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ABSTRACT

The purpose of this study was to determinethe effect of service quality on customer satisfaction and loyalty attitude
and willingness of the pools was Alborz Province. This study was descriptive and correlation. The population of this
study included of all male customers referring to Alborz Province pools. The sample was selected by utilizing
simple random sampling and the size of sample was identified based on Morgan's table equal with 361 participants.
Liu klay satisfaction (2008), Alen client loyalty (1990), Lim attendance tendency (2006) questionnaires were used
for the collection of data. Theface and content validityisconfirmedby experts andThe reliability of variables were
estimated Cronbach’s Alpha in this way: satisfaction (0.913), attitudinal (0.754), and attendance tendency (0.696).In
order to analyze the data descriptive and inferential statistics were used. In descriptive statistics, the statistical
indices included frequency, percent of frequency, mean, and standard deviation. Associations among variables were
asses using Pearson correlation coefficient. Structural equation Modeling (SEM) was used to test the hypothetical
model of the study. SPSS and lisrel were used to analyze data.

The result of this study showed that: Overall satisfaction with the attitudinal loyalty significantly and Attitudinal
loyalty has the most has effect on client attendance tendency.
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1-INTRODUCTION

At the beginning of the third millennium, the
world of sports is experiencing a new period.
Broad and quick developments at all aspects of
sports call for application of marketing
techniques in sports. Millions of dollars are daily
spent in different countries for sports, and the
needs for athletic activities in order to alleviate
mental and physical problems are getting more
and morepervasive. All these have caused more
attempts to be carried out in sport marketing field
(Yousefi, Taheri, and Shojaei, 2007).Sport
marketing and customer satisfaction are universal
issues that affect all organizations (Homburg and

Rudolph, 2001, cited by Mahmoudi, 2011). An
increase incustomer satisfaction level brings
about behaviors like commitment and propensity
to keep customers (Arasli, Katircioglu, and
Smadi, 2005). In fact, scholars hold the belief
thatcustomer satisfaction paves the path for their
existence (Hosain and Leo, 2009).

Previously, organizations focused mainly on
attraction of new customers, while they presently
concentrated on strategic and commercialpolicies
to maintain loyalty levels of their customers and
improve their customers’ reliance degrees. The
most importance reason for such changes is
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elevation of public awareness against desirable
outcomes of customer loyalty andcustomer
satisfaction (Rezvani and Malekpour, 2009). The
key objective of many marketing companies is to
generate products and services (Vesel and Vesna,
2009). With elevated customer loyalty levels, a
commercial enterprise’s market share and
profitability are according risen. Understanding
marketplace and adoption of appropriate plans
and strategies aimed at increasing customer
loyalty degrees allow an economic enterprise to
reach at long-term benefits (HamidiZadeh and
Ghmkhari, 2009). Service loyalty might be one of
the most important structures in services
marketing due to its ultimate impact on re-
purchases of buyers. In addition, loyal customers
who return to make repeated purchases are the
bases of any business (Caruana and Albert,
2002).

To achieve recurrent purchases made by a sport
customer, marketers could make use of two
strategies. In the first strategy, sport marketers
shall design more accurate marketing mix
variables to increase customer satisfaction levels.
In the second strategy, they may reduce costs
forsport customers through diminishing sport
expenses (Door Andish, 2011). Securing
customers and making arrangements for his/her
return are vital burdens that require particular
stratagems and instruments. The most important
tool for markets is making constant relationships
with people, presentation of suitable services, and
being aware of rivals’ plans (Door Andish, 2011).
This is now to ask if this is possible to get insight
into customers’ real expectations and needs
withoutassessing  their  satisfaction levels?
Absolutely no! Management scholars believe that
nothing might be managed before it is evaluated
(Haghighi, Moghimi, and Keimasi, 2003).
Customers are no exception to this fact.
Indisputably, the expense to attract a new
customer is five to ten times keeping an old one
(Haghighi et al., 2003). The companies which
intend to generate customer loyalty take into
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account significance of maintaining a customer in
making a single purchase. They regard their
customers as invaluable assets, demanding all
their employees to do anything to keep them
happy and, thus, loyal (Roosta et al., 2001).
Consequently, maintenance of customers and
making the way for their return are essential
onuses that require special schemes and
instruments (Door Andish, 2011).

Customer satisfaction, loyalty, and proclivity are
grounds which have managed to attract many
recent attempts by marketing researchers.
Accordingly, various studies are conducted in
service companies, particularly in sport area, in
different countries. In his study, Hashemi (2007)
compared satisfaction level ofcustomers at public
and private roofed pools. Results showed that
there is a significant difference between social
treatment, human relations, facilities conferred to
customers, facilities and constructions, quality of
human resources, and management and planning
methods in health and safety areas. Among such
studies is Koozechian (2009), who, in his
research on customer satisfaction of public and
private Tehran-based male-only body building
clubs, concluded that satisfaction from physical
equipment at clubs, satisfaction from quality of
agents’ behaviors, and attention to customers’
needs are extremely higher in private clubs than
public ones.Alidoost (2010) is another researcher
in this respect who addressed customer
satisfaction levels of female applicants from
Tehran-based body building clubs. Results
showed that satisfaction from physical equipment
and treatment of club workers are higher in
private clubs than public ones. Excellent
organizations regard a special position for their
customers, giving a high priority to their needs
and also their loyalty levels. Chuan (2008)
designated a research on service quality,
customer satisfaction, and customer loyalty,
concluding thatservice quality including quality
of plans and physical premises of clubs
affectcustomer satisfaction levels. He also
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showed that there is significant relationship
betweencustomer  satisfactionand ~ customer
loyalty at such clubs. In his investigation of
customer  satisfactionin ~ sports  industry,
SeyedJavadin (2008) demonstrated that a good
understanding of customers from quality of
services in sports has given rise to their high
satisfaction degrees, resulting in its turn in
generation of loyalty. He carried out another
research entitled “A Evaluation of Impacts of
Services Quality on Sports Customer Loyalty” in
2010 to delve into the relationships among these
three variables.Results showed that quality of
clubs’ services and customer satisfaction levels
impact on customer loyalty degrees. In his study
“An Analysis of Services Quality, Customer
Satisfaction, and  Customer Loyalty of
Commercial Taiwanese Swimming Clubs,” Yi
Chin Liu (2008) concluded that customer loyalty
is more a function of customers’ satisfaction than
quality of services.

A research by Joga et al. (2010) is another study
in this regard. The results indicated that quality of
services results incustomer satisfaction and it per
se ends incustomer loyalty (cited by Mahmoudi,
2011).Mahmoudi (2011) is another researcher
who evaluated the relation between services
quality andcustomer satisfaction in Tehran-based
body building and aerobic clubs. Results showed
that there is a positive and significant
relationship among services quality and loyalty
as well as tangible subscales like reliance,
responsibility, confidence, loyalty, and sympathy.
From among services quality variables and
customer satisfaction, customer satisfaction was a
more powerful predictor for customer loyalty.
From among services quality and satisfaction
subscales, the subscale personnel, reliance, and
equipment of clubs were respectively of highest
prediction power and impacts on customer
loyalty.RahmatiAsl (2011) is a researcher who
addressed positive aspect of these variables’
relationships. He investigated the relation
between customer satisfaction and customer
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loyalty in Tehran-based football schools,
concluding that there is a significant and
significant relation betweencustomer satisfaction
and customer loyalty in these schools.

The parameter personnelwere the most powerful
predictor for customer loyalty amongcustomer
satisfaction variables for football schools. Door
Andish (2011) is another scholar who analyzed
the relation between services quality, customer
satisfaction, and propensity of customers to
attend body building clubs. He suggested that
impacts by bothservices quality and customer
satisfaction onpropensity of customers to attend
body building clubs are high.And, customer
satisfaction is a more powerful predictor
forpropensity of customers to attend body
building clubs. In his study “Impacts of Services
Quality on Customer Satisfaction, Loyalty, and
Behavioral Decisions in South Korean Fitness
Centers,” Si Jun Lim (2006) showed that services
quality has direct positive or negative impacts on
customer satisfaction levels. This study also
indicated thatcustomer satisfaction degree has
direct impact on customer loyalty. Finally, results
showed that high levels of customer loyalty have
direct effects on customers’ instantaneous
decisions. In his study “Effects of Services
Quality, Customer Satisfaction, and Customer
Loyalty on Customers’ Instantaneous Decisions
to attend Fitness and Aerobic Centers,” Saatchian
(2010) concluded that there is a positive and

significant ~ relationship among the factors
services quality, customersatisfaction, and
customer loyalty with return intentions.

Regression results showed that satisfaction and
loyalty are powerful predictors for return
intentions by customers. Little attention has been
paid to research which assesses role of loyalty
and return intentions by customers as regards
customer satisfaction. Also, few studies have
addressed such variables in sports area.
Therefore, since existence of sports service
organizations is dependent upon loyalty and
return of customers, customer satisfaction is a
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very influential factor in evaluation of customer’s
loyalty levels and their intentions to return. The
present study wishes to provide replies to the
question: Does customer satisfaction affect
attitudinal loyalty and return propensities of
sports customers?

2-Methodology

This was a cross sectional study and descriptive -
correlation. The population of this study included
of all all male customers referring to Alborz
Province pools.The sample was selected by
utilizing simple random sampling and the size of
sample was identified based on Morgan's table
equal with 361 paticipants. The data was
collected from four questionnaires that their
validities were approved from 8 sport
management experts. Chen Services Quality
Questionnaire (1996), Shen Services Quality
Questionnaire (1999), and Wu Services Quality
Questionnaire (2003) were adopted. It was
adjusted by Liu Questionnaire (2008). In order to
determine general satisfaction level of customers,
Liu Questionnaire (2008) was employed. Allen
Attitudinal and Behavioral Questionnaire (1990)
and Presence Inclination Scale adjusted by
Parasuraman (1996), Shu, John and Victor (2002)
were applied. In addition, McDougal and Lusco
(2000) and Duncan and Gary (2002) used the

same questionnaire for recreational and sport
centers. This questionnaire was adjusted by Lim
in 2006. Likert Scale was the basis of all
questionnaires, in which each reply has a score
among 1 to 5. In order to determine creditability
of measurement tools in this study, (1) content
creditability (face validity) and (2) structural
creditability (factor analysis) were used. In face
validity method, questionnaires were modified
after the opinions made by experts and advisors
were taken. In factor analysis method, conformity
among theoretical and experimental structures of
the study was addressed. This is important to note
that confirmatory factor analysis technique was
used along with Lisrel SEM model. In order to
analyze the data descriptive and inferential
statistics were used. In descriptive statistics, the
statistical indices included frequency, percent of
frequency, mean, and standard deviation.
Associations among variables were asses using
Pearson  correlation  coefficient.  Structural
equation Modeling (SEM) was used to test the
hypothetical model of the study. SPSS Software
version 16were used to analyze data.

3-RESULTS:

To investigation of normal distribution of data
Kolmogorov-Smirnov test was performed., the
results are shown in tablel

Tablel: Significant Level of Kolmogorov-Smirnov testfor investigating normal distribution of variables

variable Attitude loyalty Satisfaction Intention to revisit
z 912 420 732
P-value 312 120 .109

As reported in the above table, P value of all variable are larger than .05, so we can say that the

distributions are normal.

First, in order to test hypotheses, a correlation matrix between variables are provided (table 2).

Table 2 : The correlation Matrix of variables

Intention to revisit Attitude loyalty satisfaction variables
1 satisfaction
1 516" Attitude loyalty
1 4877 585" Intention to revisit

™ significant at .05 level

Regarding overall satisfaction with attitudinal loyalty, findings showed that the relationship is positive

and has moderate intensity.
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Simple regression to predict attitudinal loyalty by satisfaction
In order to predict attitudinal loyalty by customer satisfaction simple regression was used.
Table 3: regression analysis to examine the relationship between overall satisfaction and attitudinal loyalty

. . Adjusted R Index
Sig F DurbinWatson Square R Square R Model
.000 106.717 1.608 .264 .266 516 1

The table above shows the relationship between satisfaction and attitudinal loyalty(R=.516). According to
the coefficient of determination, 26percent of attitudinal loyalty can be explained by satisfaction.
Table 4: Regression coefficient of correlation between satisfaction and attitudinal loyalty

. Standardized Regression Statistics
s19 t B Standard Error coefficient Model
.000 9.847 - 1.586 15.618 constant
.000 10.33 516 132 1.359 satisfaction
ATTITUDE
SATISFACTION 516 LOYALTY

Regression effect relationship between overall satisfaction and attitudinal loyalty
The results showed that relationship between attitudinal loyalty and the intention to revisit of costumer
are positive and moderate(R=.516).

Simple regression for predicting costumers’ intention to revisit by attitudinal loyalty

The results of simple regression for prediction of intention to revisit by attitude loyalty showed that 27%
of the variance of the intention to revisit can be explained by attitudinal loyalty.

Table 5: regression analysis on the willingness of attitudinal loyalty

: : - statistics
(Sig) F (DurbinWatson | (Adjusted Rsqure (Rsqure) R Model
.000 57.88 1.726 278 .283 .532 1

Based on table 6 attitudinal loyalty could be a good predictor for intention to revisit. Beta coefficient of
.383 demonstrated that attitudinal loyalty has the positive effect on intention to revisit.
Table 6: Regression coefficient of correlation between attitudinal loyalty and intention to revisit

. . Standard Regression Statistics
s t Standardized B Error coefficient Model
.000 9437 - 407 3.845 Constant
.000 6.961 .383 .014 .098 Attitudinal loyalty

Simple regression for prediction of intention to revisit by attitudinal loyalty showed that 28% of the

variance of the intention to revisit can be explained by attitudinal loyalty

attitudinal -383 Intention to

loyalty > revisit
Direct effect of attitudinal loyalty on costumers™ intention to revisit
4-DISCUSSION AND CONCLUSIONS satisfaction and attitudinal loyalty. It means that
Research findings show that there is a positive an increase in satisfaction level comes with
and significant relationship between general relative increase inattitudinal loyalty. This is
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aligned with Henri (2010), SeyedJavadin (2010),
Pedragosa (2009), Chuan (2008), RahmatiAsl| et
al. (2011), Mahmoudi (2011), Mojoudi et al.
(2014), and Sabzei et al. (2014).Mojoudi et al.
(2014), in his study “Investigation of Impact of
Social Responsibility and Customer Satisfaction,
Case Study: Ahwaz Pasargad Bank,” concluded
that there is a positive relation between
satisfaction and behavioral/attitudinal loyalty of
bank customers.Sabzei et al. (2014) made an
analysis on customer loyalty field. In their study
“Investigation of Factors Impacting on Customer
Satisfaction, Case Study: Bank Keshavarzi
Customers,” they came to these conclusions: (1)
There is a positive and significant relation
between customer satisfaction and customer
loyalty; (2) There isa positive and significant
relation services quality andcustomer
satisfaction; (3)There is a positive and significant
relation between reliance andcustomer loyalty,
and reliance is one of the factors which bring
aboutcustomer loyalty. In these studies,customer
satisfaction is normally evaluated based on their
perceptive response to products. This is thus
asserted thatcustomer satisfaction generates
attitudinal loyalty in customers, whose amount is
different in different situations among different
people. Definitely, customers’ satisfaction
andattitudinal loyalty may be determining factors
in successfulness or failure of service companies.
Research findings showed that there is a positive
and significant relationship betweenattitudinal
loyalty and customers’ inclination to return. It
means that an increase inattitudinal loyalty with
average intensity causes an increase inreturn
inclination. This is in accordancewith Rezaei
Kohan (2008), Aftinous (2006), Suzan Kim
(1995), Babacus (2004), Saatchian et al. (2011)
and Wu (2005). In his study,Wu (2005)
expressed that employees’ behaviors produce a
general judgment by customers in their first
mutual contact. Attraction of customers’ loyalty
through addressing their needs should be taken
into broad account as opportunities to keep them
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and make them loyalist purchasers. This
achieved, customers’ loyalty and their inclination
to return would be hoisted, resulting in
continuous profitability of pools. Some pool
managers are, however, indifferent and even
defensive to needs and expectations made by
customers—the treatment which ends in high
customer leakage levels. Unsatisfied customers
would most likely seek for an alternative pool.
Therefore,unsatisfied customers are targets which
are readily seized byrival pool managers.
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