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Abstract: Fitness clubs have emerged and become famous in response to Taiwanese health needs.
Improving service quality and increasing customer loyalty to enhance competitive advantage in
the market is a major topic for fitness industry owners. The purpose of this research is to verify
the relationship between service quality and customer loyalty in Taichung fitness clubs. This study
adopted the questionnaire survey method. The questionnaire was developed based on previous
studies. Respondents were selected by convenient sampling within large-scale chain fitness clubs,
small gyms, and national sports centers. This study used online and hard-copy questionnaires to
collect data, and a total of 94 valid questionnaires were obtained. The collected data were analyzed
by descriptive statistics, correlation analysis, and partial least squares structural equation modeling.
It was found that the service qualities of tangibility, reliability, responsiveness, certainty, and empathy
are all significantly positively correlated with customer loyalty; responsiveness and empathy also
significantly influence customer loyalty. The conclusions of this study indicate that although service
quality has a positive correlation with customer loyalty, responsiveness and empathy are important
factors to improve customer loyalty in fitness clubs.
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1. Introduction

The fitness industry has experienced significant growth in Taiwan over the past
two years, with the number of gyms in Taichung City increasing from 42 to 93 from 2019 to
2021, representing a 220% growth rate. For gym owners, customer retention is crucial, as
keeping 5% of old customers can lead to a profit increase of 25% to 75% and reduce the cost
of finding new customers by approximately 500% [1,2]. Service quality is defined as the
gap between customer expectations and perceptions of service performance [3]. Excellent
service quality has been shown to lead to customer satisfaction and loyalty [4]. Loyalty
includes consumers’ repurchase intentions and positive word-of-mouth advertising [5],
and excellent service quality is crucial in enhancing customer loyalty and retention.

Previous studies have focused on customer behavior and satisfaction regarding fitness
services, but the relationship between service quality and customer loyalty remains un-
derexplored, particularly in Taichung. The present study aims to examine the relationship
between service quality and customer loyalty in Taichung fitness clubs.

2. Materials and Methods
2.1. Respondents

The primary study respondents were between 18 and 50 years of age and had been
gym members for at least 3 months, training between 1 and 7 times a week with a median
training frequency of 2 to 3 times per week.
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2.2. Procedures

In this study, data was collected using both online and hard-copy questionnaires.
Online questionnaires were distributed using SurveyCake and shared on Facebook fitness
groups, while hard-copy questionnaires were distributed outside of the fitness center for
respondents after training. A total of 96 questionnaires were distributed, of which 94 were
found to be valid. The effective response rate was 97%.

2.3. Date Processing

In this study, for the questionnaire survey and the collection of various funding
information, descriptive statistics (i.e., PLS-SEM) and SPSS for Windows version 20.0
software (IBM, New York, NY, USA) were used for conducting statistical analysis.

3. Results
3.1. Demographic

Table 1 presents the descriptive statistics for customers’ background items in fitness
centers of Taichung city. A majority of the respondents were male, accounting for 59.4% of
the sample, while the remaining 40.6% were female. The age range of 18–25 years accounted
for the highest proportion of respondents (58.5%), followed by the age range of 26–35 years
(31.9%), and those over 35 years of age (9.6%). In terms of education, 76.6% of the respondents
had completed university-level education, while the remaining 23.4% had completed high
school or lower education. Among the respondents, 31.9% were currently students, while
68.1% were employed. Regarding training frequency, 41.5% of respondents trained 2–3 times
per week, followed by 29.8% who trained 4–5 times per week, and 28.7% who trained once a
week or less. The most popular time for gym visits was between 6 p.m. and 10 p.m., which
accounted for 46.8% of the respondents. Finally, a vast majority of the respondents (93.6%)
self-trained, while the remaining 6.4% received guidance from a personal trainer.

Table 1. Respondents.

Item Content n %

Gender
Male 56 59.4

Female 38 40.4

Age
18 to 25 years old 55 58.5
26 to 35 years old 32 34
36 to 50 years old 7 7.4

Level of education
High school 2 2.1
University 72 76.6

Master’s degree 20 21.3

Occupation

Services 26 27.7
Students 30 31.9
Faculty 11 11.7

Business 11 11.7
Others 16 17.1

Training frequency
per week

0 to 1 time 28 29.8
2 to 3 times 39 41.5
4 to 6 times 24 25.5

7 times or above 3 3.2

Time of visit

6 a.m. to 10 a.m. 4 4.3
10 a.m. to 2 p.m. 15 16
2 p.m. to 6 p.m. 27 28.7

6 p.m. to 10 p.m. 44 46.8
10 p.m. to 6 a.m. 4 4.3

Training class
Self-training 88 93.6
Group class 2 2.1

Personal training 4 4.3
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3.2. Service Quality and Customer Loyalty Scale

Table 2 presents the descriptive statistics of the service quality scale and the customer
loyalty scale. The service quality scale was composed of five dimensions: tangibility, reliability,
responsiveness, assurance, and empathy. The mean score of all dimensions combined was 3.99,
indicating an above-average level of service quality. Among the five dimensions, tangibility
had the highest mean score (M = 4.24) followed by reliability (M = 4.04).

Table 2. Service qualities and customer loyalty factors construct the surface of the descriptive analysis.

Scale Content n M S.D Sequence

Service quality

tangibility 94 4.24 0.61 3
reliability 94 4.04 0.74 3

responsiveness 94 3.96 0.74 3
certainty 94 3.87 0.79 3
empathy 94 3.81 0.83 4

Customer loyalty

Customers
repurchase
willingness

94 3.63 0.81 2

recommendations
to others 94 3.54 0.86 2

The customer loyalty scale was composed of two dimensions: repurchase intention
and word-of-mouth recommendation. The mean score of all dimensions combined was
3.59, indicating an average level of customer loyalty. The dimension of repurchase intention
had a higher mean score (M = 3.63) than the dimension of word-of-mouth recommendation.

3.3. Fitness Centers in Taichung City Their Differences in Service Quality and Customer Loyalty

Figure 1 implies the path coefficients of the five dimensions of service quality. Respon-
siveness (β = 0.308, p < 0.05) and empathy (β = −0.158, p < 0.05) significantly influence
customer loyalty. Tangibility (β = 0.077, p > 0.05), reliability (β = 0.197, p > 0.05), and
certainty (β = 0.377, p > 0.05) influence customer loyalty insignificantly. Customer loyalty
(R2 = 0.544) in a range of 0.330–0.670 indicated a moderate effect [6].
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Figure 1. PLS-SEM. Note: Statistical significance is indicated by *. 
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4. Conclusions

Based on the PLS analysis, this study concludes that the responsiveness and empathy
dimensions of service quality have a positive impact on customer loyalty in the context of
fitness clubs. This finding is consistent with those found in previous studies by Marandi
and Harris [7] and Butcher et al. [4]. The managerial implication of this study is that fitness
clubs should focus on providing effective services, paying attention to customer needs, and
responding quickly to customer inquiries in order to improve customer loyalty.

However, this study is limited by the restricted diversity of the respondents. Fur-
ther research with a larger and more diverse sample is needed to replicate and extend
these findings.
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