. As Respondent 1 reflects:

“I mean, before I would say I was always
maybe excited” - Respondent 1

During the workout, respondents describe
a strong sense of focus that appears to
foster immersion and, to some extent,
escapism. This focus operates on two
levels. First, it is directed toward the
exercises,  enabling
participants to fully concentrate on their
performance. As Respondent 11 explains:

execution of

“And then during the workout, full focus
on the training.” - Respondent 11

Second, this focus becomes more
inward-oriented, with respondents
emphasizing a heightened sense of
self-attention and reduced awareness of
others. The workout is experienced as an
individual, almost introspective activity,
despite taking place in a group setting.
Respondent 2 captures this dynamic:

“You have the mirror in front of you. You
can almost look yourself in the wide eye
n

and be like "Come on, come on".” -
Respondent 2

Beyond focus, respondents also describe a
deeper level of immersion characterized by
a temporary release from cognitive effort.
Rather than actively planning or thinking,
participants follow the structure of the
class, which allows them to disengage
mentally. As Respondent 1 notes:

“I dont really need to think that much
about, like, what to do and, like, what the
next exercise would be. Just kinda follow

instructions, which I think was very nice.’
- Respondent 1

Following the workout, respondents
consistently describe a strong sense of
happiness and overall well-being, directed
not only toward the activity itself but also
toward themselves. This is reinforcing the
experience as both emotionally and
personally rewarding. When contrasted
with the lower levels of motivation
reported prior to the workout, this
post-exercise state appears even more
significant. As Respondent 7 reflects:

“So it’s one of those things where you go
in and then afterwards you sort of feel
really good about yourself.” - Respondent
7
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Importantly, respondents characterize this
feeling as distinct and difficult to replicate
in other contexts, suggesting a unique form
of emotional reward tied specifically to the
experience. Respondent 5 captures this
perceived uniqueness:

“But this feeling after a Barrys class when

you've been there, it cant be described
because it’s not the same, when I leave a
gym workout session, I don't have the
same feeling.” - Respondent 5

In addition, several respondents refer to a
heightened, almost  euphoric  state
following the workout, often described in
terms of a “high” or a surge in positive
energy. This indicates that the experience
generates not only satisfaction but also a
more intense affective response. As
Respondent 9 notes:

“And I'm getting excited because I know
like its just something in the air or
something it makes me happy” -
Respondent 9

In summary, the hedonic dimension is
strongly  reflected in  respondents’
emphasis on enjoyment and pleasure as
central to their experience. Rather than
being driven solely by functional fitness
goals, participation is closely tied to the
anticipation and realization of positive
affective states. As Respondent 10
highlights:

“Is it fun? I think that’s the main thing,
like, would it be fun and would it feel good
in my body?” - Respondent 10

Moreover, these pleasurable experiences
appear to play a crucial role in sustaining
engagement over time. Respondents
indicate that the positive emotions
associated with the workout act as a key
motivational driver, encouraging both

initial  participation and  continued

attendance. As Respondent 2 summarizes:

“And I think this is something that like if
this is something that makes me feel good I
should do it and I also know that this is
why I came back to Barrys” - Respondent
2

The emotional trajectories described by
respondents extend g et al. ‘s (1999)
argument on subjective well-being by
showing that the anticipation of a positive
emotional shift is itself part of the value
construction process. Two emergent
contributions  stand out:  cognitive
escapism as a distinct hedonic mechanism,
where relief from mental effort is
experienced as inherently pleasurable and
emotional memorability, where the
perceived irreplaceability of the post-class
feeling contributes independently to how
the experience is constructed as valuable,
extending Holbrook’s (1999) framework
beyond pleasure and enjoyment alone.

Eudaimonic value dimension

Eudaimonic value emerged through three
interrelated themes: the experience as a
form of therapy or mental restoration, the
contribution of participation to holistic
well-being, and a broader sense of
personal development and self-discovery
across repeated engagement.

Exercise as ""Therapy' or "Medicine"

Across the interviews, respondents
described exercise in therapeutic terms.
Rather than framing the class simply as
physical activity, they presented it as
something that supported their mental
health and emotional stability. This
suggests that the value of the experience
was partly rooted in its perceived ability to
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regulate feelings, reduce stress, and create
psychological relief. As Respondent 10
explained:

“I was looking for something for my
mental health. I need this really hard push
like the exercise that really gives you this
endorphin boost kind of thing, so I was
looking for that” - Respondent 10

The therapeutic meaning was also
expressed through the language of
self-care and recovery. Respondents
emphasised that they do it for themselves
while others also highlighted the
physiological benefit, as Respondent 6
explained:

“I usually use Barrys and a workout as a
therapy session so i’'m quite clear-headed
after a session at Barrys” - Respondent 6

The depth of this therapeutic meaning was
particularly evident in examples where
exercise had become a
psychological necessity. Respondent 9
described how the practice emerged from a
period of personal hardship:

genuine

"l think it actually has been like a
medicine for me so I'm addicted to it like [
know I need to go to feel good, so it’s been
like an addiction because it’s part of my
medicine." - Respondent 9

These descriptions indicate that the
workout was valued not only for what it
does physically, but for how it supports
mental clarity and emotional restoration,
reflecting the psychological dimension of
eudaimonic value described by Holbrook
(1999)

Beyond therapy and self-care, respondents
also described premium fitness as a space
for pause and recovery. The class was
often framed as time for themselves and a

break from work, home obligations, and
mental clutter. This suggests that
eudaimonic value was created not only
through exercise outcomes, but also
through the experience of temporarily
stepping out of daily life and focusing on
oneself. As Respondent 11 stated:

“Yeah, it’s like a break between work and
home. [...] At home you have to cook and
clean, and at work you do the work. So at
Barry’s thats just me time. I only have to
focus on feeling good and doing what 1
love.” - Respondent 11

The same desire to mentally disengage
was described more concisely by
Respondent 6, who framed the workout as
an act of deliberate mental cleansing:

"[ like to cleanse my head. I don't have to
think about anything. [ just go." -
Respondent 6

The experience therefore appears to
function as a form of self-care that creates
space for restoration and personal balance.
In this sense, value is not only located in
the workout itself, but also in the way the
experience creates a temporary pause from
other demands. This also reflects Ryan and
Deci’s (2020) self-determination theory,
where engaging in an activity by choice
and for oneself fulfills self-determination
needs that are a key driver of eudaimonic
satisfaction.

Strengthening mental and physical
well-being

Respondents emphasized the connection
between exercise and overall well-being.
Rather than separating mental and physical
benefits, they often described them as
intertwined, with the workout contributing
to both. As Respondent 5 described
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“I go to the gym, yoga, I like to stay active,
that'’s when [ feel my best. It’s my therapist,
working  out, and
Respondent 5

exercising.” -

This holistic framing extended beyond
individual well-being to encompass mood,
motivation, and everyday functioning.
Across several interviews respondents
described the workout as something that
reaches into multiple areas of life
simultaneously, as Respondent 4 noted :

"It keeps my mood up, and it keeps me
going and motivated. It helps me in every
aspect of life, not only training.” -
Respondent 4

This suggests that the experience was
valued not only for its immediate effect,
but also for the broader way it contributed
to mental sharpness, routine, and
functioning in daily life.

Respondents also recurrently described
how exercising increased their energy
levels, as Respondent 8 highlights:

“[...] So if I don't work out in a couple of
days, 1 feel like my energy levels are very
low. So I get a lot of energy from working
out.” - Respondent 8

This suggests that the wvalue of the
experience was connected to how it
supported a healthier and more functional
everyday life, reflecting the eudaimonic
dimension’s emphasis on the development
of potential and movement toward
self-realization (Waterman, 1993).

This suggests that eudaimonic value was
created through a more holistic sense of
health, where the experience supports
balance, resilience, and a sense of being
well. These statements indicate that
premium fitness was not merely

understood as a route to bodily
improvement, but as a practice that
supported mental strength, emotional
stability, and life satisfaction.

These findings align with eudaimonic
value theory, = which  emphasizes
self-realization and personal growth
through consumption (Waterman, 1993;
Armbrecht & Andersson, 2020). While
hedonic value focuses on immediate
pleasure, respondents valued the workout
for its long-term contributions to mental
strength, = emotional  stability, and
psychological balance (Holbrook, 1999;
Andersson & Armbrecht, 2023). A key
emergent finding is that respondents frame
the class as "me time," suggesting that
eudaimonic value in premium fitness
includes a distinct restorative dimension of
temporary disengagement from daily
obligations.

Personal Development

Building on these therapeutic and
restorative meanings, respondents also
described the experience as a driver of
personal growth, capability, and a stronger
self perception. Rather than being valued
only for immediate
participation was understood as something
that helped them evolve physically,
mentally, and in their general functioning.
Respondent 2 described this by explaining
that the class helped them understand more
about their own abilities:

enjoyment,

“I feel like I know more about what I can
do in terms of training or also sprinting
and of course strength too. I think that 1
learn more about myself, almost like what
I'm capable of doing.” - Respondent 2
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Respondent 10 elaborated on this shift in
self-perception, framing it in terms of
bodily agency:

“Barrys is very much about making your
body work for you. And I think that sort of
applies to the world in general."
Respondent 10

Beyond changes in self-perception, several
respondents described evolvement in
concrete, measurable terms such as
improved physical capability. Respondent
5 pointed to a direct improvement in
athletic performance outside the studio as
evidence of this development:

"Barry's training has made me better when
I run outside. I sometimes feel like, damn,
thanks Barry's, now you've made me a
better runner. It has made me better
overall." - Respondent 5

These descriptions suggest that the value
of the experience was not limited to
physical training outcomes, but also tied to
a sense of internal change and
self-discovery.

A recurring theme in the interviews was
that respondents valued premium fitness
because it made them develop healthier
routines, and to be more in control of their
bodies. Evolvement was therefore not only
about performance, but also about
cultivating a healthier self over time,
Respondent 5 noted:

“lusually eat better if I go and work out.”
- Respondent 5

Another important aspect of evolvement is
that respondents described Barry’s as a
place where they expand personal limits
and achieve more than expected. The
experience was often associated with hard
work, challenge, and intensity, but these

qualities were not viewed negatively.
Instead, they were part of what made the
experience meaningful and motivating, as
Respondent 7 noted:

“I think because it makes me push myself
harder than I would do on my own. I think
its made me realize that I'm capable of

more than I would if [ didn't go to Barrys.
- Respondent 7

Taken together, the evolvement shows that
premium fitness was valued as a space for
development, self-discovery, and
capability-building. Respondents described
the experience as something that helped
them improve not only in training, but also
in daily life, mental functioning, and
self-understanding. In this sense, value
was created through the sense of becoming
better, stronger, and more capable over
time.

These accounts directly confirm the
theoretical claim that eudaimonic value
arises when participation helps consumers
feel disciplined, progress toward goals,
and strengthen self-understanding
(Holbrook, 1999). The descriptions of
pushing personal limits and realizing
untapped capability echo Ryan and Deci’s
(2020) self-determination theory, which
positions growth as core human needs that,
when fulfilled, generate deeper satisfaction
than hedonic pleasure alone. The shift in
bodily self-perception described by
respondents further reflects Belk’s (1988)
concept of the extended self, where
consumption becomes incorporated into
identity and the body itself becomes a site
through which consumers define and
experience who they are. Furthermore, the
fact that these benefits were described as
extending into cognitive functioning,
sleep, and workplace performance
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reinforces Chen and Chen’s (2010)
theoretical argument that eudaimonic value
reaches beyond the service encounter
itself. These benefits become integrated
into the consumer’s broader life
(Armbrecht & Andersson, 2020). This
confirms Holbrook’s (1999)
conceptualization of value as shaped not
only by what an experience produces in
the moment, but by how it contributes to a
meaningful and developing sense of self
over time.

The eudaimonic value described by
respondents did not remain contained
within the service encounter. Improved
running performance, energy levels, and
workplace focus suggest that in repeated
premium fitness contexts, eudaimonic
value has a spillover quality that
accumulates across sessions and integrates
into broader life functioning, in ways that
single-encounter ~ frameworks  cannot
capture.  This  further  distinguishes
eudaimonic from hedonic value in this
context: whereas hedonic value is largely
bounded by the encounter itself,
eudaimonic meanings accumulate beyond
1t.

Taken together, and with the exception of
the restorative and spillover dimensions
noted above, the eudaimonic findings
confirm the theoretical framework in
several important ways. First, they validate
the distinction between hedonic and
eudaimonic values as separate but
interrelated dimensions. Several
respondents described how the workout
made them not only feel good in the
moment, but better over time, consistent
with Andersson and Armbrecht’s (2023)
finding that eudaimonic and hedonic
satisfaction correlate positively. Second,
the recurring emphasis on health and

energy as drivers of everyday functioning
aligns with Waterman’s (1993)
conceptualization of eudaimonic
well-being as the development of potential
and movement toward self-realization.
Third, the strong emphasis on identity
relevance, expressed through becoming
stronger, more disciplined, more capable,
and "taking up space in the world",
confirms that experiential value becomes
identity-relevant when consumers use
experiences to express or reinforce who
they are (Holbrook, 1999; Belk, 1988).
The premium fitness experience thus
functions not merely as a service
encounter but as a site for ongoing
personal  development and identity
formation, which, as theorized, contributes
meaningfully to perceived value and may
constitute a key basis for the legitimization
of price premiums.

Social value dimension

Social value emerged through the
community and belonging that developed
over time within the studio, shaped by peer
interaction, shared effort, and the relational
role of instructors. But also, for some, it
emerged as social risk and intimidation
prior to entry.

Community and Belonging

Across interviews, respondents
consistently describe frequent interactions
with both staff and other clients, which
contribute to a strong sense of community
and meaning. As Respondent 4 notes:

“And yeah, I meet a lot of nice people and
talk to them, and it is a great community,
so it means a lot.” - Respondent 4

Beyond casual interaction, respondents
often frame this community in terms of a
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team-like structure. This comparison
highlights how participation fulfills deeper
social needs, such as belonging and
collective engagement. The workout is not
experienced in isolation, but rather as a
shared effort, where individuals feel
supported and connected to others.
Respondent 8 illustrates this by drawing
on past experiences:

“So when I was little, I played soccer and

floorball and always had a team
community. And I think thats why I'm
training at Barry’s now, because I miss
that.” - Respondent 8

In addition to fostering connection, this
social environment also appears to create a
sense of psychological safety, enabling
authentic  self-expression. Respondents
describe the studio as a space in which
they feel comfortable and free from
external judgment, further strengthening
their attachment to the community. As
Respondent 11 explains:

“[...] It’s like a safe space in some way. [

feel comfortable, just free to be me and not
have the pressure of performing.” -
Respondent 11

Beyond being described as a community,
several respondents go further by framing
the studio as a “family,” indicating a
deeper level of emotional connection and
relational closeness. This characterization
suggests that the social value created
extends beyond casual interaction,
reflecting more enduring and meaningful
ties. As Respondent 5 expresses:

“Its like coming home a little. Barry's
family, thats it.”” - Respondent 5

This sense of belonging is rooted in
everyday interactions within the studio,
where both staff and clients are perceived
as welcoming and inclusive. Respondents

highlight practices such as greeting one
another, engaging in conversations in
shared spaces, and offering mutual
support, all of which contribute to a
positive and cohesive social atmosphere.
As Respondent 3 reflects:

“I feel like everyone'’s super open and
welcoming and its just a really good
energy.” - Respondent 3

In addition to these routine interactions,
organized events hosted by the studio
further strengthen social bonds by
extending the experience beyond the
workout itself. These occasions create
opportunities for deeper connection and
position the studio as a social meeting
point. This appears to be particularly
valuable for individuals who are new to
the city, as it facilitates integration and
social connection. As Respondent 3 notes:

“I think at the beginning, as somebody
who isnt from Sweden and from
Gothenburg, its a great place to meet
people.” - Respondent 3

For some respondents, these connections
evolve into friendships, occasionally
extending beyond the studio context.
While certain  relationships  remain
situational, others develop into more
sustained social ties, reinforcing the depth
of the community experience. As
Respondent 8 explains:

“And I got some friends that I hang out
with like outside of Barrys as well that 1
met there.” - Respondent 8

Beyond a general sense of community,
respondents describe social interaction as a
key driver of both initial engagement and
continued participation. Social value in
this context is not only experienced as
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belonging, but also as motivation shaped
through others.

Social Motivation

Several respondents indicate that their
initial entry into the studio was socially
driven. Invitations from friends,
colleagues, or acquaintances often acted as
a trigger for first-time participation,
lowering barriers to entry and increasing
willingness to try the concept. As
Respondent 5 notes:

“So a friend invited me along and I fell
completely in love.” - Respondent 5

Second, participation is  frequently
embedded in shared routines, with
respondents describing how they attend
classes together with friends or partners.
This shared participation reinforces
commitment and integrates the workout
into social life. As Respondent 8 explains:

“But then as you are there frequently, you
get to know people [...] it’s much easier to
go when you know that there are a lot of
others that are going.” - Respondent 8§

Beyond attendance, others’ presence
directly influences effort and performance.
Respondents describe a form of implicit
social motivation, where observing others
leads them to push themselves further.
This dynamic is not framed as negative
pressure, but rather as a shared drive to
perform. As Respondent 1 explains:

“You know that people are there to push
themselves, and then you don't feel
pressure, you feel motivated to do the same
to also push yourself.” - Respondent 1

Importantly, respondents highlight that it is
not only motivation through others that
enhances the experience, but the sense of

going through the workout together. The
shared challenge transforms individual
effort into a collective experience,
strengthening  both  enjoyment and
connection. As Respondent 8 states:

“Its so much more fun to go when you
know that other people are suffering as
well.” - Respondent 8

Further several quotes highlight that
instructors play a central role in shaping
the experience by providing structure,
guidance, and motivational pressure.
Rather than being passive service
providers, they actively coordinate the
workout and influence how clients engage
with it.

Across respondents, there is a clear
expectation and appreciation of being
guided through the experience. Clients
value the fact that responsibility is
partially transferred to the instructor,
allowing them to follow. This is reflected
in statements such as Respondent 7:

“So my expectations were really that 1
wanted someone to sort of scream at me,
tell me what to do.” - Respondent 7

Respondents emphasize the central role of
instructors in  shaping the overall
experience. This perceived authority
extends to both technical guidance and
motivational  influence. = Respondents
suggest that the instructor’s ability to
structure the workout -effectively and
motivate participants appropriately
impacts engagement. As Respondent 6
explains:

“Its always the instructor who makes you
want to come back.” - Respondent 6

In addition to their authoritative role,
instructors contribute to social value
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through recognition and personalized
feedback. Despite the group setting,
respondents highlight the importance of
feeling individually acknowledged, which
enhances both motivation and emotional
engagement. As Respondent 2 describes:

“l like the trainers, they really see you

even though it’s a full room of people.” -
Respondent 2

The social dimension of experiential value
was strongly present across respondents’
accounts, confirming theoretical claims
that value in premium fitness emerges not
only through individual experience but
through interpersonal interaction, shared
effort, and a sense of community
(Armbrecht et al., 2017; Cevik & Sevilmis,
2024). Respondents described the studio as
a space of Dbelonging, reciprocal
motivation, and emotional recognition,
directly aligning with Sense of Community
(S00) theory’s dimensions of
membership, influence, needs fulfillment,
and emotional connection (Cevik &
Sevilmis, 2024). The recurring framing of
the studio as a "second family" or "safe
space" confirms that social value in this
context extends well beyond casual
interaction, reflecting more enduring
relational ties that are comparable to
findings from low-cost fitness research
showing that SOC positively affects
perceived value and brand loyalty
(Whiteman-Sandland et al., 2018; Yi et al.,
2021). Our study thus demonstrates that
these dynamics are not limited to low-cost
models but are equally, if not more, central
to the premium context.

The role of instructors emerged as a
particularly  prominent social value
mechanism. Respondents described
instructors not as passive service

providers, but as relational anchors who
structured the experience, transferred
motivational  energy, and provided
individual recognition within a group
setting. Being personally acknowledged,
having one’s name called or being labelled
a "superstar", was described as generating
a significant emotional boost and
reinforcing loyalty. This extends the
theoretical framing of social value beyond
peer interaction and community belonging,
pointing  to  asymmetric  relational
recognition, the instructor-to-client
relationship, as a distinct social value
mechanism. While Armbrecht et al. (2017)
emphasise social interaction broadly, our
study contributes by identifying the
instructor’s dual role as both an authority
figure and a personalising force as a
specific co-creation mechanism through
which social value is produced in the
premium fitness encounter.

The findings also reveal that social value
functions not only through experienced
belonging, but through social motivation
as a structural value driver. Respondents
described how the presence of others, both
friends attending together and strangers
sharing the same physical effort, generated
implicit motivational pressure that pushed
individual performance beyond what
would be achieved alone. Crucially, this
was not framed as social comparison or
competitive anxiety, but as a form of
collective uplift rooted in shared suffering.
This "suffering together" dynamic, where
collective struggle becomes a bonding
mechanism, has not been theorised as a
social value dimension in prior research,
and represents a contribution of our study.
It suggests that social value in this context
is partly constructed through co-produced
intensity, where the group format is not
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merely a backdrop but an active ingredient
in how value is experienced and evaluated.

Social Risk & Intimidation

However, the social dimension was not
exclusively positive. For some
respondents, the same community strength
that creates value for existing members
simultaneously functions as a barrier to
entry. The studio’s strong identity and
association with high performance could
feel intimidating from the outside, as
Respondent 7 reflects:

“Before I started going to Barrys I had
this image of it being for super fit and
attractive people and very focused on the
image itself" - Respondent 7

This perception was often amplified
through social media, reinforcing images
of exclusivity or a "cult-like" culture that
did not always match the lived experience
of those inside. Respondent 8 captures this
contrast directly:

"So its a lot of different people. And I
think that’s good. I think it’s nice. That it’s
not only like the hardcore fitness people
that go." - Respondent 8

As McCracken (1986) argues, cultural
meanings become attached to a brand
before consumers ever experience it in
practice, meaning that what Barry’s
symbolizes shapes how it is judged from
the outside regardless of what participation
actually feels like. Prior literature frames
social value in fitness contexts primarily
through belonging and community (Cevik
& Sevilmis, 2024; Whiteman-Sandland et
al., 2018). This finding shows that the
same community depth that sustains value
for insiders can produce exclusivity signals

that raise the social stakes of participation
for outsiders suggesting a tension between
community depth and market reach that
has not previously been addressed in the
experiential value literature.

2nd step analysis: Translation into
Price Justification

In the previous section we established how
consumers construct experiential value
across hedonic, eudaimonic, and social
dimensions within the premium fitness
encounter. The following section examines
how constructed value translates into price
perception and, ultimately, into the
justification of premium pricing. Two
overarching patterns emerged from the
data, examined below.

The first pattern across the interviews was
the sharp contrast between price
perceptions formed before and after trying
the service. Prior to their first class, the
majority of respondents described an
immediate negative reaction to the price,
framing it as expensive or difficult to
justify beforehand. As Respondent 1
noted:

"Before I tried it out, I kinda just looked at
the price, and 1 thought it was very
expensive."” - Respondent 1

However, this  judgment shifted
substantially once the experience had been
lived. Respondent 11 described the shift:

"When I realized the reward I got from
those classes compared to a gym class, 1
couldn't compare it anymore because it
was on a whole other level." - Respondent
11

These pre-experience evaluations reflect
what the theoretical framework describes
as reference-price-based judgment, where
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consumers compare an unfamiliar price
against internalized benchmarks for what a
gym membership should cost (Mazumdar
et al., 2005). Without access to the
experiential content of the service, price is
evaluated against normative category
expectations. As premium fitness prices
are positioned significantly above the
mainstream gym market it consistently
fails that initial comparison. This
before-and-after dynamic directly confirms
the theoretical claim that in service
contexts, where quality is difficult to
evaluate prior to purchase, consumers rely
on extrinsic cues such as price to form
initial expectations, which are then
validated or revised through the
consumption experience itself (Zeithaml,
1988; Gneezy et al., 2014). Crucially, the
data suggest that the experiential value
constructed during the encounter, hedonic,
eudaimonic, and social, is what enables the
recategorization of the price from
"expensive" to  "worth it."  Price
justification, in this context, is not
pre-given but retrospectively constructed
through the experience.

The second pattern is a mechanism
through ~ which  consumers justified
premium  pricing was the active
recategorization of the service away from
the gym or health spending category and
toward entertainment, lifestyle, or personal
investment. Rather than comparing the
price to a standard gym membership,
respondents reframed it against other
discretionary  expenditures, effectively
changing the reference point against which
value was assessed. Respondent 3 phrased
this recategorization explicitly:

"I don't think that I put a value on fitness
to be perfectly honest with you, and also 1

kind of see it as entertainment, I’ll put it in
that category." - Respondent 3

For the most committed consumers, this
recategorization went further still, with the
service being described not as a
discretionary  luxury but as a
non-negotiable necessity. Respondent 9
described it as:

"Its a part of my life, like going to the
grocery store.”" - Respondent 9

This pattern aligns with the theoretical
argument that price justification is shaped
by personal thresholds that vary across
consumers based on income, experience,
and context (Monroe, 1973), and that
perceived value reflects a subjective
trade-off between what is given and what
is received (Zeithaml, 1988). The
recategorization from gym to
entertainment or necessity represents a
consumer-driven reframing of the sacrifice
side of this equation. By shifting the
reference category, respondents effectively
lower the perceived sacrifice, making the
same price feel proportionate rather than
excessive. This extends Zeithaml’s (1988)
framework by showing that which
spending category consumers assign the
purchase to is actively managed as part of
the price justification process, not just the
price level itself.

Several respondents also described the
price itself as a signal of quality and
seriousness, suggesting that the high price
creates an expectation of quality that the
service then needs to fulfill. Respondent 4
reflected:

"Quality for me is very important, so [
wouldn't pay one thousand four hundred
crowns if it wasn t good.” - Respondent 4
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The tangible amenities and extras such as
shower products, towels, and events
played a specific supporting role here.
They’re described as premium signals that
reinforce the overall sense of value.
Respondent 7 noted:

“And I also appreciated that it was a bit
more sort of premium, like the aspects that
you get with the membership” -
Respondent 7

This is consistent with the theoretical
claim that in contexts of uncertainty, price
functions as a proxy for quality and shapes
expectations that are then evaluated
against the experience (Rao & Monroe,
1989; Gneezy et al., 2014). Further these
amenities do not constitute the core of the
experience but function as confirmatory
cues that the price premium is backed by a
correspondingly elevated service standard.
This is consistent with the theoretical
claim that when multiple cues consistently
signal quality, brand, price, and tangible
service attributes together, the perceived
justification of the price increases (Rao &
Monroe, 1989).

A less theoretically anticipated but
empirically recurring theme was the role
of price as a motivational mechanism, a
commitment device that increased the
likelihood of  actual  attendance.
Respondent 2 described this directly:

"If I maybe pay more, I feel like I have to
go, or it motivates me in some way that |
have to get worth for my money."” -
Respondent 2

Based on the mechanisms described
above, consumers who have experienced
the service consistently arrive at the

judgment that the price is worth what they
receive. As Respondent 5 put it simply:

"I think its worth every penny." -
Respondent 5

Notably, this held even for respondents for
whom the price represented a genuine
financial  stretch.  Although several
respondents noted before that the threshold
at which experiential value overrides cost
sensitivity remains tied to disposable
income, Respondent 2 acknowledged:

"I come back even though it is maybe out
of my budget." - Respondent 2

Price as a commitment-device is not
directly addressed in the prior literature on
price justification in service contexts,
which focuses primarily on how price is
evaluated as a sacrifice relative to
perceived benefits. The data here suggest
an additional mechanism. For some
consumers, a higher price actively
increases perceived value by functioning
as a behavioral commitment that makes
the service feel more intentional and
therefore = more  worthwhile.  This
contributes to the literature by identifying
price-as-commitment as a  distinct
justification mechanism in experiential
consumption contexts, one in which the
financial sacrifice enhances rather than
undermines the consumer’s sense of value
by aligning spending with self-regulatory
goals such as health, discipline, and
consistency.

Taken together, the findings of this section
confirm and extend the theoretical
framework in several important ways.
First, they validate the central theoretical
claim that price justification in premium
fitness is not determined prior to the
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experience  but is  retrospectively
constructed through it (Zeithaml, 1988;
Gneezy et al., 2014). The consistent
before-and-after pattern across respondents
demonstrates that the experiential value
constructed during the service encounter,
across hedonic, eudaimonic, and social
dimensions, is a mechanism through which
a price that initially appears excessive
becomes perceived as justified or even
inevitable.

Second, the findings confirm that
perceived value in this context is
multidimensional, with functional,
emotional, social, and symbolic benefits
all contributing to the overall judgment of
worth  (Holbrook, 1999; Sweeney &
Soutar, 2001). No single dimension drove
price justification in isolation. Instead,
respondents drew on  whichever
combination of meanings enjoyment,
mental health, community, identity, or
seriousness was most personally resonant.
This confirms Woodruff and Flint’s (2006)
argument  that experiences become
valuable to the extent that they are
perceived as contributing to personally
relevant  goals. Third, and most
significantly for the study’s theoretical
contributions, the data reveal three
emergent mechanisms of price justification
not fully addressed in the existing
literature. The active recategorization of
spending from gym to entertainment or
necessity represents a consumer-driven
reframing of reference categories that goes
beyond the price-quality  heuristic
described by Rao and Monroe (1989) and
the reference price framework of
Mazumdar et al. (2005). This further
shows that premium fitness consumption is
not just used to fulfill one utilitarian goal,
but is based upon experiential dimensions.

The price-as-commitment mechanism
identifies a motivational function of high
pricing that inverts the standard sacrifice
logic of Zeithaml (1988). Rather than
being a barrier to value, the price becomes
a driver of it. And the retrospective nature
of price justification, constructed through
experience rather than anticipated before
it, suggests that in premium experiential
service contexts, the traditional
pre-purchase  evaluation  model s
insufficient. Value and justification are
co-constructed in use, confirming and
extending Vargo and Lusch’s (2004)
service-dominant logic at the level of
pricing perception.

Discussion

Our study set out to understand how
consumers experience value in premium
fitness consumption and how this value
perception justifies price premiums. The
findings reveal a layered process that cuts
across three analytical dimensions: the
nature of wvalue construction, the
mechanism of price justification, and the
cultural and identity-relevant dimensions
through which value construction and
price justification are shaped. Our
discussion synthesizes our findings into
three overarching arguments, before
discussing the study’s contributions to
theory and practice, its limitations, and
directions for future research.

Experiential Value as a Cumulative and
Participatory Construction

The most fundamental insight that emerges
from our study is that experiential value in
premium fitness is not a property of the
service but an outcome of ongoing

participation. This extends the
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service-dominant logic of Vargo and Lusch
(2004; 2016), who argue that value is
co-created in use rather than embedded in
the offering, by showing that this
co-creation is not episodic but cumulative.
Across the hedonic, eudaimonic, and
social dimensions, respondents
consistently describe value as something
that emerged and strengthened through
repeated participation rather than through
isolated service encounters.

The eudaimonic dimension is where this
cumulative logic is most consequential for
theory. Holbrook’s (1999) consumer value
framework, while foundational, treats
value dimensions as relatively stable
attributes of a consumption experience,
something a service either has or does not
have at the point of encounter. Our study
challenges that assumption directly.
Eudaimonic value in premium fitness is
not a property of the class. It is a
developmental trajectory that wunfolds
across repeated  participation. It
accumulates as the experience becomes
integrated into the consumer’s sense of
self, their bodily identity, and their broader
life functioning, in line with Belk’s (1988)
concept of the extended self. We are
extending it into the temporal dimension
of repeated service consumption in a way
Belk’s original framework did not address.
The implication for theory is worth noting.
Eudaimonic value cannot be designed into
a single service encounter and measured at
its conclusion. It must be -cultivated
through the conditions that sustain ongoing
participation, and studied through methods
that can capture its development over time
rather than its presence at any single
moment.

Similarly, social value was not simply
derived from each class encounter but was

built through repeated interaction with
instructors, fellow members, and the
physical environment over time. The
community that respondents described
variously as a family, a safe space, or a
team was not formed in a single visit. It
emerged through the repeated performance
of shared suffering, mutual recognition,
and collective belonging. This points to
what might be called relational
accumulation: a social dimension of value
that cannot be delivered by the service but
must be constructed through sustained
participation.

The hedonic dimension, by contrast, shows
a more dynamic temporal structure. Rather
than accumulating linearly, hedonic value
operated through recurring emotional
trajectories. The contrast between pre-class
low motivation and post-class euphoria,
and the anticipation of that contrast in
subsequent sessions. Hedonic value thus
functions as both an outcome and a
motivational driver, with each positive
affective  experience reinforcing the
conditions for future engagement. This
temporal embeddedness of hedonic value
has not been systematically addressed in
prior experiential value research and
represents a distinctive contribution of our
study.

Taken together, the three dimensions
suggest that experiential value emerges
through active participation and ongoing
engagement over time. The implications
for how firms design and deliver premium
experiential services are considerable.
Value cannot be fully engineered into a
single experiential service encounter, but
must be cultivated through the conditions
that sustain  ongoing engagement,

including atmosphere, community,
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recognition, and the service provider
relationship.

Price Justification as Retrospective
Meaning-Making

A second major finding concerns the
nature of price justification itself. Our
study demonstrates that in premium
experiential ~ service contexts, price
justification is not a pre-purchase cognitive
evaluation but a retrospective process
constructed through the accumulated
meanings that emerge in use. This
challenges the dominant framing in price
justification research, which has largely
conceptualized consumer evaluation as
either a pre-purchase judgment based on
extrinsic cues (Zeithaml, 1988; Rao and
Monroe, 1989) or a post-purchase
quality-price comparison (Bolton and
Drew, 1991). In both cases, price judgment
is treated as a discrete evaluative act. Our
study shows that it is, instead, an ongoing
and dynamic process inseparable from the
experiential value that develops through
repeated participation.

Two mechanisms through which this
retrospective justification operates deserve
particular attention. First, respondents
engage in active recategorization. Rather
than comparing the price against a
standard gym membership, they reframe it
as entertainment, lifestyle investment.
Further for the most committed consumers
it was compared to a non-negotiable life
expense like groceries. This is not simply a
reference price shift in Mazumdar et al.’s
(2005) sense. It is a consumer-driven
reconstitution of what category the
spending belongs to, which fundamentally
alters the sacrifice side of the cost-benefit
equation. Premium fitness is no longer
evaluated against the budget for health and

exercise. It competes instead with the
budget  for  meaningful  personal
experience.

Second, and perhaps most significantly,
the data reveal that brand experience
exerts a cumulative effect on price
justification that extends well beyond
quality signaling. In line with Dwivedi et
al. (2018), who show a direct relationship
between positive brand experience and
willingness to pay a price premium,
respondents in our study described a
deepening sense of attachment to the brand
that made the price feel increasingly
self-evident over time. As the studio
became a second home and the community
a family, the price was no longer evaluated
against what the service delivered
functionally but against what the brand
relationship meant. This suggests that in
premium experiential services, price
justification is ultimately anchored not in
functional value but in identity-relevant
meaning, which brings the discussion to its
third argument.

Worth to mention is that for few
participants the price itself functioned as a
commitment device. A mechanism by
which the financial outlay increased, rather
than diminished, perceived value. By
paying a premium, consumers created a
behavioral obligation to attend,
transforming the price from a sacrifice into
a self-regulatory resource. This inverts the
standard model in which price is a barrier
to value. Here, it becomes a driver of value
by aligning spending with personal goals
of health, discipline, and consistency. This
price-as-commitment mechanism has not
been theorized in prior service pricing
research and could be particularly relevant
in wellness and fitness contexts where
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consumer self-regulation is central to the
experience.

The Identity and Cultural Dimensions
of Premium Fitness Consumption

The third overarching finding concerns the
role of identity work and cultural meaning
in  premium  fitness
Consistent with Consumer Culture Theory
(Arnould and Thompson, 2005; Arnould et
al., 2019), respondents do not consume
premium fitness as a neutral service. They
consume it as a cultural resource through
which they construct and express
particular identities: disciplined,
health-oriented, socially connected, and
capable. Participation in Barry’s Bootcamp
is not simply exercise, it is a practice
through which respondents enact a desired
version of themselves.

consumption.

This identity function of premium fitness
helps explain a phenomenon that rational
price justification models struggle to
account for. The persistence of premium
spending even when it represents a
genuine  financial sacrifice.  Several
respondents acknowledge  attending
despite the price exceeding their
comfortable budget. From a purely
utility-maximizing perspective, this is
unusual. From a CCT perspective, it
makes sense, the identity value of
participation, the sense of becoming who
one aspires to be, may outweigh the
financial cost precisely because it is not
commensurable ~ with  money.  As
McCracken (1986) argued, consumption
functions as a vehicle through which
cultural meanings are transferred to the
consumer’s  self-concept. When the
meanings being transferred, including
discipline,  vitality, = belonging, and
capability, are central to how a consumer

defines themselves, price becomes a
secondary consideration.

This dynamic is also visible in the social
risk findings, which constitute one of the
more novel contributions of our study. The
same identity signals that create deep
belonging for regular members, the
brand’s associations with high
performance, exclusivity, and a particular
urban lifestyle, simultaneously function as
intimidation  barriers  for  potential
newcomers. The social value of the
community is, in part, produced by its
perceived exclusivity, and that exclusivity
is  amplified by  social media
representations of the brand that
non-members encounter before any lived
experience of the actual studio culture.
This creates a fundamental tension in
premium fitness brand management. The
community depth that sustains internal
value and price justification is inseparable
from the identity signals that restrict
access and may alienate prospective
members.  Managing  this  tension,
deepening belonging without amplifying
exclusion, is a practical implication our
study raises that has not been previously
addressed.

Theoretical Contributions

Our study makes three contributions to
research on experiential consumption and
service pricing. First, it extends the
service-dominant logic of Vargo and Lusch
(2004; 2016) from value co-creation to
price justification, demonstrating that in
repeated experiential service contexts, the
consumer’s ongoing participation not only
produces value but also continuously
reconstructs the perceived justification of
the price paid. We argue that price
justification is not a moment but a process.
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Second, the study extends Holbrook’s
(1999) multidimensional value framework
by revealing the temporal and
developmental  character of  value
construction across repeated encounters,
showing that eudaimonic and social value
in particular are better understood as
longitudinally constructed meanings than
as episode-level attributes. Third, the study
contributes to price justification research
by demonstrating that prior frameworks
treating consumer evaluation as either a
pre-purchase judgment (Zeithaml, 1988;
Rao & Monroe, 1989) or a post-purchase
quality-price comparison (Bolton & Drew,
1991) are insufficient in repeated premium
experiential contexts. By identifying
reference category  reconfiguration,
price-as-commitment, and cumulative
brand attachment, and by extending
Mazumdar et al.’s (2005) reference price
framework, our study shows that price
justification is not a one-time judgment but
an ongoing process that develops through
repeated participation.

Managerial Implications

Beyond its theoretical contributions, our
study offers several insights relevant to
managers of premium fitness concepts and
premium experiential services more
broadly. The findings suggest that value
creation in this context is not primarily a
matter of service design in the narrow
sense but of sustaining the conditions for
ongoing participation, social connection,
and identity relevance. Three practical
directions follow from this.

First, because price justification is
retrospectively constructed through lived
experience, the most critical moment in the
consumer journey is not the point of sale
but the point of first experience.

Consumers in our study consistently
describe a sharp shift in their price
perception after attending their first class.
This indicates that trial, whether through
introductory pricing, referral incentives, or
corporate partnerships, is likely to be more
effective at converting price-sensitive
prospects than promotional
communication alone. The experiential
quality of the first class is therefore of
outsized strategic importance.

Second, the instructor relationship
emerged as one of the most consequential
drivers of both experiential value and
continued Respondents
describe instructors not as service delivery
personnel but as relational anchors,
sources of motivation, recognition, and
personal acknowledgment. For premium
fitness brands, this points to the
importance  of instructor  selection,
training, and retention as a core element of
the wvalue proposition rather than an
operational  consideration.
recognition within a group setting, such as
knowing members by name and
acknowledging their progress, emerged as
a particularly high-value practice that
reinforces both belonging and commitment
to continued participation.

attendance.

Individual

Third, the social risk and intimidation
findings carry direct implications for how
premium fitness brands communicate
externally. The studio’s strong community
identity and association with
high-performance lifestyles creates
significant social barriers for potential
first-time  members, particularly as
amplified through social media. Brands
seeking to grow their membership base
without diluting the community depth that
sustains existing member value should
consider communication strategies that
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make the internal culture visible and
accessible from the outside, for example
through member storytelling,
beginner-focused content, or onboarding
experiences designed to reduce the
perceived social risk of joining.

Future Research

Our study raises several directions for
future research. Most immediately, the
longitudinal character of experiential value
construction identified here warrants
investigation through methods that can
track how value and price justification
evolve over time. Longitudinal qualitative
studies following consumers across the
first months of premium fitness
membership, or quantitative panel studies,
would allow researchers to map the
developmental arc of eudaimonic value
and social belonging more precisely than
retrospective interview data permits.

Second, our study identifies cognitive
escapism and emotional memorability as
distinct  hedonic  mechanisms, and
price-as-commitment as a novel price
justification mechanism, none of which
have previously been theorized in this
context. Developing validated scales for
these constructs would allow future
survey-based research to test their
relationships with satisfaction, loyalty, and
willingness to pay across larger and more
diverse samples. This addresses the call for
scale development in experience quality
research noted by Chen and Chen (2010),
and would enable researchers to quantify
the relative contributions of hedonic,
eudaimonic, and social value to price
justification outcomes. A natural extension
of this would be to examine how these
value dimensions relate to behavioral

intentions, including continued

membership, word-of-mouth referral, and
brand loyalty, following the direction
suggested by prior work on experience
quality and service satisfaction (Chen and
Chen, 2010; Armbrecht and Andersson,
2020).

Third, the social risk and intimidation
dynamics identified in our study call for
dedicated research attention. The tension
between community depth and market
accessibility is a practically consequential
challenge for premium fitness brands and,
by extension, for any premium experiential
service where strong community identity is
a core value driver. Research examining
how this tension is managed, through
communication  strategy,  onboarding
design, or community moderation, would
make a significant practical and theoretical
contribution.

Finally, our study was conducted in a
single-brand, single-city context.
Comparative research across Barry’s
markets in different cultural settings, or
across competing premium fitness brands,
would allow researchers to distinguish
what is specific to the Barry’s concept
from what is generalizable to premium
fitness as a category, and from what, in
turn, 1is generalizable to premium
experiential services more broadly. The
mechanisms of value construction and
price justification identified here represent
a productive starting point for that
comparative agenda.

Conclusion

Our study asks how consumers experience
value in premium fitness consumption and
how that value justifies price premiums.
The answer our study advances is
deceptively simple but theoretically
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consequential: value is not delivered, it is
constructed, and price is not judged before
the experience but through it.

What the findings reveal, taken together, is
that premium fitness consumption operates
as a site of ongoing meaning-making in
which  hedonic  pleasure, personal
development, and social belonging
accumulate into something that cannot be
reduced to a quality-price comparison. The
consumer who arrives at the judgment that
the service experience is "worth every
penny" has not performed a rational
calculation. They have, across weeks and
months of participation, built an
experience that has become part of how
they feel, who they are, and where they
belong. It is that accumulated meaning, not
the class itself, that does the work of
justification.

This has a clear implication for how
researchers should think about value and
pricing in experiential service contexts.
The dominant frameworks in both areas
treat consumer evaluation as a discrete act,
either prior to purchase or immediately
after it. Our study shows that in repeated
premium service contexts, evaluation is
instead an open and evolving process,
co-produced through participation and
inseparable from identity. Price
justification, understood this way, is not a
threshold consumers cross once. It is
something they continuously reconstruct
as the experience becomes more
personally meaningful.

The broader significance of this argument
extends beyond premium fitness. As
experiential business models expand
across categories, the assumption that

value can be engineered into a service
encounter and priced accordingly becomes
increasingly insufficient. Consumers do
not arrive at judgements of worth though a
fixed internal calculation. They construct
that  worth  through  participation,
accumulate it through identity and
community, and justify the price not before
the experience but through it.

What our study contributes is therefore not
only an account of how one premium
fitness concept’s clients experience their
classes, but a framework for understanding
why consumers in premium experiential
contexts pay more than they initially
expected, continue paying beyond what
they budgeted, and come to experience
that spending not as a sacrifice but as
something personally meaningful. Price,
understood this way, is not simply a barrier
to be overcome. For consumers who have
built a meaningful relationship with the
experience, it becomes part of what the
experience means.
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Appendix I Class/Membership Prices
Classes

1 Class: 230 SEK

3 Classes: 585 SEK

5 Classes: 850 SEK

10 Classes: 1280 SEK

20 Classes: 3100 SEK

50 Classes: 6000 SEK

Memberships

Gothenburg 8 Classes/Month Membership - 12 month commitment: 895 SEK
Gothenburg 8 Classes/Month Membership: 1.095 SEK

Gothenburg 30 Classes/Month Membership - 12 month commitment: 1.295 SEK
Gothenburg 30 Classes/Month Membership: 1.495 SEK
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