Perceived Service Quality and Satislaction of a Fitness Club

at Port Stephen, Australia
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Abstract

This study aims to assess the service quality perceptions of the [itness members and
their servien satistaction. 185 responses were received from 400 surveys, represenling a
respanse rate of 46%. The overall findings Indicated that current filness members percaived
hizh levels of service quality and were salisfied with the services pravided by the fitness center.
The results tended to indicate thar the fitness center was oftering flexible services (hat salisfipd
the different tastes and expectations of each market segment. The fitness [acility 15 alfering and
delivering satsfied services Therefore, the ftness center has established the appropriate

marketing mix for its services to meet {8 customer needs.
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Introduction

The service litevature has evolved from the failure of product paradigms w transfer
service ndustrics, Since is ingeption, muoch effort as been devoted o the stady of guality and
salisfaction constriucts. In service Industries, customer satistaction ls influenced by the quality of
mteraciions between customers and the personnel involved in the service contacls (Rotler,
1999) Direel measuremenl ol serviee guality s dillicall dae o the inherent natore ol services
including intangibility, inseparability, variability, and perishability. However, studies have
shown that the servicescape and service encounter influence a customer’s perception of the

quisttity atteibuted to 4 service previder {Brand, Cronin and Koutledge, 1997),

A Niness center in Port Steplien, Australia is currently seeking fo zrow its revenus and
L0 maxnmise market opporiunities through longer-term relatonships with existing members and
new relationships with non-fiiness members, To exploil opporiunitics within ils market, the
filngss centre is now sceking o understand eurrent service quality perceptions and service
sansfaction of existing members and to use the findings for & broader segment of the target

dermoyraphic.

The purposes of this research are 1) 1o determine the service quality perceptions of the
mambers of this fittess center and 2) w determine their evaluation of their service sausfaction.
The potential segmentation and identification of trends within the target population will provide
epportunities to further understand and ensure that members’ needs will be met through a

suitable marketing maix. This will resull in sustainable longer-term relationships with members.

Literature Review
Health #ned Fitnass Trenil

More than a decade, health and fitness have been in researchers’ interest, Somo
research revealed that people in Ausiralia aged 15 vears and over participated in at least one
phvsical activity for exercise, recroation or sport, representing a participation vale of 77.8%
{Australian Sporls Commission, 2000). Although high rate of participation in health and ftness
activities, people iended not to spend much money on 1l they were more fkely to participate in
outdonr activilies than going to the gyms or fithess centers (Dale and Ford, 2002; Finan, 2000
Righy, 2001; Troy, 2002),

Servicn Literature

The service literature has evolved from the failuve of product paradigms to translor

service industries. Since its inception, much effort has been devoted o the study of guality and
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catisfaction constiuets Howevir, sorviee valud remeins a largely undersiudied lopie (Brady and
Roliertson, 1999) Understandlng eastomer perceplions o service and satisfnetiong are
stanificant to Behaviowral nutcommes and key (o this swdy  Brand et al. [1997) identitied three
constrisets playing 2 Kev role in serviee activity, namely, perceived seryvice guatdity,  perceived
aerviee value anil setisfamion, Brady and Cronin (2001) recognised that much elffort has beew
devoted o jdentilving and establishing links berween the antecedentss of jotended ponsumer
behaviowe. This work las resuled oz hetter understandimg of e interaction of the variables

servine quality, service value, saisfaction and intentions,

Perceived Service Quality

Pereoiveld service quality i a medsure of the gap between consumers expeclaiion of
service and perceptions of the service actually delivered (Kotler, 1999) Cuslomers always
asspss the services they experienced by comparing them with whalever they expoected or

wished 1o receive, the difference between expected quality and experienced guality:

ln the past, many studies were conducted on the relationship between service quality
and purchase intention (e.g Cronin anel Tavlor, T992: Parasuraman Zefthaml and Berry 1985,
Zeithaml, Berry and Parasiraman, 1996) A customer's assessment of service guality directly
affsets the relationship with the company (Zeithaml el al, 1996], in another word, when
service quality assessments are high and the custemer's hehavioural intentions are {favourable,
that consequently strengtheming the relationship with the company, Moreover, favourable
behaviour |5 indicated “when customers praise the Grm o others, express preference over
pther companies, increase the volume of their purchases, or agreeably pay 4. preminm price”

(et etoal, 1996),

Sutisfaction

Lovidock, Patterson and Walker (2001) describe satisfaction as a consumer's. = post
purchase evaluation of the overall service experience (process and outeome), It is an affective
atate i wiliich the consumer's needs. desives and expectations during the course of the service
paporience have been met or excepded”  Customor satisfaction is an important ome area for
this researclt stiudy because ol ils relationship with. customer perceptions, evaluation af

performanes valoe and ultimately outcoms bebaviours.

In service industries. customer satisfaction and loyalty is wfiueneed oy the gquality of
fnteractions between customers and the personnel involved in the contact services (Kotler,
196997, Direst measuroment of service quality is difficult due 1o the inherent nature of services

fneluding their Intangibility, inseparability, varviability. and perighability. Percetved sarvice
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quality is different from satisfaction, although they are stmular concepts. Percerved service
guality 1s elosely aligned and mfluences satistaction. formed over a mullitude of service

eneounters, whersas satistaction results from an individual or infreguent encounter.

Lenham! et al. (1996) determined that customer satisfaction andfor service quallty
perceplidng positively affect intention to praise the firn, repeat behaviour or repurchase.
Cromin and Taylor (1992) also found a pesitive correlation with service quality and enstomer

saliafaction.

Methodology

Uhe questionnaire was gsed o alain information about the members and their service
guallty perceptions aml satisfaclion of fitness members. 185 responscs wers received from 400
surveys, representing g response rate of 46%, The response rate is consistent with the target
popalation demographics, indicating the sample was valid and providing confidence that an
appropriate sample was measured.  In that, the findings of this survey can be applied o the

greater targel markel in the Port Stephens ﬂ&:rrl{]g‘t'api'lii"..

The established scales were nsed where possible or adapted lo vse. A three-item
bipolar interval scale was used for pverall service quality, The co-efficient alpha estimate for
the seale was 095, Customer satisfaction was measured using 2 three-item bipolar adjective
inmterval scale adapted from Brady and Cronin (20013, The coelficient alpha estimate for the

scale was (.92,

Findings and Discussions

Profile of Respondents

24% of respondents were male and 76% female. Fowr age ranges were sampled,
distributed in the following ratios: less than 18 years old (5.4%). 18-39 vears old (46.5%), 40 -
59 years old (34:6%) and 60 and older years old (123.5%) This was consistent with industey
trentds that showed the 18 = 39 year brackel 1o be actively involved in gym participation, and
also supported the membership penetration and tlargel market of this fitness center The
majority of respondents (39.5%) were family households, followed by couples (26.5%), then
single person households (12.4%). The income group lied i the range of $16K to $31K, and
showed @ positive skew, indicaling thal most members were in lower income groups. 78% of
all respondents earned less than $31K and 53% of casual members who participated bi this

survey earned less than $16K per annum.
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Ohjective 1= To determine fitness members perceplions of service guality

HYPOTHESES 1: THE OVERALL PERCEIVED SERVICE QUALITY 01 FITNESS
MEMBERS 15 NEGATIVE,

Fable 10 The questions were used 1o gssess perceived servies gqualily.

Plivese vanh (he follbuwing gresiions relat o you gerteptons of the eoerall gueltty of the [itness facilifies

il seroices, hased onoo series of adfeetives, (Pleasy select one answer ol bt roflests:

ianenits of e gl of die fioess, from one (11 lo seven (72 for giredi pption)

Enfeim 1 i ! 4 3 [ T Suparier
Lovwe ggality 2 2 4 5 ] 7 High tpuality
Lo standard | 2 3 4 5 £ 7 I Lighi standared

Table 1 represented the assessment of Hypothesis 1, the opverall perceived service

guality, The value ranged from nine Lo 21, The means ranged Trom 18.3 with standard

daviation of 2.3, The tvalue was statistically significant 43.495, with p-value al (LO0(=0.05},

using & test value of 10.5. As the t-value was greater than 1005, the findings disproved and

supported tho hypathesis that fitlness members overall perceived serviee quality was positive.

These seale itoms had excellent inlernal consistency, evidenced by the reliabilily coefficien

alpba ol 0.892

Objective 21 To determine the satisfaction levels of fitness members

Table 2: Thi assessment of vecent satisfaction levels of limess members.

HYPOTHISIS 2: ITINESS MEMBERS ARE NOT SATISFIED

Plegse rank the folloping questions relate 0 your today's experience. how satisfied ore you tith tiie visit

i the fitness centre? (Please select one answer, from one (1) b seven (7} for each aption)

Pispileasid 2 3 4 3 F 7 Mesasnd
Lintiappy L 2 3 4 ] 5 7 Happy
Disappainted L s g 4 7 £ i lilgﬂ'aginﬂ{i
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Table 2 represented |he assessment of Hypothesis 2. level of recont satisfaction. 165
valid entries were received for the satisfaction based on recenl experience, The three
satisfaclion components were summad (0 compute an overall satisfaction rating. The wvalues
ranged rom nine 1w 21, with a mean of 18.74 and a standard deviation of 2406, The tvalue
(A3 208) wis statistically signilicant with p-value of 0.000=0.05), wsing & test value of 1050 As
the l-value was greater than 10.5, it disproved and supported the hypothesis that fitness
members were satistiod based on recent experisnce e zeale showed excellent internal

consistency, evidenced by the reliability coefficient alpha of 0,923

Table 3 The assessment of longer-termn satisfaction levels of fitnoss members,

Taking inkt agconnd our prewons sxperiences witl the fitness ceiitre; indicarte yowr degrae of satisfoction

Jor each of the following: (Meose select one angiwer, from one (1) to seven (7) Sor each oprisn

Displeased 1 i 3 4 3 i 7 PFleased
Unhapyy i g 3 4 5 £ 7 Happy
Visdppaintad 1 2 3 4 3 b T Delighted

Table 3 represented long-term expericnces, whers 164 valid entrics were received far
lthe satisfaction, The three satisfaction components were summed Lo compute an gverall
satisfaction raling. The values ranged from fine to 21, with & mean of 1851 and a standard
deviation of 2.71. The t-value (37.832) was statistically signifieant with p-value of 0.000<0.05),
using a test value of 10.5, As the t-value was grealer than 10.5, it disproved and supported the
hypothesis that fitness members were satisfied with the fimess center based on longer-term
experiences. The scale showed excellent nwernal consistency, evidenced by the reliability

coellicient alpha of 0.862

These findings indicated there was no difference hetween recent and lenger-term
satisfaction sutcomes of fitness members. The overall Nndings also indicated that current
lilness members perceived high levels of service quality and were satisfied with the services

provided by the Hiness conter:

The description of the larget population via a dem ographic analysts has revealed some
interesting implications for the fitness management team. The fitness center is offering Mexible

services thal satisly the diffevent lastes and expectalions of each market segment,

40 Adwins




PFhe pereeved service quality of the finess center is highe Inoaddition, the satisficiion
lesvasts of it memibers aeross the uperational areas of the gem are high Based vn these findings.
|nvestmend monew eguipment s nof considered o be impartant al this point of tme. Members
are satisfigl with the range of classes, ranking this as the most important oulcome attending
the gy Maintaining the skifls and expertise of staff {s also o necessary requirement, not iy
fromm o professional perspective, but based o customer responses, it 1s a key driver i
satisfaction. Operaling hiours slso appear as an axireniely important i, which members
consider 1o he of high level of fmportance. Therefore, the fitness management $hould

fnvpsligale allernatives [0 ensurd gvm operating hours are conveniens tor the tarael merkel

Overal] the survey findings ave extremely supportive of that the fitness facility is oifering
and dehvering satislied services strategy that veally consisteni with the expectalions and
satisfaction of g costomers. [ indicates that the fitness center has eswabhished the appropriate

marketing mix for its product and is actively delivering this to meet customey needs.

Some limitations Lo this stady mehude sample size and targel sample Sample size is 4
erucial glement thal impacts the amount of data, data analyses, and accuracy of resuil. Becauss
af limited homan resourees and time, the sample size is mueh smaller compared o Tormal
resparch organizations. The targer population demomeaphic 18 heavily weighted towards L
female gender Although the sample 1s representative of the current target population, il ruay
introduce bias into membership growth strategies. Gender bias became evident 1n ranking the
importance of service quality dimensions. The chesen scale precluded further analysis ol this

characiensie.
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