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[bookmark: _Toc516912813]ABSTRACT
The purpose of the study was to investigate service delivery and customer satisfaction on health clubs at Bahir Dar city. The data was collected through questionnaire; interview and observation method from the list of sampling frame, a total of 279 respondents participated as the source of data by using purposive sampling methods. The design of the study was convergent parallel mixed research design .The data collected were organized, analyzed and interpreted by using descriptive statics and used inferential statics like correlation, t-test and regression. The findings indicated that from the descriptive statistics analysis of services delivery, 57.7% of the respondents were poor perception towards services delivery but 42.3% were good perception towards services delivery in the health clubs. The t-test result shown that the satisfaction level of the respondents’ was negative i.e. (-0.81646), this implies that the customers are not satisfied for with services that provided by the health clubs.  Related to correlation analysis a strong positive correlation was found between services delivery and customer satisfaction because their correlation was 0.65.The main finding indicates that service delivery of the health club influence the satisfaction level of customer. The multiple regression result indicated that services delivery and customer expectation has 42% affect on satisfaction of customers. The remained 58% of customer satisfaction was due to other variables. Hence, the result indicated that services delivery (β= 0.529 with p<0.05) has a positive and significant effect on customer satisfaction and it is accepted, but customer expectationhas a positive but not significant (β= 0.094 with p<0.05) effect on customer satisfaction. Hence, it is rejected. This implies that services delivery can significantly matter for customer satisfaction. Thus, it was recommended that there should be minimum standards for health clubs and set clear monitoring procedures by customers against the set standards, Sport expert, sport federation, trade and services quality evaluators should  follow-up, control and evaluate, the services provided by the health club, Health clubs need to have skilled persons specially medical persons as one of the standards to ensure that the customers have been using the clubs as per their prescribed health recommendations by physicians, create enabling situations for health clubs by government to compete and share experiences among each other to improve their service quality and also to encourage customers utilization of such services.
Key Words: Services delivery, customer satisfaction and health clubs
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[bookmark: _Toc516912825]1.1Background of the Study
Health clubs are identifiable, intangible and perishable economic activities, efforts, deeds, processes and performances aimed at creating customer satisfaction by creating value and providing benefits for the customer by offering solutions to customer problems, but which do not lead to material ownership(Kotler & Armstrong, 2008:218).

Carroll Lalanne(2003), health clubs provide fitness classes for groups and individuals, a variety of equipment, trained and certified staff, steam rooms, saunas, locker rooms, showers, pools, therapy clinics, juice bars, restaurants, television, music, and just about everything you will find in today’s gymnasiums and fitness centers. They also favor a variety of clientele because they provide an environment of comfort. The larger the health club facility, the more you pay. In fact, fitness centers and gymnasiums are called health clubs. It makes sense since health clubs vary in sizes, services, amenities, and costs just like gymnasiums and fitness centers. 

Gymnasiums typically focus on weight lifting and strength training. All gymnasiums offer an extensive set of free weights, dumbbells and weight machines that are specifically designed to exercise, develop and strengthen the muscles. Although many gymnasiums provide cardiovascular equipment and sometimes offer aerobic classes, the primary focus is on weight training (ibid).

 Fitness centers attempt to incorporate several types of workout facilities into a single location. For instance, most fitness centers offer their members a free weight area (gymnasium), weight machines (gymnasium), cardiovascular equipment (aerobic and gymnasium), aerobic classes (aerobic), yoga classes (yoga), swimming pool, Jacuzzis, saunas, tanning beds and child daycare centers. In addition, virtually all fitness centers employ personal trainers who educate members on how to utilize the equipment, design fitness routines with their personal fitness goals in mind, and discuss the nutritional aspects associated with good health and/or weight loss. The employment of qualified professional has significantly improved the credibility of health delivery and fitness delivery system (ibid).

During the service delivery process, customers measure service satisfaction and evaluate overall service quality by comparing their expectations with their perceptions (Coye, 2004:68). Customer satisfaction refers to the customers’ perception of the performance of the service weighed against their expectations of the service performance (Schiffman & Kanuk, 2007:9). When the service performance exceeds the customers’ expectations, the service is perceived as an exceptional quality service and customers are satisfied, but when the service expectations are not met, the service quality is viewed as unacceptable (Fitzsimmons & Fitzsimmons, 2008:108). Customer satisfaction with health clubs is influenced by customer perceptions of service quality, for example the availability and condition of equipment and the responsiveness of staff, but will also include perceptions of the product quality (for instance, the membership price, personal factors such as the customer’s emotional state as well as uncontrollable situational factors, such as weather conditions and experiences driving to and from the fitness facility (Wilson et al., 2006:78).  

Scholars indicate that there is a positive relationship between what fitness centers provided that are services and customers’ satisfaction. For instance, Miller (2000) shows that high quality programs, services, and expectations of benefits have a relationship to the participant’s interaction with staff working in fitness center settings. Satisfaction and service quality are strongly linked as they represent different sides of the same coin. Both ideas are concerned with what a customer expects from a service succeeding in service quality is the key factor to satisfy the expectations of their members and at the same time the best way of positioning themselves more effectively in the market place. Therefore, it is important for the health club managers to understand the expectations of their clients and to provide better service that meet their needs (Papadimitriou &Kostantinos, 2000). 

On the other hand, customer satisfaction is affected by many things (other than the service attributes), which are out of the control of the service providers, such as the weather, and parking availability. From this perspective it is likely that customer satisfaction, rather than customer perceptions of service quality, gives a better indication of the health clubs that perform better in the marketplace (factor).If a customer experiences satisfaction repeatedly from a sport service, this can lead to a belief that the service is of a high quality. In addition, as service quality increases, satisfaction also tends to increase. In fact, satisfaction can be affected by a customer’s perceptions of service quality. Even though satisfaction and quality are two different ideas, they influence each other.

As a strategy, it is valuable to optimize their use of Gymnasium membership by familiarizing themselves with all benefits a fitness center offer (Iliac &Mijatouic, 2004). Broadly defined, customer service is the combination of activities or strategies offered by providers in an effort to increase the quality of service; thus an experience that is perceived to be more rewarding (Howardell, 2003; Ackermann, 2002). Young and Oakley (2008) propose that a major strategy towards achieving customer satisfaction in the health and fitness industry is by means of good management, through which a genuine customer focus and also a focus on continual improvements are developed. The quality of the health club is a decisive factor for the development of the organizations (Zeithaml, Parasuraman, & Berry, 1985); therefore, it is essential to know their dimensions for being able to analyze it, knowing their parts and improving the efficiency and accuracy of the service (Corma, 2005; Redondo, Olivar, & Redondo, 2006). 

Recent research shows that service delivery in a customer oriented manner is also involved in the perception of service quality. Many surveys have indicated the importance of service quality, and others have shown the relationship between the provided services, and customers’ devotion to them. In this regard, literatures show that all the stages of service delivery should be targeted to satisfy customers’ requirements. 
Different researches conducted regarding service delivery and customer satisfaction in health clubs that are related with the present research area directly or indirectly in the international level. For instance, Han (1999) evaluated the satisfaction of service quality in selected athletic centers. His results showed five factors affecting the quality assessment: offered programs, employers’ function, public relations, costs and installations. Terzoglou et al (2012) conducted research on quality assessment of private fitness centers, and their results showed that no statistically significant differences were found between ANOVA results of five aspects of service quality and participants’ occupation as well as education level. There were statistically significant differences between all service quality aspects and participation frequency. They revealed that there is a statistically significant contribution of the aspect of intention to participate in fitness services in the future to two factors: reliability and expected outcome. And again, Taylor and Baker (1994) studied the correlation between customer satisfaction of service quality and Consumer loyalty.  These scholars found out that there exists the development of a better understanding of how service quality perceptions and consumer satisfaction judgments interact and/or influence one another in the formation of consumers’ purchase intentions appears a key challenge currently facing the services marketing discipline.Again, Wanzalla and Paschal (2011) carried out research on the status of service delivery in the health and fitness centers in Uganda. In their findings, they revealed that there are statistically significant differences between customers’ expectations and perceptions means. 

Although there are hardly any sufficient researches conducted in Ethiopia, some researchers studied on the roles of fitness centers that give societal health benefits. For instance, Alemayehu (2006) carried out the impact of physical fitness training on health related fitness trainees, and he concluded that when regular physical activity is combined with proper nutrition and following correct principles of physical training, it can help to reduce body fat by building muscle mass and control body weight by preventing obesity.  

This study was carried out in health clubs at Bahir Dar City in Amhara Region. Like that of any health clubs that give services for customers, there are sport fitness centers and gymnasiums that have been giving services for the customers in Bahir Dar City. Thus, these should be investigated to know what and how the services are given for customers from the point of view of these days’ sophisticated equipment,factors affecting customer satisfaction, services delivery strategies, and customer satisfaction this is the aim of the researcher.
[bookmark: _Toc516912826]1.2 Statement of the Problem
Provision of excellent service quality in order to receive high customer satisfaction is a vital issue as well as a challenge facing the contemporary service industry. It is for this reason that this issue has become of great importance for both academics and practitioners in the subject area of marketing. According to Zeithaml, Bitner and Gremler (2006), if an organization does not do market research on the topic of customer expectations, it may fail in providing customer requirements. While research has been conducted on general aspects of quality service delivery in various industries, there appears to be no significant study on how customer service quality impacts on commercial health and fitness centers. Thus, studying a gap that exists between members’ expectations of service quality and the actual service delivered in certain fitness centers would of great importance at any physical sport world.

Delivery of high quality service is a strategy often employed by organizations attempting to satisfy their customers and increase their competitiveness. Thus, many service organizations have instituted quality control and improvement programs in the past decades. Nevertheless, most service organizations are still not performing to expected standards (Koepp, 1987). An organization that wants to fulfill its potential as a service provider should consider issues of quality and strive to improve its efforts in light of customer expectations. Therefore, under such a specific consumption setting, it frequently influences the overall attitude and decision-making when customers purchase a service (Lee, Hsiao, & Yang, 2010).   Customer satisfaction is developed by ensuring product quality in goods based industries, and it is facilitated by delivering quality services in service based industries (Warren, 2011).

Theodorakis, alexandris, Rodriguez, and Sarmento (2003) show that meeting the demand for customer satisfaction is an important task for managers in the growing competitive environment of the fitness industry today. The only way that can help service providers to win in the competition is to satisfy what their customers really needed. Customer satisfaction is one of the most important outcomes in the marketing literature. Specifically, in sport industry, Choi (2001) concluded, “customers’ perceptions of service quality should be a priority for health clubs to increase their customers’ repurchases intentions”. Since a clear path was identified from customer satisfaction to their repurchase intentions in the study, it can be said that if the level of satisfaction increased, they would show a greater willingness for repurchasing or revisiting the fitness clubs (Choi, 2001: 54).
	
Besides this, the current researcher asserts in her preliminary study that there are problems of services delivery in some health clubs. For instance, lack of facilities and equipments, even the existing equipments are outdated equipment that cannot fit with these days technology; they are also inadequate. Some of the personal trainers are not well trained as the researcher tried to see in her study. Finally, particularly in fitness centers, the price for the service does not consider the real economic status of the customers. However, the researcher did not get a piece of information regarding services delivery and satisfaction of customers in health clubs in general. Therefore, from the aforementioned previously conducted international and the preliminary research findings, it is possible to say that the issue is pressing, and it needs attention from the investigators side. For this reason the current researcher attempts to study the issue at Bahir Dar City. The researcher believes that studying service delivery and customer satisfaction in health clubs at Bahir Dar city was describe the existing problems and recommend best way of services delivery and customer care based on the result in this specific research setting. 
[bookmark: _Toc516912827]1.3 Objectives of the Study
This study has both general and specific objectives. The general objective of the study was to investigate service delivery and customer satisfaction in health clubs at Bahir Dar city. More specifically, the study intends to:
·  Describe what perceptions customers have towards service delivery in health clubs;
· Examine to what extent that customers are satisfied with the provided services in health clubs ; 
· Know the relationship between service delivery and customers’ satisfaction in health clubs;
· Asses the major factors affecting customers’ satisfaction  in health clubs ;
· Explore the strategies that service providers used to satisfy  customers  in health clubs;
[bookmark: _Toc516912828]1.4 ResearchQuestions
The study was mainly focus on investigating service delivery and customer satisfaction in health clubs at Bahir Dar city.Therefore, this study seeks to answer the following basic research questions:
·  What perceptions do customers have towards service delivery in health clubs? 
· To what extent are customers satisfied with the provided services in health clubs?
· Is there significant relationship between service delivery and customers’ satisfaction in health clubs?
· Which factors are more significantly affecting thesatisfaction of customers in health clubs?
· What strategies do service providers used to satisfy their customers in health clubs?
[bookmark: _Toc516912829]1.5 Sgnificance of the Study
Health club programs have become increasingly widespread industryin our country especially in major cities like Bahir Dar. Many scholars were studied on this area. Therefore,the main benefit of any research was tofill the already studied gap, the study which carried out by one researcher may be further studied and would be studied by others many times which was  the increase in knowledge upon a specific issue.The study was important for different bodies in different ways. This study expected to contribute to the following benefits:
· The findings of the study may help to know how to care the customers and to provide services scientifically.Besides this, these service providers to know the appropriate model to be employed to check their services about the extent that they provideat the standard level.
· To give new insights for health clubs in Bahir Dar city and also for customers to assess and triangulate the quality of services provided by health clubs.
· Finally, the study may be used as a reference material for further individuals who desire to carry out their research work with in similar issues and circumstances 
[bookmark: _Toc516912830]1.6 Delimitation of the Study
[bookmark: _Toc131529543][bookmark: _Toc131531872][bookmark: _Toc131528900][bookmark: _Toc131529085][bookmark: _Toc515444162][bookmark: _Toc515444386][bookmark: _Toc515445721][bookmark: _Toc515446259][bookmark: _Toc484432923][bookmark: _Toc484432924]This study was delimited to investigating service delivery and customer satisfaction in health clubs found in Bahir Dar City only, paying particular emphasis to the seven health clubs. More specifically, this study focused on gymnasiums and fitness center, only. These are Girma body power fitness center, Bahir Dar fitness center, Home land fitness center, YMCA gymnasium, Sami gymnasium, BM body building, and Wassie body building. It was delimited on services delivery, customers’ satisfaction and health clubs (fitness centers and gymnasiums).
[bookmark: _Toc516912831]1.7 Limitation of the Study
The researcher would face with some difficulties:- 
· Shortage of time 
·  Load of work 
·  financial constraints 
· Shortage of reference materials and difficulties of obtaining up dated literatures.
[bookmark: _Toc516912832]1.8 Operational Definition
Customer satisfaction - as described by Javadein et al. (2008) refers to a situation where a customer’s expectations are met and the customer is fulfilled, which can lead to overall satisfaction with services.
Fitness centers- As discrived by Zeitham, Bitner and Gremler (2006) Fitness center provides a wide range of health, fitness, and exercise options, and tend to attract a diverse array of members.
Gymnasium –According to Carroll Lalanne (2003) Gymnasium is typically focus on weight lifting and strength training.
Health clubs - Fitness centers and gymnasiums are called health clubs. It makes sense since health clubs vary in sizes, services, amenities, and costs just like gymnasiums and fitness centers (Carroll Lalanne, 2003).
Services delivery- Service delivery refers to all the activities which create a bond between organizations and their clients or customers (Blem, 2000). 
[bookmark: _Toc516912833]1.9 Organization of the Study
[bookmark: _Toc131529547][bookmark: _Toc131531876][bookmark: _Toc131528904][bookmark: _Toc131529089][bookmark: _Toc515444390][bookmark: _Toc515445725][bookmark: _Toc515446263]This study has consists of five chapters. The first chapter deals with the background of the study, statement of the problem, research questions, research objectives, significance of the study, delimitation of the study, limitation of the study, definitions of terms used in the study. The second chapter deals with the review of related literature, and the third chapter deals with the research design and methodology of the study. The fourth chapter deals with presentation, analysis and discussion of the data, and the last chapter deals with the summary of the findings, conclusion and recommendations of the study.
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[bookmark: _Toc516912835]REVIEW OF RELATED LITERATURE
[bookmark: _Toc516912836]2.1 Concepts of Health Club Industry
Like other countries our country Ethiopia participated in health club industry, especially in fitness centers and gymnasiums providing services such as strength training, weight lifting, aerobics exercise, Saunas, massage and other services. 
According to Waring (2008), premier health clubs expand on the common health club model of gymnasium, aerobics studio and pooland seek to offer a better standard of facilities, a widerrange of activities and extension services such as spatreatments, dry cleaning and concierge services. He pointed out that the difference between a Gymnasium and fitness centers (health club) is the service quality and range of services, customer group and customer satisfaction. Gymnasium equipment includes various machines of cardio and strength training. Cardio area includes many types such as rowing machines, stationary exercise bikes, elliptical trainers and treadmills. In cardio area, audio-visual displays are attached in to the equipment or placed on walls around the area in order to keep customer entertain during long work-out time. Strength equipment can be free-weight and weight machines. Free weight has many different sizes and weights. People prefer free weight to weight machines; however, weight machines are safer and easier to use. There can be a variety of equipment designed for arms, shoulders, abdomen, back, legs, etc. Exercise classes are one of the attracting services to keep customer loyalty. The more various classes offered, the more interested the customers are. They can be Lesmills, Spin, Belly dance, Zumba, Pilates, Yoga, Aerobics, etc. The main advantage of group exercise is that there is a better interaction between instructors and exercisers as well as among exercisers. 
[bookmark: _Toc516912837]2.2 Customer
Definitions Bodet (2006) describes a customer as a person, company, or entity which buys goods and services produced by another person, company, or other entity. A customer is someone who purchases or rents something from an individual ororganization.
[bookmark: _Toc516912838]2.2.1 Basic Needs of Customers
Harris (2006) states that all customers have the following five basic needs:
a) Service: Customers expect the service that they think is fitting for the level ofpurchase that they are making. A small, impulsive purchase may have a smaller Service need than a larger purchase that has been carefully planned and researched;
b) Price: The cost of everything customers purchase is becoming more important.People and businesses want to use their financial resources as efficiently as possible. Many services previously considered unique are now considered commodities. This consideration makes the component of price even more important to the customer;
c) Quality: Customers want the services that they purchase to be durable and functional until the customer decides to replace them. This requirement of quality mandates that distributors produce services that live up to the customers‟expectations of durability. Customers are much less likely to question price if they are doing business with a company that has a reputation for producing ahigh quality product or service;
d) Action: Customers need action when a problem or question arises. Many fitness centers offer their programmed and customer carryout services in response to the need for action. Customers are human beings and like to think that they are an important priority and that, when a need or question arises, someone will be ready and waiting to help them; and
e) Appreciation: Customers need to know that customer service providersappreciate their business. Customer service providers can convey thisappreciation in many appropriate ways. Preferred customer mailing lists, informational newsletters, special discounts, courtesy, and name recognition are good beginnings to showing customers the appreciation. Additionally, letting customers know that the service providers are glad that customers have chosen to do business with the latter conveys a positive message.
[bookmark: _Toc516912839]2.3 Service and Its Quality
Service refers to all the activities which create a bond between organizations and their clients or customers. The extent of the service component varies from organization to organization, but everyone ultimately has a role in service (Blem, 2000). Services are deeds, processes, and performances (Zeithaml and Bitner, 2003). Brink and Berndt (2004) define service as any activity or benefit that one party can offer to another that is essentially intangible and does not result in the ownership of anything. Zeithaml, Bitner and Grenler (2006) define services as all economic activities that take place in an interaction process for creating customer satisfaction, although this interactiveconsumption does not always lead to material possession.Lovelock (2001: 3) explains that services are economic activities that create value and provide benefits for customers at specific times and places as a result of bringing about a desired change in the recipient of the service. Zeitham, Bitner and Gremler (2006) explain that services can not be stored, saved, resold or returned. 

Ganesan-Lim, Russell-Bennett and Dagger (2008: 551) defined perceived servicequality as“the customers judgment of, or impression about, an organizations overall excellence or superiority.” According to Futrell (2004: 52), “service quality, from an organizations perspective, means establishing requirements and specifications.” If organizations want a satisfied customer to continue with the service, the former must provide an excellent level of service quality. Zeithaml, Bitner and Gremler (2006: 82) state that “customer expectations are beliefs about service delivery that functions as standards against which performance is judged.” If managers know what their members want, they can provide the corresponding service the first time to save money, time and other resources.Yeo (2008: 267) mentions that “the rapid competition in the service industry has led many organizations to focus on providing out standing service to its customers. He believes that service quality is far more complex; it is concerned with the physical, institutional and psychological aspects of the service industry.” Literature advocates that service quality deals with the environment, corporate image and interaction among people.

Customers distinguish between processes and output quality, where it is believed the former is judged by customers during the service and the latter, after the service.Therefore, it is believed that emphasis on continuous improvement is crucial to the sustainability of service quality. Service quality requires a constant negotiation of deep-rooted values as a result of the changing needs and expectations of customers. Blose and Tankersley (2004: 77) state that in both profit and non-profit organizations, service quality has grown more importantly as service providers face more efficient and effective market competition, both locally and globally. Due to the increased competition, organizations have begun to realize that offering high service quality is a vital skill necessary for creating and maintaining acompetitive advantage.
[bookmark: _Toc516912840]2.3.1 Characteristics of Service Quality	
Woo and Ennew (2005) state that in order to define services clearly, many early investigations focus on finding the differences between services and consumer goods. These differences are referred to the “characteristics of services”. These characteristics of service also make service different from goods. According to Kurtz and Clow (2002), services possess four inherent characteristics not found in goods: intangibility, perishability, inseparability and variability. Kotler and Keller (2006) suggest that no service will be precisely the same because services are produced by humans. There will always be variability because services depend on who provides them and when and where they are provided. Brink and Berndt (2004) state that service quality involves all the activities that organizations and their employees conduct or perform to satisfy customers. Services are intangible, they are performances or actions rather than objects that can be felt or seen as with tangible goods (Zeithaml, Bitner & Gremler, 2006).

The tangible component for the customers will be the venue and other facilities and equipment at the health clubs. Kotler and Keller (2006), state that most services are typically produced and consumed simultaneously.  Health clubshowever, provide inseparable services, as members join the gymnasium, fitness classes commence and instructors provide fitness instructions virtually simultaneously. According to Bruhn and Georgi (2006), services possess characteristics not found in goods. The key characteristics are intangibility; perishability, inseparability and variability. These characteristics create unique challenges for services. To attract new customers and to keep current customers coming back, service organizations must find ways to meet these challenges. 
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Figure 2.1 Four service characteristics (Source: Armstrong and Kotler (2006: 223))

Intangibility refers to the lack of tangible assets which cannot be seen, touched, smelled, heard, or tasted prior to purchase (Bruhn & Georgi, 2006). Fitzsimmons and Fitzsimmons (2006) state that organizations always try to make their intangibility offer as tangible as possible, while many manufacturers try to create an image for their products instead of focusing on the tangible aspects of their products in advertising. According to Dhurup, Singh and Surujlal (2006), unlike conventional business products, services provided by gymnasiums are intangible and highly subjective and buyers look at evidence of service quality to reduce uncertainty. Armstrong and Kotler (2006) suggest reducing uncertainty; buyers seek certain conclusions of service quality from the place, people, equipment, and communications they receive from the service provider. Chowdhary and Prakash (2007: 496) state that “an intangible service may require the customer to be mentally or physically present to receive the services offered.” In the case of a health clubs, the customer would need to be physically present to receive the intangible service.

Ganesan-Lim, Russell-Bennett and Dagger (2008) believe that customers find it difficult to determine the technical quality of the service and turn to the more easily evaluated tangible and physical aspects of the environment as substitute indicators of quality. Health clubs would need to ensure that the physical appearance of the facilities and equipment is maintained at a high standard to ensure high levels of technical quality. Armstrong and Kotler (2006: 223) state that because services cannot be seen, tasted, felt or heard, customers look for “signals” of service quality to reduce uncertainty. Customers draw conclusions about quality from the place, price, equipment and communications that they can see. Therefore, the service provider must ensure the service is tangible in one or more ways and to send the right signals about quality (Armstrong & Kotler, 2006: 224).   Health clubs could apply these conclusions to their marketing strategies in order to maintain service quality.

Perishability of a service means the service cannot be inventoried or stored. The degree of perishability in the quality of service is affected by the degree of intangibility (Bruhn & Georgi, 2006: 14). The perishability characteristic means that the service providers have only one way that they should provide the right service the first time, every time. This provision also makes it impossible to have a quality check before the service can be sent to the customers. Dhurup, Singh and Surujlal (2006: 41) state that “services provided by gymnasiums do not have a shelf life.” Therefore, managers at health clubs need to provide the service right the first time. Armstrong and Kotler (2006: 224) believe that “some doctors charge patients for missed appointments because the service value existed only at that point and disappeared when the patient did not arrive.” In health clubs personal trainers would charge members for sessions that are not cancelled in time. If demand is high, perishability of a service is not a problem. Should demand fluctuate, service organizations often face problems (Armstrong & Kotler, 2006:224). 

Inseparability is the simultaneous production and consumption of services. Goods can be produced and then sold at a later time; services cannot (Bruhn & Georgi, 2006: 14). According to Dhurup, Singh and Surujlal (2006: 40), “many of the personnel involved in the production at health clubs, such as instructors and administrators, are also consumers simultaneously.” Armstrong and Kotler (2006: 224) suggest that services cannot be separated from their providers, whether the providers are people or machines, such as the case of gym and fitness centers equipment. If a service employee provides the service, then the employee becomes part of the service. Since the customer is also present as the service is produced, both the provider and the customer affect the service outcome. Perez et al. (2007: 136) state that “the service is produced and consumed at the same time in most of the service industries.” This kind of personal contact is referred to as “interactive consumption” and “interactive process” in the definition of services. It includes physical environment (e.g. gymnasium and fitness centers equipment), behavior of personnel, and the customer’s mood and needs. Inseparability of the service itself from the service provider highlights the role of people in the service transaction, and their influence on quality levels. Therefore, it is difficult for the service providers to hide mistakes or quality shortfalls of the service (Perez et al., 2007: 136).

Variability refers to the unwanted or random levels of service quality that customers receive when they patronize a service because they are produced by humans (Bruhn and Georgi, 2006: 14). Dhurup, Singh and Surujlal (2006: 40) explain that “the quality of service performance is inconsistent and unpredictable which leads to inconsistency and non-standardization of a gymnasiums fitness centers output. According to Armstrong and Kotler (2006), the quality of services depends on who provides them as well as when, where, and how they are provided. According to Ganesan- Lim, Russell-Bennett and Dagger (2008: 554),” human interaction in services can increase the level of variability, which then affects the service delivery.” High-contact services involve human interaction, such as the trainers at gymnasiums and fitness centers, and this leads to the potential for both negative and positive service experiences. Ganesan-Lim, Russell-Bennett and Dagger (2008: 554) also believed that “high contact services require greater investment in relationship building and offer higher levels of familiarity, confidence, trust and rapport, which imply that interaction quality will be higher compared to a low-contact service.” Fitzsimmons and Fitzsimmons (2006: 25) state that the customer is an essential part of the service process; he/she actively participates in the process of producing the service. The customer uses objective and subjective criteria to evaluate service quality. The moods and needs of the customer may lead to their different performance in similar situations. This tendency means that standardizing services is quite difficult on many occasions. The chance of variability in the final output of service delivery processes will still be at large. From an organization’s perspective, service quality is about establishing requirements and specifications. A service encounter in a sports context can be very complex in that it often takes place over an extended period of time and can be influenced by a wide variety of factors.
Factors that can influence the quality of a service encounter in service settings include dimensions such as reliability, responsiveness, assurance, empathy and tangible factors (Dhurup, Singh & Surujlal, and 2006: 40). These dimensions are presented in the next section.
[bookmark: _Toc516912841]2.3.2 ServiceQuality Dimensions
Parasuraman, Zeithaml and Berry (1988: 27) state that “the five specific dimensionsof service quality that apply across a variety of service contexts, includingcommercial health and fitness centers.”Silvestro (2005), states that the onlycriteria that count in evaluating service quality are those defined by the customer.The five dimensions include reliability, responsiveness, assurance, empathy andtangibles. These five dimensions are found relevant for various business services.Customers will use all or some of the dimensions to determine service qualityperceptions. Research suggests that cultural differences will also affect the relativeimportance placed on the five dimensions. Tangible features, such as personnel’s or exhibition’s appearance, are relatively easy to assess. However, intangible features,such as safety and understanding customers‟ needs, may be very difficult for theprofessional and the customer to evaluate. Customers do not perceive quality in aone-dimensional way, but rather judge quality on multiple factors relevant to thecontext (Zeithaml, Bitner & Gremler, 2006).
[bookmark: _Toc516912842]2.3.2.1 Reliability: Delivering on Promises
Zeithaml, Bitner and Gremler (2006) describe reliability as the ability to performthe promised service dependably and accurately. They further mention that reliabilityis the most important determinant of perceptions of service quality for all customers. According to Kim and Kim (1995) and Dhurup, Singh andSurujlal (2006), reliability can be staff’s ability to perform the promised services dependably and accurately within health clubs. Bruhn and Georgi (2006: 52) suggested that “reliability designates the seller’s capability to supply the promised output as the stated level.”
Yeo (2008), stated that a discrepancy between promise and delivery can belargely the result of inaccurate communication from advertisements and roadshows. Yeo mentions that some organizations oversell their services, leading to promises that misrepresent their actual potential. 

The overall reliability of a service organization is likely to be determined by both the facilities and people of the support services. Blose and Tankersley (2004: 78) suggested that “reliability refers to the extent to which the service provides what was promised when it was promised.” The extent to which provision of service is continuous should be a good indicator of reliability. They suggest that providing a service timorously and meeting commitments, with respect to the promised service date in a highly professional manner, will influence a customer’s perception in an important way. According to Chowdhary and Prakash (2007), reliability is the most important dimension of service quality attributes. They state that reliability affects the assessment of quality dimensions in the case of capitalintensive services, Reliability is a key dimension that customers can evaluate the quality between what they receive and what the provider promises during the delivery process (e.g. service provision, problem resolution, and pricing).
[bookmark: _Toc516912843]2.3.2.2 Responsiveness: Being Willing to Help
Zeithaml, Bitner and Gremler (2006), state that responsiveness is the willingness of employees to help customers and to provide prompt service. This dimension emphasizes attentiveness and promptness in dealing with customer requests, questions, complaints and problems. They suggest that service providers should be active and voluntary in helping their customers and to provide prompt service. This dimension demands that the service provider should be more flexible insolving their customers‟ problems and requests. Organizations should even have the capacity to customize services for dealing with their customers‟ special needs. According to Kim and Kim (1995: 210) and Dhurup, Singh and Surujlal (2006: 42), responsiveness, in terms of gymnasiums and fitness centers, refers to the prompt attention and willingness of the staff to help the service users. Blose and Tankersley (2004: 80) believe that personal interactions appear to be a key determinant of perceived service quality. They further state that personal interactions allow employees to demonstrate their ability to help the customer with questions or problems. They suggest that it is from these interactions that customer’s judge the extent to which the organization cares about them and values their business.According to Yeo, (2008) organizations should be responsive to the shifting needs of their customers in providing up-to-date information and any new materials relevant in the service provided.  Fitness classes should berigorous, yet flexible, in areas pertaining to assessments. Yeo (2008: 270) suggests that with the advent of technology, design and delivery of services are expected tobe progressive.
[bookmark: _Toc516912844]2.3.2.3 Assurance: Inspiring Trust and Confidence
Zeithaml, Bitner and Gremler (2006: 119) define assurance as employees‟knowledge and courtesy and the ability of the organization and its employee’s to inspire trust and confidence.” According to Kim and Kim (1995: 210) and Dhurup, Singh and Surujlal (2006: 42), assurance represents courtesy, credibility and competence on the part of the staff at gymnasiums. Bruhn and Georgi (2006: 52) state that assurance relates to the seller’s capability to deliver the output, specifically in terms of the knowledge, politeness, and trustworthiness of the employee. According to Yeo (2008), judgments of service quality depends on how the customer perceives the actual performance based on their expectations. The level of tolerance in service standards differs across all areas. Customers‟ willingness to modify expectations of service standards can be managed through the availability of choices. Yeo believes that these should diversify the expectation levels of customersin a way that the short comings of one service can be offset by the strengths of another.  Yeo (2008: 281) points out that issue associated with assurance is often that adequate facilities and support services are provided by the service organization but the level of utilization by customers is low. They suggest that the two possible reasons would be the availability of facilities after hours and the availability of staff on duty. If the administrative staff cannot handle the floods of queries during peak hours, gymnasiums and fitness centers might need to ensure that more support is available at those peak times and operating hours would need to be convenient for members.According to Yeo (2008), assurance in a service organization is determined by adequate guidance given to customers in all aspects. Assurance can be found inemployees’ knowledge, courtesy and the ability of the organization and its employees to inspire trust and confidence. This dimension consists of fourdeterminants: competence, courtesy, credibility and security. This guidance would include encouragement of members to develop good training skills to improve their health and fitness levels (Yeo, 2008: 281).
[bookmark: _Toc516912845]2.3.2.4 Empathy: Treating Customers as Individuals
Zeithaml, Bitner and Gremler (2006) state that empathy is the caring, individualized attention that an organization provides its customers. The essence ofempathy conveys the message that customers are unique and special. Kim and Kim(1995: 210) and Dhurup, Singh and Surujlal (2006: 42) suggest that “empathy relates to care and individual attention given by staff at gymnasiums to members, while purchasing the service.”According to Bruhn and Georgi (2006), empathy characterizes both the seller’s willingness and capability to respond to individual customer desires. Yeo (2008) suggests that it is sometimes a challenge for organizations to exceed customer expectations and demands. The number of customers that the service provider has to deal with at one given time has an impact on the level of individual attention and empathy given to each customer. Further, when the service provider is expected to assume multiple roles, the level of service quality may become less standardized and desirable over time. The type of perception given to customers determines the affective relationship between customer and service provider. Yeo (2008: 275) states that there is a greater need for managers to adopta customer-orientation by demonstrating a human dimension to their interaction with customers. The simple act of listening to the customers would be perceived as atype of implicit service. Communication and understanding the customer are merged in to empathy. The basic target of the dimension is to afford more facilities for the current or potential customers and enhance the services capacity, through personalized or customized service.
[bookmark: _Toc516912846]2.3.2.5 Tangibles: Representing the Service Physically
Zeithaml, Bitner and Gremler (2006) define tangibles as the appearance of physical facilities, equipment, personnel and communication materials. Tangibles provide physical representation or images of the service that customers will use to evaluate quality. It is usually the first impression that is the lasting impression.Tangibles and visual elements of an organization will be critical to the efficiency as well as to the overall perceptions of the organization and the brand. Service organizations are likely to use tangibles to enhance their image and convey quality service to customers (Zeithaml, Bitner & Gremler, 2006: 122). According to Kim and Kim (1995) and Dhurup, Singh and Surujlal (2006), tangibles refer to the facilities, equipment and the personal appearance of staff atgymnasiums and fitness centers. Bruhn and Georgi (2006) believe that tangibles comprise the seller’s outward appearance, in particular the room furnishings and appearance ofpersonnel. Chowdhary and Prakash (2007: 499) stated that “tangibility is an important issue with services that require a more visible action that is people-processing and possession processing services.” Customers need more tangibility to identify with services where value is created in their physical presence on the service process. The above authors further conclude that the need for tangibility is more important for services with more tangible actions. The importance reduces as one shifts from services targeted at people to services targeted at possessions. Yeo (2008) stated that the challenge for service organizations is to ensure that service specifications meet the expectations of their customers consistently. Blose and Tankersley (2004: 80) suggested that tangible features of the service experience could be used in solving problems for the customer. Perceptions and expectations, which are important components of customer service quality, are discussed in the following sections.
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Figure 2.2 services quality dimensions (Source: Zeithaml, Bitner and Gremler (2006: 107))
[bookmark: _Toc516912847]2.4 Customers’ Perceptions
When one interacts with others, one must be aware of his/her perceptions of situations, experiences and people. A perception is the way that one sees something based on his/her experience. Everyone’s perception of a situation will be slightly different; customers may share the same experience and then describe it differently. Perceptions are frequently developed over a period of time and reflect the ways that one has been treated, his/her values, priorities, prejudices, and sensitivity to others (Harris, 2006: 16). The customer service provider should anticipate customer resistance based on the customers‟ prior interactions and work at providing the customers with excellent service so that their current perception is a positive one. Customers may not remember every detail of an experience, but, if left with a positive feeling in combination with other experiences, their perception of the company will be retained (Armstrong & Kotler, 2006: 139). According to Parasuraman, Zeithaml and Berry (1988), perceptions are relative to expectations. Customers perceive service in terms of the quality of the service they receive and whether or not they are satisfied with their experiences. Kotler and Keller (2006) suggest that customer satisfaction is influenced by specific service or product features and perceptions of quality. Satisfaction is also influenced by customers’ emotional responses, their attributesand their perceptions of fairness. According to Bodet (2006: 153), “service consumption in gymnasiums is a process that implies an interaction between the gymnasium and a member.” Consequently, the members’ perceptions of interaction with employees or managers will affect the members’ perceptions of the gymnasium. The study found that staff appears to be akey element in the service encounter and their capacity toanswer or solve problems encountered by the member on the premises. Bodet (2006) used the Tetra classes’ model to measure satisfaction in health and fitness centers in France. The study found a few service attributes that played a significant role on both satisfaction and dissatisfaction. The number of instructors, fees, quality versus price ratio, facilities, cleanliness and the temperature in the club were identified as key attributes.
[bookmark: _Toc516912848]2.5 Customers’ Expectations
Every customer walks in to a known or unknown situation with a set of expectations. Expectations may be positive or negative. Sometimes, companies or individuals wrongly assume that they cannot live up to their customers‟ expectations. This assumption frequently stems from a misconception of what the customers expect(Harris, 2006: 16).

Zeithaml, Bitner and Gremler (2006: 81) state that “expectations are beliefs about service delivery that serve as standards against which performance is judged.”Customer expectations are critical to service marketers and will deeply influence customer behavior. These authors further mention that customer expectations are not stable and are human perceptions based on verbal information, personal needs, experience and commercial information. Coye (2004: 54) states that “the concept of expectations plays an important role in most discussions of service quality.” The study was applied in a variety of areas such as job satisfaction, satisfaction with leader performance and satisfaction with service performance. The author mentioned that there is still much to learn about exactly what expectations are, what role they play, and how managers can address their influence. An expectation is the subjective probability that behavior will be followed by a certain outcome. Expectations are what customers‟ ideally want, for example, what customers wish for, what they expect from an excellent service provider, what the customer hopesfor, and what they think should happen in their next encounter. The study of Coye (2004: 54) concluded that it is incumbent on managers of service operations to be aware of the factors that influence both customers‟ desires and customer expectations and the potential opportunities for interventions that could lead to more effective management of these relationships. Afthinos, Theodorakis and Nassis (2005: 245) examined whether the desires for service delivery of members differed according to the type of gymnasiums and fitness centers they use as well as according to certain demographic and motivation patterns. The study was based on the QUESC instrument. The purpose of the study examined members‟expectations of service in Greek gymnasiums. The findings showed members desired the tangible elements of the facilities, the personnel attributes and abilities, attributes related to the cost of participation and items related to the programming and scheduling of services provided. Findings also suggested differences between males and females. The authors state that members‟expectations of a service organization are considered to be of primary importance in assessing quality. These expectations can be influenced by factors such as word-of mouth, communication from service providers, past experience and the price-quality relationship. Meeting members‟ expectations and satisfying their needs are an important element in a gymnasium’s effort to retain its members and gain acompetitive advantage. The study of Afthinos, Theodorakis and Nassis (2005: 245) found significant differences between males and females with regards to expectations of service quality. Members also emphasized the importance of the physical elements of service provision and of the interaction with employees. The study concluded that people with different motivations for using gymnasiums expressed essentially the same desires and the most important variable affecting members’ expectations is gender. Afthinos, Theodorakis and Nassis (2005: 256) mention that further research is required addressing the effect on customers‟ desires of other demographic variables and patterns of use such as educational levels and frequency of participation.
[bookmark: _Toc516912849]2.5.1 Levels of Expectations
Harris (2006: 17) believes that “customer service providers must recognize that customers have different levels of expectations. Expectations can be divided in to two distinct categories: primary expectations and secondary expectations. A customer’s expectations change constantly and each customer will have his/her own unique set of expectations. This set provides a unique opportunity for service providers to strive consistently to be what the customers want them to be.”Bruhn and Georgi (2006: 54) classify customer expectations in to predictive and normative expectations. Predictive expectations have a preventative nature in that the customer states in advance the level of output foreseen which is taken for granted or considered likely to be delivered by the service provider.

Normative expectations represent a demand for the service provider and characterize the output level required by the customer from the organization. Metteret al. (2006: 83) suggests that customers have different types of expectations about service. Research has proven two types of customer expectations, desired service and adequate service. Desired service reflects the hopes and wishes of consumers. Adequate service represents the minimum level of performance customers are willing to accept.
[bookmark: _Toc516912850]2.5.2 Techniques for Exceeding Customers’ Expectations
Harris (2006: 20) suggests that to exceed customers’ expectations, service Organizations can try the following:
·  Become familiar with customers;
· Ask customers what their expectations are;
· Tell customers what they can expect;
·  Live up to their expectations; and Maintain consistency.
One important key to exceeding customers’ expectations is to remember that expectations are always changing. If organizations fail to stay current with their competition, they may fail to live up to their customers‟ current expectations (Harri, 2006: 20). Zeithaml, Bitner and Gremler (2006: 88) state that desired service expectations are driven by more lasting factors, which tend to be high to demands on primary service and remain high.

Five important factors are identified that influence adequate service (Zeithaml, Bitner & Gremler, 2006). These factors are temporary service intensifiers include short-term and individual factors that makea customer more aware of the need for service; perceived service alternatives mean that other competitors, who obtain the same service, can influence the customers’ choice and decisions; the customers’ self-perceived service role is the third factor affecting the level of adequate service. Since customers expectations are partly shaped by how well they believe they are performing their own role in service delivery, one role of the customer is to state the level of service expected; situational factors indicate factors that customers perceive but that are beyond the control of service providers; and Predicted service is an estimate of the service that a customer will receive in an individual transaction with a service provider. Since customers are always likely to predict what will happen in the next service encounter or transaction in terms of their experience, predicted service is viewed in this model as an influence of adequate service.

The objective of a service business, such as a fitness centers and gymnasiums’, is to meet customer expectations better than its competitors can. These businesses should strive to reach the desired service level in order to establish customer satisfaction and loyalty (Wilson et al., 2008:72).
[bookmark: _Toc516912851]2.6 Strategies of Customer Services Delivery
[bookmark: _Toc516912852]2.6.1 Providing a High Quality of Services
A company can maximize the quality of services to make customers happier. There are 10 determinants of service quality in SERVQUAL (Service quality) concepts identified by Parasuraman. Below are more specific explanations and examples with some reference from Thijs & Staes 2008.  
- Access: It means that services should be easy to approach. For instance, with Act life membership card, customers can easily have access to the gym premise because this magnet card can be seen as a key door also.
Communication: Speaking and listening to customers in order to provide the information to them. 
-Competence: To provide service, employees should have good skill and knowledge such as skillful and professional instructors. 
Courtesy: Staff should be police, friendly and respectful to customer. “Hello”, “thank you” and “welcome back” are the most popular greetings to develop a communication. 
- Credibility: It concerns to trust-worthy and honesty. When depositing a large amount of money, customer expect that the partner is trust-worthy 
- Reliability: It involves to consistent, accurate and dependent performance. 
- Responsiveness: it involves to service in a quickly response. For example, a feedback from customer should be solved as soon as possible. 
- Security: It stands for physical security, financial security or any kinds of confidential information. For instance, gym and fitness centers exercisers want to use safe and secure equipment. 
- Tangibles: service is intangible but it has several tangible clues such as facilities, equipment. A gym center can satisfy a customer by up-to-date fitness equipments, skillful instructors, etc. 
- Understanding: customers to provide them a better quality. Customer satisfaction can be gained when really understood them. 
[bookmark: _Toc516912853]2.6.2 Creating Communications
Communication is one of the important factors to create customer satisfaction. The communication comes from the company and its interest groups. It can be advertising, customer word-of-mouth communication, personal selling, interaction between staff and customers, etc. (Berry & Parasuraman 1991, 98-101.) 
Storytelling and word of mouth communication refers to the information about services customer get from others. They can search information by asking experience customers who are their family members or friends. (Rueangthanakiet, 2008) There is a saying from Paddy Lund “Even those deaf to the bragging cries of the marketplace will listen to a friend” (Silverman 2001, 23). Word of mouth is usually negative because people likely tell others about negative experience rather than positive ones. 
According to Hoffman and Bateson (2001:42), “various promising solutions exist in terms of the problem of perishability, including emphasis on selecting and training public contact personnel, customer management and the use of multisite locations.”
[bookmark: _Toc516912854]2.6.3 Demand Strategies
Because of the service perishability, service demand has to be managed carefully with a view to prevent a lost opportunity that can develop when demand exceeds capacity (Rust & Chung, 2006:560). 
[bookmark: _Toc516912855]2.6.3.1 Creative Pricing
According to Hoffman and Bateson (2001:43), “creative pricing strategies are often used by service businesses to help level demand variations by offering lower prices or specials to shift demand from peak to nonpeak periods.” Customer expectations can have an impact on demand by influencing what customers perceive to be a fair monetary exchange for the service (Rust & Chung, 2006:560). 
[bookmark: _Toc516912856]2.6.3.2 Reservation Systems
Reservation system strategies can be implemented to help level demand variations in which customers request a portion of the service business’ services for a particular time period (Hoffman et al., 2001:46). This strategy suggests that the customers’ risk of not receiving the service is reduced, the business’ time spent waiting for the service to be presented is minimized and it allows the service business to prepare in advance for a known quality of demand (Hoffman & Bateson, 2001: 44).
[bookmark: _Toc516912857]2.6.3.3 Development of Complementary Services
Complementary services can buffer the problem of perishability by relating directly to the core service offering, for example, driving ranges at golf courses, arcades at movie theatres or reading materials in doctors’ offices, which are aimed at making the waiting period for services more enjoyable for the customer (Hoffman & Bateson, 2001:46). 
[bookmark: _Toc516912858]2.6.3.4 Development of Non-peak Demand
Non-peak demand strategies can be used to reduce the effects of perishability by preparing for peak service demand periods during nonpeak service demand periods (Hoffman & Bateson, 2001: 45). One of the techniques explained by Rust and Chung (2006:565) involves “lowering the price charged during the nonpeak period to smooth out fluctuations in demand.” Nonpeak demand can also be used in order to create additional revenues by marketing to a different market segment that has a different demand pattern than the business’ usual target market (Hoffman et al., 2001:47).
[bookmark: _Toc516912859]2.6.4 SupplyStrategies
In addition to managing demand, the effects of perishability can be minimized through strategies that make additional supply available during peak service demand periods (Hoffman et al., 2001:47). When service businesses make use of part-time personnel, this gives the business the benefit of lower labor costs and a flexible labor force that can be employed when required (Hoffman & Bateson, 2001:45). 
Capacity sharing strategies can be used by service businesses to increase the supply of service by forming a type of mutual society among service providers that permits members to enlarge their supply or service as a whole (Hoffman et al., 2001:48). This means that service businesses combine their efforts by sharing the costs and storage of expensive systematic equipment (Hoffman & Bateson, 2001:46). 

Advance preparation for expansion can save months in responding to demand pressures, and can also save on costs in terms of the service businesses’ expansion, which requires a long-term orientation with regard to the building of their physical facilities (Hoffman & Bateson, 2001:46). Third parties as a supply strategy describes a situation where service businesses make use of outside parties to service customers; in doing so they save on costs and personnel (Hoffman et al., 2001:48). The service triangle in figure 2.3 illustrates the theme of customer service. It emphasizes the role of service systems, service strategies and service people in any successful organization. Each of these elements works together and revolves around the customer.


 (
Customer
Satisfaction
Service
     Provider
Service
   Systems
Service
Strategy
)			











Figure 2.3 the service triangle (Source: Bruhn and Georgi (2006: 77))
As shown in Figure 2.4, the service triangle focuses on the most important elements to succeed with customers. In becoming a customer oriented business, top level management, supervisors, middle management and front line employees need to be familiar with each of the elements (Bruhn & Georgi, 2006: 77).
[bookmark: _Toc516912860]2.7 Customer Satisfaction
Keeping customers happy is good for business. The marketing concept has proven that companies do not have to sacrifice profitability to keep customers happy. According to Armstrong and Kotler (2006: 10), the marketing concept holds that achieving organizational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better than competitors do. In fact, organizations, which consistently rank high on customer satisfaction, also rank high in profitability; these companies have more loyal customers. The happier their customers are with a product or service, the more likely they are to buy it again, and the less likely they are to switch to competitors‟ products (Armstrong & Kotler, 2006: 145). Bodet (2006: 149) believes that customer satisfaction is recognized as a key construct for both managers and researchers interested in service relationships. The author has based his assumption on numerous frameworks which demonstrate several positive outcomes leading to profitability in service organizations when customers are satisfied. Although overall satisfaction is a predecessor for positive outcomes in gymnasiums and fitness centers, there is an important need to define which service attributes should be improved to increase satisfaction and which should be reduced. The author further mentions that all service attributes do not have the same weight and, therefore, these attributes do not have the same influence on satisfaction. 

Customer satisfaction is created by correctly matching the needs of customers’ with the information, goods, and services that organizations offer. By focusing on customer satisfaction, organizations will enhance the life time value of customers as they continue to patronize their gymnasium and fitness centers for years to come and refer friends or family members (Kotler & Keller, 2006: 144). Kotler and Keller (2006: 156) state that attracting and keeping customers is aprocess. The starting point is that all, who might conceivably buy membership, are suspects. From these suspects, the organization determines the most likely prospects, which it hopes to convert into first-time customers, and then into repeat customers, and finally into clients. Organizations then need to turn clients in to members by starting a membership programmed that offers benefits to customers who join, and then in to advocates, i.e., customers who enthusiastically recommend the organization and its products and services to others. The ultimate challenge is to turn advocates into partners. 
[bookmark: _Toc516912861]2.7.1 Measuring Customer Satisfaction
Hill and Alexander (2000:10) indicate the importance of measuring customer satisfaction by stating that management is most likely to make the wrong decisions without accurate customer satisfaction measurements. According to Hoffman et al. (2006:373), customer satisfaction can be measured by means of indirect and direct measures. Indirect customer satisfaction measures include tracking customer satisfaction by studying changes in sales, profits and the number of customer complaints received (Hoffman & Bateson, 2006:307). Direct customer satisfaction measures include gathering data by means of customer satisfaction surveys (Hoffman et al., 2009:373). Various scales can be used when a service business is gathering direct customer satisfaction data, such as the scale of 100 approaches, the very dissatisfied/very satisfied approach, and the combined approach which will be discussed in the following section. 
[bookmark: _Toc516912862]2.7.1.1 The Scale of 100 Approaches
Service businesses use the scale of 100 approaches by requesting that their customers rate the service performance by assigning a grade on a scale of 100 (Hoffman & Bateson, 2006:308). However, this approach does not provide detailed suggestions for improvements that will lead to increased customer satisfaction. 
[bookmark: _Toc516912863]2.7.1.2 The Very Dissatisfied/very Satisfied Approach
Service businesses can also make use of a 5-point scale to gather customer satisfaction data from their customers. This usually entails the following format, according to Hoffman et al. (2009:373):
Table 2.1Satisfaction Measuring Scale 
	Very dissatisfied 
		 dissatisfied 
	



	Neutral
		 satisfied 
	



		Very satisfied 

	




	1
	2
	3
	4
	5



This approach will allows service businesses to determine a satisfaction rating which will help them to establish how customers experience the services delivered. However, this approach does not provide the service business with an indication of specific areas where service improvement is needed (Hoffman & Bateson, 2006:308).
[bookmark: _Toc516912864]2.7.2 Factors Affecting Customer Satisfaction
[bookmark: _Toc516912865]2.7.2.1 Psychological Factors Affecting Customer Satisfaction
Customers are satisfied if they know that they are getting good value for their purchase of service as customer value may not just pertain to monetary value but to a variety of services. People today believe time is more valuable than finances and many do not have enough free time and seem to be less patient of waiting to be served (Davis & Heineke, 1994; Kostecki, 1996; Diaz & Ruiz, 2002). Sheldon and Elliot (1999) comment that people are satisfied and feel successful when they can attain their goals and achieve what he/she wants. Murray & Howat (2002) contend that perceived value leads to customer satisfaction, as well as leading to future customer purchase intention.
[bookmark: _Toc516912866]2.7.2.2 Physical Environment Affecting Customer Satisfaction
Physical resources and environments such as equipment and amenities, cleanliness of restroom, waiting time for using equipment and facilities, and maintenance etc. play critical roles when customer assesses the facility (Chang, 2000; Chang, Chen & Hsu, 2002; Cavnar, Kirtland, Evans, Wilson, Williams, Mixon, & Henderson, 2004; Macintosh & Doherty, 2007). Similarly, décor, odours and temperature can directly influence consumption (Solomon, Bamossy, Askegaard, & Hogg, 2006: 305).
[bookmark: _Toc516912867]2.7.2.3 Service Environment Affecting Customer Satisfaction
Previous studies show that employee’s attitude is a critical factor for customer satisfaction (e.g. Bach & Milman, 1996; McColl-Kennedy & White, 1997; Kriegl, 2000). Schneider, Macey, Barbera and Martin (2009) argue that employees' enthusiasm helps a firm to compete on customer satisfaction. On the other hand, negative employees’ behaviour leads to a high negative effect on customers’ overall satisfaction (Kattara, Weheba & El-Said, 2008). Culbertson (2009) further suggests interactions with staff can either enhance or reduce customer satisfaction because staff is the most direct form of contact between a company and its customers.
[bookmark: _Toc516912868]2.8 Relationship between Service Quality and Customer Satisfaction
Metters et al. (2006: 110) indicate that satisfaction is “the customers’ fulfillment response.”According to Truong and Foster (2006: 843), customer satisfaction takes place intwo situations. One is the result of a product or service that meets the customer’s expectations and the other is the result of exceeding the expectation. Dissatisfaction will occur when the actual service is below the expected level. Zeithaml, Bitner and Gremler (2006) suggest that customer satisfaction with a service is related to the perceived discrepancy between actual and ideal levels of service delivery. If the experience of the service greatly exceeds the expectation the customer has of the service, then satisfaction will be high and vice versa. Service quality should be seen as an antecedent of customer satisfaction (Zeithaml, Bitner & Gremler, 2006:107).

 Satisfaction is generally viewed as a broader concept and service quality focuses specifically on the dimensions of service. As shown, perceived service quality is a component of customer satisfaction. Service quality is a focused evaluation that reflects the customer perception of: reliability, assurance, responsiveness, empathy, and tangibility. Satisfaction is influenced by perceptions of service quality, product quality, and price as well as situational factors and personal factors (Zeithaml, Bitner & Gremler,(2006: 107). For example, service quality a given health club is judged on attributes such as whether equipment is in working order when needed, how responsive the staff are to customer needs, how skilled the personal trainers are,and whether the facility is well maintained. Customer satisfaction with health clubs is a broader concept that will be influenced by perceptions of service quality but will also include perceptions of the price of membership, personal factors such as the member’s emotional state, and even uncontrollable situational factor such as weather conditions and experiences driving to and from the gymnasium and fitness centers 
[bookmark: _Toc516912869]2.9 Gaps Model of Service Quality
Zeithaml, Bitner and Gremler (2006) contend that customers do not perceive quality in a one-dimensional way, but rather judge quality on multiple factors relevant to the context. Parasuraman, Zeithaml and Berry (1988: 27) identified five specific dimensions of service quality that apply across a variety of service contexts, including commercial health and fitness centers’. The five dimensions include reliability, responsiveness, assurance, empathy and tangibles. Parasuraman, Zeithaml and Berry (1985: 44) state that the SERVQUAL model allows for measuring the gap between customers‟ expectations and perceptions of service quality in service organizations. The model identifies five gaps that causeun successful delivery (Kotler & Keller, 2006: 412).
  
The Gaps Model of service quality was developed by Parasuraman, Zeithaml and Berry (1988: 13). Parasuraman, Zeithaml and Berry formulated a service-quality model that highlights the main requirements for delivering high service quality (Kotlerand Keller, 2006: 412). SERVQUAL is a technique that can be used for performing agap analysis of an organization’s service quality performance against customer service quality needs. The study suggested that, regardless of the service or service industry, consumers use the same criteria in evaluating service quality (Zeithaml, Bitner and Gremler, 2006: 82). Bodet (2006: 150) states that the SERVQUAL scale has been replicated and examined in various service industry contexts, including the health and fitness industry. SERVQUAL takes into account customers’ perceptions of the relative importance of service attributes which allow an organization to prioritize and to use its resources to improve the critical service attributes. Gap 5, the Customer Gap, the difference between customers’ expectations and perceptions, is the main focus. Firms need to close this gap in order to satisfy their customers and build long-term relationships with them (Parasuraman, Zeithaml & Berry, 1988: 13). In the model demonstrates, through Gap 1 to 5, how service quality emerges between the customer and the service provider. The upper part of the model addresses the phenomena related to the customer, while the lower parten compasses phenomena related to the service provider. Based on the information found, more informed and relevant decisions can be made (Kotler &Keller, 2006: 413). Bruhn and Georgi (2006: 50) state that Gaps 1 to 4 are the starting points for a service provider’s quality management initiative. By diminishing the four gaps, service quality will be maximized. However, Gap 5 demonstrates when a customer perceives that a service fails to meet expectations and perceives bad service quality.
Gap 1: Consumer Expectation and Management Perception
Gap 1, as shown in figure 2.4, is the difference between customer expectations of service and the organization understands of those expectations (Kotler andKeller, 2006: 413). Managers may think that they know what customers want when, in fact, customers expect something quite different. This situation is usually the case in organizations that do not conduct market research or have inadequate upward communication.
 Gap 2: Management perception and service-quality specification
According to Kotler and Keller (2006: 413), this gap occurs when management might correctly perceive customers‟ wants but not set a performance standard. Possible causes of Gap 2 is when the strategic vision, mission and goals are not fulfilling the customer’s needs or management believing that customer expectations are unreasonable or unrealistic. This gap can be minimized by management being committed to improving service quality by developing customer defined service standards to meet customer expectations.
 

Gap 3: Service-quality specifications and service delivery
According to Kotler and Keller (2006: 413), this gap means that the quality specifications do not match up to the performance in the service production and delivery. Even when guidelines exist for performing services well, high quality service performance is not a certainty and appropriate resources must support standards, such as people, systems and technology. Possible causes of Gap, is if personnel are poorly trained, or unwilling to meet standards; or they may beheld to conflicting standards, such as taking time to listen to customers and serving them fast.
Gap 4: Service delivery and external communications
According to Kotler and Keller (2006: 413), this gap means that the promises given by the market communication activities are not consistent with the service delivered. Consumer expectations are affected by statements made by organization representatives and advertisements. There may be dissatisfaction with the service due to the excessively heigh tened expectations developed through the service provider’s communication efforts.
Gap 5: Perceived service and expected service
Gap 5, the Customer Gap, the difference between customers‟ expectations and perceptions, is the main focus. Firms need to close this gap in order to satisfy their customers and build long-term relationships with them (Parasuraman, Zeithaml & Berry, 1988: 13).

[image: ]

Figure 2.4: The SERVQUAL Gap Analysis Model (Source: Kotler and Keller (2006: 413))
[bookmark: _Toc516912870]CHAPTER THREE
[bookmark: _Toc516912871]RESEARCH METHOD
[bookmark: _Toc131529577][bookmark: _Toc131531906][bookmark: _Toc131528934][bookmark: _Toc131529119][bookmark: _Toc515444413][bookmark: _Toc515445751][bookmark: _Toc515446289]The focus of this study was to investigate services delivery and customer satisfactions in health clubs in Bahir Dar city. This chapter presents the following points: research design, study population, sampling size and sampling techniques, source of data, procedures of data collection, and method of data analysis to be used.
[bookmark: _Toc516912872]3.1 ResearchDesign
[bookmark: _Toc131529579][bookmark: _Toc131531908][bookmark: _Toc131528936][bookmark: _Toc131529121][bookmark: _Toc515445753][bookmark: _Toc515446291]This study was utilized mixed methods research design. In doing so, the study used both quantitative and qualitative approaches which in combination provide a better understanding of research problems. Specifically the researcher was utilized convergent parallel design, because the purpose of convergent parallel mixed methods design is to simultaneously collect and analysis both quantitative and qualitative data use the result to understand research problem (Creswell & Plano Clark, 2011).
[bookmark: _Toc516912873]3.2 Research Site
[bookmark: _Toc484432986]The research setting of the study was Bahir Dar City, the capital city of Amhara Region. The main reason that the researcher selected this city was because of the customers dissatisfaction is increasing from time to time and manifested in such health clubs.
[bookmark: _Toc516912874]3.3 Population, Sampling andSampling Techniques
[bookmark: _Toc516912875]3.3.1 Population
The target populations were customers, health club managers and personal trainers’ those are participated in seven health clubs in 2010 E.C.In order to select representative sample from the population the researcher used sample size determining formula developed by (Yamane, 1967:88). The total population was 920, level of precision or sample error was (5%) and 95% of confidence level then the sample size of this study became279.


[bookmark: _Toc516912876]3.3.2 Sampling and Sampling Techniques
[bookmark: _Toc479118847]The selection of samples and sampling techniques for the study was based on purposive sampling. As it is indicated in the title of the research, the study areas focus on 7 health clubs that was found in Bahir Dar city. The researcher was taken 7 health clubs by using purposive sampling techniques from 12 health clubs which have facilities and service delivery backgrounds.  Therefore, in order to collected a wide range of information for the study the participants were customers, managers and personal trainers.In this study the researcher were taken from customers, managers and personal trainers from each health clubs by using (Yamane, 1967:88) sample size determination formula. In this regard from the total population of 920 the researcher was taken 279 from these 265 customers, 7 personal trainers, and 7 health club managers. Accordingly 25 customers have taken from Girma fitness center, 24 customers have taken from Bahir Dar fitness centers, 20 customers have taken from homeland fitness centers, and 20 customers have taken from YMCA, 92 customers have taken from Wassie gymnasium, 47 have taken from BM body building, and 37 have taken from Sami gymnasiums, those customers were used services more than 6 months and also 7 health clubs managers and 7 personal trainers were selected by using purposive sampling techniques.
[bookmark: _Toc516912877]3.4 Source of Data
In order to answer the research questions set by the researcher, both primary and secondary data sources have used. The participants of the research such as health clubs customers, managers and personal trainers were used as a primary data source of the study. The secondary data had collected from previous research findings and documents related to services delivery and customer satisfaction in health clubs.
[bookmark: _Toc516912878]3.5 Instruments of Data Collection
Since this study used both quantitative and qualitative research approaches, multiple data collection instruments were used. Specifically to answer the research questions stated in the introduction section of this research, the researcher used questionnaire, observation and interview as data collection instruments for the study. To increase the validity of the data, the triangulation method had applied to substantiate and cross check the information collected by the instruments. The researcher has employed the following tools to collect the data.
[bookmark: _Toc516912879]3.5.1 Questionnaire
The questionnaires have designed for customers’ to know about service delivery and customers’ satisfaction in health clubs. In order to answer questions related to customer perceptions, services delivery, and customers’ satisfaction, the researcher has employed by adapting SRVQUAL services quality model questionnaires for the members who enjoy and get services in the health clubs.The instrument was used to assess the members’ expectations and perceptions of service quality according to the five quality dimensions and also to determine customer satisfaction. Parasuraman et al. (1988) classify the concept of SERVQUAL into 22 recognizable items. These items comprise five dimensions:  Tangibles (physical facilities, equipment, staff appearance and so on); Reliability (dependable performance of duty); Responsiveness (responding to members’ needs promptly); Assurance (inspiring confidence and trust); and Empathy (caring for members’ on an interpersonal level). In order to answer customer satisfaction questions the researcher has adapted 5-point scales developed by Hoffman et al. (2009:373): Very dissatisfied, dissatisfied, Neutral, satisfied, Very satisfied.
[bookmark: _Toc516912880]3.5.2 Observation
The second data gathering tool was the observation which helped the researcher to see what actually happens in the health clubs. The researcher was not participated in the health clubs. By developing observation checklist, the researcher has evaluated how the services were given for customers, what necessary equipment is available, services deliverers, customer care and to satisfy their needs, and the like.
[bookmark: _Toc516912881]3.5.3 Interview
With the purpose to collect detail information for the study through a direct interaction with the participants, this study have employed semi-structured interview, since she had some pre-designed questions just to be guided. This instrument was designed for manager and personal trainers. The researcher was going to collect data on the bases of services delivery strategies that the services provider employs in the health clubs. In one way or another, the researcher has triangulated the data gathering tools appropriate for each objective to have valid data. 
[bookmark: _Toc516912882]3.6 Procedure of Data Collection
In conducting the current study, the following procedures have employed to investigate services delivery and customer satisfaction in health clubs. Before distributing the questionnaire for the respondents’ pilot tested had conducted on the relevant respondent. A pilot study was used to check the reliability and validity of the data gathering tools. Accordingly the tools had revised depending up on the suggestions collected during the try out and administer to the concerned respondents. In administering the questionnaires research assistant had given the necessary orientation on how to distribute and collect questionnaire. And also using important documents like reports, books and other relevant documents had also assessed in the way it could help to generate meaningful information for this study.
All the necessary data have collected by distributing questionnaire to the relevant information to health club customers, and semi-structured interview for managers and personal trainers. The questionnaires had translated to the local language, Amharic, to make smooth communication with the respondents, and to make it easier for understanding.  The researcher had also observed all services delivery activities including health clubs facilities and equipments.
[bookmark: _Toc516912883]3.7 Reliability and Validity of the Instrument
[bookmark: _Toc516912884]3.7.1 Pilot Study
[bookmark: _Toc516912548]Before the actual study was carried out, a pilot study was conducted on 15 respondents who were not part of the sample group. The purpose of the pilot study was to examine the appropriate factors in the questionnaires designed to collect data for the study in order to increases the reliability of the study.  The objective was also to check the clarity of the questionnaire items. Accordingly, all questionnaires were distributed to 15 respondents. 
[bookmark: _Toc516912885]   3.7.2 Reliability
Cronbach’s alpha was determined as a feature of the reliability test to evaluate the validity of the aggregate results. An estimation of 0.8 or higher is a decent esteem (George and Mallery 2011). The findings of this study are presented in tabular form below 
Table 3.1: Reliability Test 
	Reliability Statistics

	Cranach’s Alpha
	N of Items

	.853
	4



	Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cranach’s Alpha if Item Deleted

	Expectation
	8.1475
	2.486
	.420
	.910

	Perception
	8.9640
	1.631
	.878
	.726

	ServiceDelivery
	8.9640
	1.631
	.878
	.726

	Satisfaction
	9.2422
	2.100
	.640
	.835









	Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cranach’s Alpha if Item Deleted

	Tangible
	12.0491
	7.772
	.486
	.787

	Reliability
	11.5170
	6.457
	.631
	.742

	Responsiveness
	11.5019
	6.225
	.555
	.773

	Assurance
	11.6604
	6.347
	.658
	.732

	Empathy
	11.5057
	6.867
	.590
	.756



	Inter-Item Correlation Matrix

	
	Expectation
	Perception
	ServiceDelivery
	Satisfaction

	Expectation
	1.000
	.410
	.410
	.336

	Perception
	.410
	1.000
	1.000
	.645

	ServiceDelivery
	.410
	1.000
	1.000
	.645

	Satisfaction
	.336
	.645
	.645
	1.000



Table 3.1 is a summary of the Cronbach‟s alpha reliability for the expected, perceived, services delivery and customer satisfaction levels for Bahir Dar city health clubs. The overall reliability score (shown in the table) was 0.853. This finding indicates a high degree of acceptable scoring for the different categories for this research.  Adependability coefficient of 0.80 or higher is considered as acceptable. Therefore, the result implies that the research instrument (questionnaire) has internal consistency and dependability. 
[bookmark: _Toc516912886]   3.7.3 Validity
As per Welman, Kruger and Mitchell (2005), legitimacy is considered as being more critical on the grounds that the target of the study should to be illustrative of what the investigator is researching. To address validity, the study had taken the following into account; the improvement of the survey was depend on the SERVQUAL estimation instrument, which has being widely utilized and approved as part of different studies; and the questionnaire was subjected to a pilot test with attributes similar to those of the intended study. 
[bookmark: _Toc516912887]3.8 Methods of Data Analysis
 The Data collected from the survey have entered into a computer for analysis mainly using statistical package for social sciences (SPSS) version 20. Before running the analysis, some internal consistency checks have made to assess the empirical data. Both quantitative and qualitative techniques have used to evaluate and analyze the data to reach conclusions. Quantitative methods are generally concerned with counting and measuring (Blaikie, 2000: 232). Whereas data collected through in-depth interview and observation are narrated following the qualitative data results. The qualitative method is considered as an unstructured technique and this is applicable when the researcher needs the deep interpretation through applying his creative questions (Philip Kotler, 2009)
Therefore in quantitative analysis technique, descriptive statistics like percentage and frequency used for questionnaires related to services delivery and customer satisfaction. On the other hand the researcher has used inferential statistics like; one sample t-test was used in order to know satisfaction level. Because examine the significance difference between customer perception and expectation value.  Correlation(r) has applied to seen the relationship between services delivery and customer satisfaction. Multiple regressions(R) have applied in order to identify factors significantly affecting customers’ satisfaction. Qualitative data such as interviews and observational checklists was putted as a statement on the research findings have analyzed, categorized and triangulated quantitative findings
[bookmark: _Toc516912888]3.9 Ethical Consideration
 The researcher was going to treat any information, the researcher gets from any individual confidentially without disclosing the respondents identity, and was going to be as open minded as possible and express opinions. The researcher was not modified anything and was very appreciative of all literature that has contributed in any way to the research.












[bookmark: _Toc516912889][bookmark: _Toc484432998]CHAPTER FOUR
[bookmark: _Toc516912890]RESULT AND DISCUSSION
This chapter commences with a detailed analysis of data that provides an insight into the findings of the study, accompanied by numerical and graphical representations of the data and interpretation of the results. The presentation of the detailed analysis and the findings that were taken from questionnaires, interview and observation administered to customers, personal trainers and managers of Bahir dar health clubs (fitness centers and gymnasiums). In this study both descriptive statistics and inferential regression analysis were used to analysis the data. The descriptive statistics of frequency and percentage were utilized in this study to analyze the demographic data and for descriptive analysis of the study variables. Statistical analysis has used to test level of significance effects and relationships. Data collected from survey questionnaires were entered in to SPSS (Statistical Package for Social Science) software Version 20 for analysis.    
[bookmark: _Toc516912891]4.1 Response Rate
The questionnaires were administered at seven health clubs in Bahir Dar city. The total number of respondents that completed the questionnaires was 279. Table 4.1 illustrates the responses from the seven health clubs (gymnasiums and fitness center). 
Table 4.1 Response rate from the seven health clubs
	Name of health clubs
	Total population
	Planned sample
	Achieved sample
	Response rate

	Homeland
	64
	22
	22
	100%

	YMCA
	64
	22
	22
	100%

	Bahir Dar
	74
	27
	27
	100%

	Wassie
	372
	94
	94
	100%

	Sami
	110
	38
	38
	100%

	BM
	162
	49
	49
	100%

	Girma
	74
	27
	27
	100%

	Total Responses
	920
	279
	279
	100%



From table 4.1, it is clear that the overall response rate for the study was high as the desired (100%) response rate was achieved. Of all the questionnaires distributed, 279 were completed. The number of questionnaires completed by customers of each health club, the response rate being 100%.
[bookmark: _Toc516912892][bookmark: _Toc482616270]4.2. Demographic Characteristics of Respondents
[bookmark: _Toc389173000]The demographic characteristics of the study of group were examined in terms of sex, age, and levels of education based on the response to the target for personal data in part one of the questionnaire.The purpose of the demographic data collection was to determine whether customers who differ in terms of demographics, as well as different motivations, reasons for going to health clubs and fitness levels viewed service elements differently. The analysis and interpretation of the sex, age, and levels of education were presented in the following table:
Table 4.2: Demographic characteristics
	No
	Variables
	Frequency
	Percentage

	1
	Sex
	Male
	233
	87.9%

	
	
	Female
	32
	12.1%

	
	
	Total
	265
	100%

	2
	Age
	16-25
	98
	37.0%

	
	
	26-35
	152
	57.4%    

	
	
	36-45
	8
	3.0%

	
	
	46-55
	4
	1.5%

	
	
	56-65
	3
	1.1%

	
	
	Total
	265
	100%

	3
	Levels of education
	Elementary school
	9
	        3.4%

	
	
	Secondary school
	 67
	         25.3%

	
	
	Diploma
	 45
	17.0%

	
	
	Degree
	           121
	           45.6%

	
	
	Master and above
	           23
	8.7%

	
	
	Total
	265
	100%





[bookmark: _Toc516912893]4.2.1. Gender of the Respondents
[image: ]
Figure 4.1: The number of respondents by gender
Figure 4.1 reveals the gender dispersion of the respondents in this study. From the selected sample, the male respondents were 87.9%, while the percentage of female respondents was 12.1%. This indicates that the greater number of the health club customers were male.
[bookmark: _Toc516912894]4.2.2 Age of Respondent
[image: ]
Figure 4.2: The percentage of respondents by age
Figure 4.2 describes the age dispersion of the respondents from the sample. A total of 37% of the respondents were between the age of 16 and 25, 57.4% of the respondents were between the ages of 26 and 35, and 3% of the respondents were between the ages of 36 and 45. A total of 1.5% of the respondents was between the ages of 46 and 55 years and 1.1% of the respondents were above the age of 55. The findings indicate that over two-thirds of the respondents were under the age of 35 years, and over the age of 35, constituted a small portion of the respondents were  participated in health clubs.  
[bookmark: _Toc516912895]4.2.3 Educational Level of Respondent
[image: ]
Figure 4.3: The education level of respondent
Figure 4.3 shows that 3.4% of the respondents have elementary school, 25.3 % of the respondents have a secondary school,  17% of the respondents hold a diploma, 45.7% have first degree, while 8.7 % have a post graduate qualification.  Majority of the respondents were first degree graduate.
[bookmark: _Toc516912896]4.2.4 Respondents Health Club Location
[image: ]
Figure 4.4: respondents’ health club location

With regard to health club locations of respondents 9.4 % customers  were Girma fitness center, 9.1% customers were Bahir Dar gymnasium, 7.5% customers were Homeland, 7.9% customers were YMCA, 34.7% customers were Wassie gym, 17.1% were BM gym, and 13.6% customers were Sami Gymnasium. This indicated that more than 70% of the respondents were a member of gymnasiums but the rust 30% werea member of fitnesscenter. The researcher was used purposive sampling technique to determine the number of respondents from the health club based on the total number of customers in each health clubs.
[bookmark: _Toc516912897]4.2.5 Exercise Frequency of the Respondents

Table 4.3: Exercise Frequency of the Respondents
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Once a week
	4
	1.5
	1.5
	1.5

	
	2-3 times a week
	37
	14.0
	14.0
	15.5

	
	3-5 times a week
	157
	59.2
	59.2
	74.7

	
	6-7 times a week
	67
	25.3
	25.3
	100.0

	
	Total
	265
	100.0
	100.0
	



More than half of the respondents (59.2%) exercise three to five times a week, while 25.3% of respondents exercise daily. Only 1.5% of respondents indicated that they exercise once a week and 14% exercise two to three times a week. The findings indicate that the majority of respondents exercise three to five times a week (59.2%) and daily (25.3%). According to Shephard, (2001), WHO, (2006), and Ministry of Health of New Zeland, (2003) many countries have implemented programs to increase the physical activity levels of their populations. The main population health message is that adults should undertake at least 30 minutes of moderate intensity physical activity on most, if not, all days of the week.
[bookmark: _Toc516912898]4.2.6 Reasons of Respondents to Exercise in the Health Clubs
 Respondents could indicate their preference by indicating more than one given option. The percentage results of the entire sample are shown in figure 4.5.
[image: ]
Figure 4.5 Reasons of respondents to exercise in the health clubs
Figure 4.5 illustrates that the majority of respondents exercise to stay healthy (38.1%), to stay fit (25.1%), to lose weight (12.1%), to build muscle (20%), to relief stress (1.5%), and others (1.9%). Main finding, it is important for respondents to exercise because they want to stay healthy, fit, lose weight, to build muscle and to relieve stress and others like to be happy and to use leisure time. According to YMCA, (2004) there is strong, systematic evidence of a direct link between regular physical activity and improved health for people of all ages.
[bookmark: _Toc516912899]4.3 The Perception of Customers towards Service Delivery
	
Table 4. 4 Services Delivery

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	very poor
	25
	9.4
	9.4
	9.4

	
	Poor
	128
	48.3
	48.3
	57.7

	
	Good
	93
	35.1
	35.1
	92.8

	
	very good
	19
	7.2
	7.2
	100.0

	
	Total
	265
	100.0
	100.0
	



[image: ]
            Figure 4.6 the perceptions of customers towards service delivery
With regard to the perceptions of customers towards service delivery in the health clubs were 7.2 % of the respondents were very good, 35.1% of the respondents were good, 48.3% of the respondents were poor, and 9.4% of the respondents were very poor. This indicated that 57.7% of the respondents were poor perception towards services delivery this implies that it needs improvement of services that provide by the health clubs.
 According to the researcher observed on the work field with regarded to over all services delivery, that means; availability of sport facilities, the educational level of the personal trainers, the experienced of the health club managers, services delivery strategies and customer care strategies  were not satisfied.  These also influence the satisfaction level of the customers. Even if the health club members or customers cannot be used the available sport equipments and facilities efficiently and effectively. And also the researcher observed that insufficient space within the health clubs; some health clubs have no skilled personal trainer, no dressing room and unclean toilet and shower. Under this condition it was difficult to provide quality services delivery and satisfy the customers need.
According (ACSM’s, 1997) standards for health or fitness facility in (NASPE, 2001); A facility must be able to respond in a timely manner to any reasonably foreseeable emergency event that threatens the health and safety of facility users. Toward this end, a facility must have an appropriate emergency plan that can be executed by qualified personnel in a timely manner. Similarly Advameg Inc.., (2007) Health clubs emphasize three aspects of physical fitness; cardiovascular conditioning, strength, and flexibility. Full service health clubs featured aerobic conditioning equipment, resistance equipment, dance and exercise classes, swimming pools and spa areas, and sometimes even tanning and massage.
[bookmark: _Toc516912900]4.4 The Satisfaction Level of the Respondents

Table 4.5 Satisfaction Level of the Respondent
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	very dissatisfied
	3
	1.1
	1.1
	1.1

	
	 Dissatisfied
	135
	50.9
	50.9
	52.1

	
	Neutral
	112
	42.3
	42.3
	94.3

	
	Satisfied
	12
	4.5
	4.5
	98.9

	
	very satisfied
	3
	1.1
	1.1
	100.0

	
	Total
	265
	100.0
	100.0
	






[image: ]
Figure 4.7 Satisfaction levels of the respondents
Figure 4.7 illustrates that 1.1 % (3) of the respondents indicated that they are very dissatisfied with the health clubs services, 50.9 % (135) of the members showed they are dissatisfied with the health clubs, and 42.3 % (112) of the respondents showed that they are neutral, 4.5 %(12) of the respondents stated they are satisfied, with the balance of 1.1% (3) of the respondents indicating they are very satisfied.
 This finding indicated that more than 94% of the respondents’ were dissatisfied for services that provided by the health clubs, because as shown in the above table 4.9 only 5.6% of the respondents were satisfied for the provided services in the health clubs. Environment and staff factors were the most influencer to reduce the satisfaction level of the respondents as compare to other factors. According to Truong and Foster (2006: 843), customer satisfaction takes place in two situations. One is the result of a product or service that meets the customer’s expectations and the other is the result of exceeding the expectation. Dissatisfaction will occur when the actual service is below the expected level.
In the other hand Customer satisfaction refers to the customers’ perception of the performance of the service weighed against their expectations of the service performance (Schiffman &Kanuk, 2007:9). When the service performance exceeds the customers’ expectations, the service is perceived as an exceptional quality service and customers are satisfied, but when the service expectations are not met, the service quality is viewed as unacceptable (Fitzsimmons & Fitzsimmons, 2008:108).  Therefore according to (Schiffman and Kanuk, 2007:9), the service are not met the expectations of customers and thus, not acceptable. 
	Table 4.6 One- sample T-test Satisfaction Level of the Respondents
	One-Sample Statistics

	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Expectation
	265
	3.6250
	.46813
	.02876

	Perception
	265
	2.8086
	.59639
	.03664

	One-Sample Test

	
	Test Value = 0

	
	T
	Df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	Expectation
	126.058
	264
	.000
	3.62504
	3.5684
	3.6817

	Perception
	76.661
	264
	.000
	2.80858
	2.7364
	2.8807



Mean of Perception –  Mean of Expectation = satisfaction level of the respondents
                    = 2.80858 – 3.62504
= - 0.81646
The above result shown that the satisfaction level of the respondents’ was negative i.e. (-0.81646), which is statically significant with 95% confidence interval and this implies that the customers are not satisfied for the services that provided by the health clubs. In addition to this customer satisfaction with health clubs is influenced by customer perceptions. This resulted in a negative gap score (Perception – Expectation). This result supported by Kotler and Keller (2006) suggest that customer satisfaction is influenced by specific service or product features and perceptions of quality.


[bookmark: _Toc516912901]4.5 The Relationship between Services Delivery and Customer Satisfaction
[bookmark: _Toc420928101][bookmark: _Toc420934945]Correlation analysis is used to measure strength of the association (linear relationship) between two variables. A correlation analysis was performed in order to summarize the strength of the relationship between variables to determine how services delivery will influence customer satisfaction, as this will answer the first objective for the study. In this study, Pearson’s Product Moment Correlation Coefficient was used to determine whether there is significant relationship between each independent and dependent variable. A correlation score of -1.00 means that there is a perfect negative association between the two variables while a correlation score of 1.00 means there is a perfect positive association between the two variables, above 0.7 means there is a very strong positive relationship between the two variables, 0.4- 0.69 means there is strong positive relationship between the two variables and a correlation score of 0.00 means that there is no relationship between the two variables

Table 4.7: Pearson Correlation Coefficients between Services Delivery and Customer Satisfaction
	Correlations

	
	Service Delivery
	Satisfaction

	Service Delivery
	Pearson Correlation
	1
	.645**

	
	Sig. (2-tailed)
	
	.000

	
	N
	265
	265

	Satisfaction
	Pearson Correlation
	.645**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	265
	265

	**. Correlation is significant at the 0.01 level (2-tailed)



Note. Pearson’s Correlation Coefficient test; all correlations are significant at the .01 level. Table 4.8 displays the p-values and correlation coefficients obtained from the correlation analysis. The result indicates that there was statistically significant and had strong positive relationship between service delivery and satisfaction (0.645) with 0.01 level of significance. This is true as the result of correlation value indicated; i.e. the relationship between services delivery and customer satisfaction was 0.65. So, it was a strong positive relationship between variables. This means that when there is improvement of services quality by health clubs, the satisfaction level of customers have also increased positively




[bookmark: _Toc516912902]4.6 Major Factors of Customers’ Satisfaction

Table 4.8 Factors that are Affecting Satisfaction Level of the Respondents (Source: survey data)
	Satisfaction level
	Environment  factor
	Facility Factor
	Staff factor
	Monthly Fee factor

	
	Frequency
	%
	Cumulative %
	Frequency
	%
	Cumulative%
	Frequency
	%
	Cumulative %
	Frequency
	%
	Cumulative %

	Valid
	very dissatisfied
	15
	5.7
	5.7
	5
	1.9
	1.9
	45
	17
	17
	17
	6.4
	6.4

	
	 Dissatisfied
	132
	49.8
	55.5
	69
	26
	27.9
	139
	52.5
	69.4
	99
	37.4
	43.8

	
	Neutral
	95
	35.8
	91.3
	149
	56.2
	84.2
	61
	23
	92.5
	88
	33.2
	77

	
	 Satisfied
	16
	6
	97.4
	36
	13.6
	97.7
	18
	6.8
	99.2
	59
	22.3
	99.2

	
	very satisfied
	7
	2.6
	100
	6
	2.3
	100
	2
	0.8
	100
	2
	0.8
	100

	
	Total
	265
	100
	 
	265
	100
	 
	265
	100
	 
	265
	100
	 



According to table 4.8 shown that Environment factor that affects the satisfaction level of the respondent from this result 5.7 % of the respondents indicated that they are very dissatisfied with the health clubs services, 49.8 % of the members showed they are dissatisfied with the health clubs, and 35.8 % of the respondents showed that they are neutral, 6 % of the respondents stated they are satisfied, with the balance of 2.6% of the respondents indicating they are very satisfied. The customer satisfaction element related to health club environment the customer were dissatisfied includes convenient location, comfortable atmosphere, the hygiene of the services delivery classes, the arrangement of equipment in the exercise classes and the cleanliness of dressing room. This indicated that 55% of the respondents were not satisfied i.e. health club environment was a factor which affects the satisfaction level of customer.
Table 4.8 shown that the facility factor that affects the satisfaction level of the respondents the result implies that 1.9% of the respondents indicated that they are very dissatisfied with the health clubs services, 26 % of the members showed they are dissatisfied with the health clubs, and 56.2 % of the respondents showed that they are neutral, 13.6 % of the respondents stated they are satisfied, with the balance of 2.3% of the respondents indicating they are very satisfied. Availability of training equipment, Varity of training equipment, working conditions of training equipment, the maintenance of equipment, helpfulness of personal trainers with fitness equipment and sufficient space within the health club were the factor of the health club facility. To generalize that the above result only 15.9% of the respondents were satisfied for the health club facility but the rest were not satisfied the above facilities. 
The above table 4.8 illustrates about staff factor that affects the satisfaction level of the customers, the result shows that 17% of the respondents indicated that they are very dissatisfied with the health clubs services, 52.5 % of the members showed they are dissatisfied with the health clubs, and 23 % of the respondents showed that they are neutral, 6.8 % of the respondents stated they are satisfied, with the balance of 0.8% of the respondents indicating they are very satisfied. Under this result there are different factors such as professional skill of staff, professional skill of trainers, involvement of trainers in your fitness program, safety and security of the fitness equipment, availability of medical assistance, and helpfulness of personal trainers that was available in the questionnaires III.Based on the result above 94% the respondents were not satisfied services provided by staff members. This shown that there was lack of well skilled personal trainer as well as other services providers in the health clubs and also the health clubs staff was the key factor for customers satisfaction.
This result supported by Bodet (2006: 153), “service consumption in gymnasiums is a process that implies an interaction between the gymnasium and a member.” Consequently, the members‟ perceptions of interaction with employees or managers will affect the members‟ perceptions of the gymnasium. The study found that staff appears to be a key element in the service encounter and their capacity to answer or solve problems encountered by the member on the premises.
Table 4.8 stated that about monthly fee was a factor that affects the satisfaction level of the customer, the result implies that 6.4% of the respondents indicated that they are very dissatisfied with the health clubs services, 37.4 % of the members showed they are dissatisfied with the health clubs, and 33.2 % of the respondents showed that they are neutral, 22.3% of the respondents stated they are satisfied, with the balance of 0.8% of the respondents indicating they are very satisfied. This indicates that only 23.1% of the respondents were satisfied for monthly fee i.e. prices was the main factor that decrease the level of satisfaction and also the health clubs were not consider the economical status of the customers.
In general among the major factors affecting customers’ satisfaction positively in Bahirdar health clubs, low cost of monthly fee (23.1%) is highly contributed to customers’ satisfaction, followed by facility factors (15.9%), environment (8.6%) and, stafffactor (7.6%).On the other hand, none of the factors satisfied at least 50% of customers’ satisfactions. Therefore, customers are using clubs with very minimal satisfaction and with full of dissatisfactions.
Fitness managers over see the fitness related aspects of a health clubs. They create and over see programs that meet the needs of the club’s members, including new member orientations, fitness assessments, and work out incentive programs. They also select fitness equipment; coordinate personal training and group exercise programs; hire, train, and supervise fitness staff; and carry out administrative duties (Olson, 1997) and (Kravitz & Rockey, http://.www.unm.edu).
Table 4.9 Ratio Statistics for Number of Customers in the Health Club / Number of Personal Trainer in the Health Club
	Mean
	95% Confidence Interval for Mean
	Average Absolute Deviation
	Coefficient of Dispersion

	
	Lower Bound
	Upper Bound
	
	

	76.667
	.
	.
	.000
	.000


The confidence intervals are constructed by assuming a Normal distribution for the ratios.
Table 4.9 illustrates that the proportion between the number of customers and the number of personal trainer in the health clubs the ratio shows that 1:77 i.e. one personal trainer to seventy-seven customers. This indicated that an proportional number of  personal trainer and health club members; this implies they were difficult to manage their customers; the customers also dissatisfied for personal trainers because they needs assist, guidance, treatment, directions, and other related tasks.  So proportionality was the major factor affecting customer satisfaction the health club.
The above result listed on table 4.8 and 4 .9 supported by previous study, Bodet (2006) used the Tetra classes’ model to measure satisfaction in health and fitness centers in France. The study found a few service attributes that played a significant role on both satisfaction and dissatisfaction. The number of instructors, fees, quality versus personal trainer ratio, facilities, cleanliness and the temperature in the club were identified as key attributes.
[bookmark: _Toc516912903]4. 7 Strategies of the Health Club
In order to answer this research question the researcher was prepared interview questioners for the managers and personal trainers related to services delivery strategies, the result were described in the following way. The result shows that the health clubs used different strategies in order to satisfy their customers’ i.e. Homeland and Grima fitness center used  more or less similar strategies that is services based strategies, the training were guided by a skilled personal trainer, use additional services like steam and sauna bath, additional exercises like aerobics, the Varity of fitness equipments, give enough time during exercises, the availability of locker for customers materials, swimming services (homeland) and the training also consider the customers health status and needs; the above two health clubs use the above strategies to satisfy their customers. But the rest health clubs were used price based strategies by considering the economical status of the society i.e. by decreasing the prices of the services to increases the number of members this leads to increases the profit of the health clubs as well as to satisfy their customers by minimizing the monthly fee of the exercises.
The finding indicted that some customers wants to use services by minimum prices but the rest one were wants quality services with high prices and optimum price , the satisfaction of the customer depends on their needs. According to Hoffman and Bateson (2001:43), creative pricing strategies are often used by service businesses to help level demand variations by offering lower prices or specials to shift demand from peak to nonpeak periods. In general some health clubs were provide Varity of services a means of customers satisfaction but others were providing service with minimum price a means of   customer satisfaction. But the health clubs used their strategies for profit based rather than customer satisfaction.
[bookmark: _Toc516912904]4.8 Results of Regression Analysis
[bookmark: _Toc484433239]The researcher also conducted a regression analysis to illustrate the effect of independent variables to dependent variable. Regression is a technique that can be used to investigate the effect of one or more independent (predictor) variables on dependent variable.Kellar, & Kelvin, (2013) stated that linearity and homoscedasticity were examined through the analysis of residuals, and partial regression scatter plot. This is an indication that the assumption of linearity and homoscedasticity for all variables has been met.According to Polit, D. F., (2010) Multicollinearity assumption was tested through variance inflation factor and tolerance. Variance inflation factors are less than 10, and all the tolerance values are greater than 0.2. Hence, multicollinearity assumption has been met.



Table 4.10 The Effect of Services Delivery  on Cutomer Satisfaction
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.650a
	.423
	.418
	.39414

	a. Predictors: (Constant), Expectation, ServiceDelivery

	b. Dependent Variable: Satisfaction


Multiple regressions (R) between the criterion and the predictor variables are 0.65. The proportion of variance (R2) in the criterion variable which is accounted for by predictors (Expectation and Service delivery) was 0.42. The Adjusted R2 value was 0.42 (42%). The standard error of estimate (the standard error of the residuals) is 0.39. Hence, the two predictor variables account for 42% of the variability in the criterion variable for satisfaction of customers.
In general the predictor variables (Expectation and Service delivery) together explained 42% of the variance in customer satisfaction (R=0.65, R2=0.42, Adjusted R2=0.42). The rest around 58% of customer satisfaction was due to other variables. 
[bookmark: _Toc449752983][bookmark: _Toc484433240] The model summary of the above table 4.10 is labeled ‘Adjusted R Square’ which indicates the model fit. This is, as the name implies, a correction to R square, which takes into account that we are looking at a sample rather than at the population. The R2 value is adjusted for the degrees of freedom and thus referred to as the adjusted R2.  This is provided because the actual value of R2 obtained with a given sample often overestimates the population value for R2. The adjusted R2, however, has been adjusted downwards to closely approximate the population value. 
Table 4.11 ANOVA for Regression
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	29.807
	2
	14.904
	95.939
	.000b

	
	Residual
	40.701
	262
	.155
	
	

	
	Total
	70.508
	264
	
	
	

	a. Dependent Variable: Satisfaction

	b. Predictors: (Constant), Expectation, Service Delivery



[bookmark: _Toc449752984][bookmark: _Toc484433241]The p-value for the overall model is 0.000 i.e. smaller than the level of significance α = 0.01, the amount of variance explained by the model (independent variables) is statistically significant. Thus, the combination of the variables significantly predicts the dependent variable (F=95.939; p < 0.01).The Analysis of Variance (ANOVA) table shows that F-ratio is 95.939 at 2 and 264 degrees of freedom is statistically significant at 99% confidence level. It is significant at p<.001 (because the value in the column labeled Sig. is less than .001). Therefore, we can conclude that our regression model results in significantly better prediction for customer satisfaction.In short, the regression model overall predicts the customer satisfaction significantly well (the model is good fit). The study examined the effect of specific variables on customer satisfaction.

Table 4.12 Coefficientsa
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	95.0% Confidence Interval for B
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Tolerance
	VIF

	1
	(Constant)
	.702
	.194
	
	3.626
	.000
	.321
	1.084
	
	

	
	Service Delivery
	.529
	.045
	.610
	11.861
	.000
	.441
	.617
	.832
	1.202

	
	Expectation
	.094
	.057
	.086
	1.662
	.098
	-.017
	.206
	.832
	1.202

	a. Dependent Variable: Satisfaction



Kellar, & Kelvin, (2013) stated that the standardized Beta coefficients give a measure of the contribution of each variable to the model. A large value indicates that a unit change in this predictor variable has a large effect on the criterion variable. The T and P-values (Sig.) give a rough indication of the impact of each predictor variable, so, a big absolute T value and small p value suggests that a predictor variable is having a large impact on the criterion variable. 

Polit, D. F. (2010) stated that there is no multi-co linearity: the interdependent variables are so strongly inter-correlated that they are indistinguishable from each other. If VIF lies between 1‐10, no multi-co linearity, If VIF <1 or >10, then there is multi-co linearity. The above table result indicated that VIF (1.22) was under the interval of 1-10 and tolerance value is 0.8 i.e. above 0.2 the result were no multi-co linearity. 

From the table 4.13 of coefficients above, it can be noted that the two independent variables have a positive relationship with the dependent variables. Using the regression model, the researcher was able to obtain the following regression equation that explains the impact of the two variables on the customer satisfaction. The beta co efficient has presented the contribution of each variable to the model. The B value shows the impact of the independent variables on dependent variable (Freed man, 2005). From this it is clear that the services delivery (.529) had the highest effect on customer satisfaction.
The general model of the random regression model was: Y = α + β1 X1+ β2 X2+ Ɛ
Customer satisfaction (Y) = α+β1 (services delivery) + β2 (Expectation) + Ɛ
Where:
Y=dependent variables (customer satisfaction)
α - is the intercept term- constant which would be equal to the mean if all slope coefficients are 0
β1 and β2, – are constants regression coefficients representing the condition of   the independent variables to the dependent variables.
X- The set of independent variables i.e. X1 (services delivery) and X2(Expectation)
Ɛ – (Extraneous) Error term 
The study examined the effect of services delivery andExpectation on customer satisfaction
       Then   y = 0.702 + 0.529(services delivery) + 0.94(Expectation) + 0.58Ɛ
1. There is a significant effect of services delivery on customer satisfaction. 
Based on the result of the regression analysis of the above model set on table 4.13, services delivery (β= 0.529 with p<0.05) has a positive and signify cant effect on customer satisfaction and it is accepted. 
2. The impact ofcustomer expectation is not statically significant effect on customer satisfaction
Based on the result of the regression analysis of the above model stipulated on table 4.13, customer expectationhas a positive but not significant (β= 0.094 with p<0.05) effect on customer satisfaction. Hence, it is rejected. 
[bookmark: _Toc516912905]CHAPTER FIVE
[bookmark: _Toc516912906]SUMMARY, CONCLUSION, ANDRECOMMENDATION
[bookmark: _Toc516912907]5.1 Summary
The purpose of this study was to investigate service delivery and customer satisfaction in health clubs at Bahir Dar city. Hence, the researcher raised the following research questions. Is there a relationship between service delivery and customers’ satisfaction in health clubs, To what extent are customers satisfied with the provided services in health clubs, which factors are more significantly affect the satisfaction of customers in health clubs, What strategies do service providers used to satisfy their customers in health clubs, What perceptions do customers have towards service delivery in health clubs? To achieve these intended objectives, the researcher used mixed methods research design, specificallyutilized convergent parallel design, and health club customers (265), personal trainers (7) and health club managers (7), were taken as participants of the study. 
In order to gather the required data from these subjects, questionnaire, interview and observation were considered   as major instruments and the data was collected accordingly. To analysis the gathered data, both quantitative (correlation, t-test and descriptive statistics), and qualitative were employed. 
Descriptive statistics analysis of services delivery indicated that 57.7% of the respondents were poor perception towards services delivery but 42.3% were good perception towards services delivery in the health clubs. 
The t-test result shown that the satisfaction level of the respondents’ was negative i.e. (-0.81646) this implies that the customers are not satisfied for the services and statistically significant within 95% of level of significant.That provided by the health clubs. In addition to this   customer satisfaction with health clubs is influenced by customer perceptions. In addition to t-test the descriptive statistics result indicated that more than 94% of the respondents’ were dissatisfied for services that provided by the health clubs and only 5.6% of the respondents were satisfied for the provided services in the health clubs. 
Related to correlation analysis a strong positive correlation was found between services delivery and customer satisfaction because their correlation was 0.65.The main finding indicates that service delivery of the health club influence the satisfaction level of customer. The other point was service delivery and customer satisfaction had direct relationship i.e. if service delivery increases customer satisfaction also increases and vice versa.
The proportion between the number of customers and the number of personal trainer in the health clubs the ratio shows that 1:77 i.e. one personal trainer to seventy-seven customers. This indicated that un-proportional number of personal trainer and health club members.
[bookmark: _Toc484433007] In an additional way, the predictor variables (services delivery, and customer expectation) jointly justified 42% of the variance in customer satisfaction (R=0.65, R2=0.42, Adjusted R2=0.42). The remained 58% of customer satisfaction was due to other variables. Hence, the result indicated that the two factors were affected the satisfaction of customers.
[bookmark: _Toc516912908]5.2. Conclusion
Based on the above analyzed and summarized data, the researcher has concluded the finding by saying that:
· Descriptive statistics analysis of services delivery of the health clubs indicated that 57.7% of the respondents were poor perception towards services delivery but 42.3% were good perception towards services delivery in the health clubs. This shown that the services delivery situations werestill needs improvement.
· Ingeneral customers have less satisfied by the services of the health clubs, which is below 50% that means more than 94% of the respondents’ were dissatisfied for services that provided by the health clubs, because as shown in the above table 4.9 only 5.6% of the respondents were satisfied for the provided services, environment and staff were the major factor to influence the satisfaction level of the customers.
· The correlation analysis indicated that services delivery havea strong positive association with customer satisfaction. This meant that service delivery of the health club influence the satisfaction level of customer. The other point wasservice delivery and customer satisfaction had direct relationship i.e. if service delivery increases customer satisfaction also increases and vice versa. 
· The t-test result revealed that the satisfaction level of the respondents’ was negative i.e. (-0.81646) this implies that the customers are not satisfied for the services that provided by the health clubs and statistically significance with 95% of significant level. 
· The result indicated that there were factors that affecting customer satisfaction during the services delivery process i.e. Monthly fee (23.1%) is highly contributed to customers satisfaction, followed by facility factors (15.9%), environment(8.6%) and ,staff factor(7.6%). On the other hand, none of the factors satisfied at least 50% of customers’ satisfactions. Therefore, customers are using health clubs with very minimal satisfaction and with full of dissatisfaction.
· The ratio analysis end result was 1:77 between the number of customers and the number of personal trainer in the health clubs. This indicated thatun-proportional number of personal trainer and health club members.
· The qualitative analysis result exposed that some health clubs were used services based strategies   but price based strategies (minimum monthly fee).
· As regression analysis the coefficient of determination result, services delivery was found to have a significant effect on customer satisfaction. However, customer expectation factor fails to have a statistically significant effect on customer satisfaction.
· [bookmark: _Toc484433008]The multiple regression result indicated that the two parameters such as services delivery and customer expectation determine the satisfaction of customers by 42%. This implies that services delivery and customer expectation can significantly matter for customer satisfaction. 
[bookmark: _Toc516912909]5.3. Recommendation
Based on the conclusions derived from the findings, the following recommendations were made as possible ways of curbing the problems observed.
· There should be minimum standards for health clubs and set clear monitoring procedures by customers against the set standards.
· The fitness centers should full fill the necessary facilities and equipments by giving more attention with respect to the impact they have on customers need.
· Sport expert, sport federation, trade and services quality evaluators should be follow-up, control andevaluate,the services provided by the health club.
· Health clubs need to have skilled persons especially medical persons as one of the standards to ensure that the customers have been using the clubs as per their prescribed health recommendations by physicians.
· Create enabling situations for health clubs by government to compete and share experiences among each other to improve their service quality and also to encourage customers’ utilization of such services.
· In general the community based physical fitness program, youth and sports, urban development, social affair and other governmental and non-governmental organizations, should establish health clubs for the public to increases the participation and the satisfaction of customers.  
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Bahir Dar University
Sport Academy
Postgraduate Program in sport management
Services Delivery and Customer Satisfaction on Health Clubs in Bahir Dar City
Questionnaire
This questionnaire will be filled by health club customers
The purpose of this study is to investigate services delivery and customer satisfaction on health clubs in Bahir Dar city by using services delivery and customer satisfaction model. Findings of this research could be used to insight and recommend to the health clubs. Therefore your responses are vital for the success of the study.
Dear respondents:
Please! Remember first the following points before you start to fulfill the questionnaires:
1. You do not need to write your name on the questionnaire. 
2. No need of consulting others to fulfill the questionnaire. 
3. Use  √  mark for the correct alternatives
4. Write down your opinion on the blank space.
5. Please! Do not leave the questions without answering. 
       Thanks a lot for your good willingness to fill the questionnaires.
Part I  Demographic Characteristics of the Respondents
1. Gender 
   Male            Female 
2. Age  group  
      18-25                               26- 35                            36-45  
      46-55                              56-65                             above 65
3. Level of education 
Primary school       high school    Diploma   First degree   post graduate



4. Which one of the following health clubs are you a member? 
Girma fitness center   Bahir Dar gymnasium     Homeland fitness center 
YCMA center         Wassie gymnasium        IBM gymnasium   Sami gymnasium  
5. How often do you exercise? 
Once a week            2-3 a week        3-5 a week        6-7 a week 
6. Why do you exercise in the health clubs? 
To Stay Healthy               To Stay Fitness                 To Lose Weight
To Build Muscle                    To Relief Stress               Other 
Please indicate your answer by circling
1. Strongly disagree 
2. Disagree
3. Neutral 
4. Agree
5. Strongly agree
	NO
	                Part  IIExpectation related to Services Delivery
	
	
	
	
	

	
	                    Dimension 1. Tangible
	
	
	
	
	

	1. 
	The health club will have quality and modern fitness equipment 
	1
	2
	3
	4
	5

	2. 
	The health club will be fully equipped with fitness equipment 
	1
	2
	3
	4
	5

	3
	The amount of fitness equipment in the club will have eugh for members. 
	1
	2
	3
	4
	5

	4
	Bathrooms and toilets will be  clean 
	1
	2
	3
	4
	5

	5
	The number of bathrooms and toilets will have  enough for members 
	1
	2
	3
	4
	5

	6
	The number of steam bath units and saunas will have enough for members 
	1
	2
	3
	4
	5

	7
	The club will provides a variety of class exercises such as aerobics, strength and weight training 
	1
	2
	3
	4
	5

	8
	The health club will provides extra services  
	1
	2
	3
	4
	5

	9
	Staff will treat  friendly e.g. smiling while providing services 
	1
	2
	3
	4
	5

	
	Dimension-2 Reliability  
	
	
	
	
	

	10
	The health club will be reliable in providing services to customers �
	1
	2
	3
	4
	5

	11
	Customer service staffs will fulfill your needs and provide you with quality services.
	1
	2
	3
	4
	5

	12
	Staff in the health club will have willing to help when you are request 
	1
	2
	3
	4
	5

	
	Dimension 3: Responsiveness 
	
	
	
	
	

	13
	If you will like to complain about services, staff in charge handle your problems immediately 
	1
	2
	3
	4
	5

	14
	Staff  will be eager to listen and solve problems 
	1
	2
	3
	4
	5

	15
	Staff  will pay attention to your concerns and understand your problems
	1
	2
	3
	4
	5

	16
	Staff  will provide solutions that serve your needs 
	1
	2
	3
	4
	5

	
	Dimension 4: Assurance 
	
	
	
	
	

	17
	Staff will have knowledge , capability and skill in their job responsibilities 
	1
	2
	3
	4
	5

	18
	Staff will be courteous and trustworthy
	1
	2
	3
	4
	5

	19
	Personal trainers will have  always aware of members’ safety while class exercises are being conducted 
	1
	2
	3
	4
	5

	
	Dimension 5: Empathy 
	
	
	
	
	

	20
	Staff  will give you personalized attention while providing services 
	1
	2
	3
	4
	5

	21
	Staff  will have understand customer’s needs and  able to respond appropriately 
	1
	2
	3
	4
	5

	22
	Staff will be able to communicate effectively with members 
	1
	2
	3
	4
	5

	
	Perceptions :   related to customers need                       
	
	
	
	
	

	
	                      Dimension 1. Tangible
	
	
	
	
	

	1
	 The health club provides quality and modern fitness equipment 
	1
	2
	3
	4
	

	2
	The health club is fully equipped with fitness equipment 
	1
	2
	3
	4
	

	3
	The amount of fitness equipment in the club is enough for members. 
	1
	2
	3
	4
	5

	4
	Bathrooms and toilets are clean 
	1
	2
	3
	4
	5

	5
	The number of bathrooms and toilets is enough for members 
	1
	2
	3
	4
	5

	6
	The number of steam bath units and saunas is enough for members 
	1
	2
	3
	4
	5

	7
	 The club provides a variety of class exercises such as aerobics, strength and weight training 
	1
	2
	3
	4
	5

	8
	The health club provides extra services  
	1
	2
	3
	4
	5

	9
	Staff are friendly e.g. smiling while providing services 
	1
	2
	3
	4
	5

	
	                Dimension-2 Reliability  
	
	
	
	
	

	10
	The health club is reliable in providing services to customers �
	1
	2
	3
	4
	5

	11
	Customer service staffs, which fulfill your needs, provide you with quality services.
	1
	2
	3
	4
	5

	12
	Staff in the health club are willing to help when you are request 
	1
	2
	3
	4
	5

	
	             Dimension 3: Responsiveness 
	
	
	
	
	

	13
	If you would like to complain about services, staff in charge handle your problems immediately 
	1
	2
	3
	4
	5

	14
	 Staff are eager to listen and solve problems 
	1
	2
	3
	4
	5

	15
	 Staff pay attention to your concerns and understand your problems
	1
	2
	3
	4
	5

	16
	Staff provide solutions that serve your needs 
	1
	2
	3
	4
	5

	
	             Dimension 4: Assurance 
	
	
	
	
	

	17
	Staff have knowledge , capability and skill in their job responsibilities 
	1
	2
	3
	4
	5

	18
	Staff are courteous and trustworthy
	1
	2
	3
	4
	5

	19
	Personal trainers are always aware of members’ safety while class exercises are being conducted 
	1
	2
	3
	4
	5

	
	           Dimension 5: Empathy 
	
	
	
	
	

	20
	Staff give you personalized attention while providing services 
	1
	2
	3
	4
	5

	21
	Staff understand customer’s needs and are able to respond appropriately 
	1
	2
	3
	4
	5

	22
	Staff are able to communicate effectively with members 
	1
	2
	3
	4
	5


Part III -Questionnaire on the Customers’ Satisfaction of the Service by the health Clubs
1. Very dissatisfied 
2.  Dissatisfied 
3. Neutral 
4.  Satisfied  
5. Very satisfied
	No
	The customer satisfaction on the environment of the health club 

	
	
	
	
	

	1
	 Convenient  location of the health club 
	1
	2
	3
	4
	5

	2
	Comfortable atmosphere within the health club 
	1
	2
	3
	4
	5

	3
	The hygiene of the services delivery classes
	1
	2
	3
	4
	5

	4
	The arrangement of  equipment in the exercise classes
	1
	2
	3
	4
	5

	5
	The cleanliness of dressing room 
	1
	2
	3
	4
	5

	
	       The customer satisfaction of the facilities in the health club		
	
	
	
	
	

	1. 
	Availability of training equipment
	1
	2
	3
	4
	5

	2. 
	Varity of training  equipment
	1
	2
	3
	4
	5

	3. 
	Working conditions of training equipment
	1
	2
	3
	4
	5

	4. 
	The maintenance of equipment
	1
	2
	3
	4
	5

	5. 
	Helpfulness of personal trainers with fitness equipment
	1
	2
	3
	4
	5

	6. 
	Sufficient space within the health club 
	1
	2
	3
	4
	5


	No
	         The customer satisfaction of the service of staffs in the health club
	
	
	
	
	

	1. 
	The professional skill of staff
	1
	2
	3
	4
	5

	2. 
	The professional skill of trainers 
	1
	2
	3
	4
	5

	3. 
	 Involvement of trainers in your fitness program
	1
	2
	3
	4
	5

	4. 
	Safety and security of  the fitness equipment 
	1
	2
	3
	4
	5

	5. 
	 Availability of medical assistance
	1
	2
	3
	4
	5

	6.
	  Helpfulness of personal trainers in terms of your needs and request
	1
	2
	3
	4
	5

	No
	The customer satisfaction value for money regarding the membership fee
	
	
	
	
	

	1
	Monthly fee of  fitness exercises
	1
	2
	3
	4
	5

	2
	Monthly fee of services such as massage, saunas, steam bath
	1
	2
	3
	4
	5

	3
	Price of other services like soft drinking including water and food services.
	1
	2
	3
	4
	5
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SPORT ACADAMY
DEPARTMENT OF SPORT SCIENCE
Interview Questions
                                             Interview Questions for health club managers
The researcher will conduct this research for partial fulfillment of the degree of Master of Science in Sport Science at Bahir Dar University Department of sport management. The purpose of this interview is to obtain the primary and relevant information from you for the study entitled “services delivery and customer satisfaction in health clubs”. Therefore your responses are vital for the success of the study.
I will be asking you questions that are related to services delivery strategies and customer satisfaction.  
· Be confident for your interview
· Please speak loudly for keeping your voice.
· I will have a tape recorder 
· I will take short notes from your interviews

Thanks a lot for your good willingness and cooperation

1. What strategies did implement to satisfy customer needs?
2.  What strategies did you employee to attract the new customers?  
3.   How the customers were being managed in the health club?
4.  Have you got any customer feedback related to services delivery, what kind?
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BAHIRDAR UNIVERSITY
SPORT ACADAMY
DEPARTMENT OF SPORT SCIENCE
Interview Questions
Interview Questions for health club personal trainers
I am conducting research for partial fulfillment of the degree of Master of Science in Sport Science at Bahir Dar University Department of sport management. The purpose of this interview is to obtain the primary and relevant information from you for the study entitled “services delivery and customer satisfaction in health clubs”. Therefore your responses are vital for the success of the study.
I will be asking you questions that are related to services delivery and customer satisfaction.  
· Be confident for your interview
· Please speak loudly for keeping your voice.
· I will have a tape recorder 
· I will take short notes from your interviews


     Thanks a lot for your good willingness and cooperation!

1. How did you deliver services to satisfy customers in the health club?
2. What strategies did you use to handle your customer?
3. What were the responses of customers during training with regard to satisfaction?
4. What are the factors affecting services delivery in health club? 
5. Is that your services delivery process is scientific?  In what ways?
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BAHIRDAR UNIVERSITY
SPORT ACADAMY
DEPARTMENT OF SPORT SCIENCE
Observation Checklists
Date ----------------------------
Name of health club   --------------------------------
1. Not at all
2. poor
      3.  Good
     4.  Very good
	No
	Criteria will be marked during observation on health clubs
	
	
	
	

	1
	The availability of fitness  equipment 
	1
	2
	3
	4

	2
	 The availability diversify class (services)
	1
	2
	3
	4

	3
	Price of services considering the economical status of the customer 
	1
	2
	3
	4

	4
	 The convenient location of health club 
	1
	2
	3
	4

	5
	Sufficient space within the health club
	1
	2
	3
	4

	6
	 The availability of dressing room 
	1
	2
	3
	4

	7
	The cleanliness of shower and toilet
	1
	2
	3
	4








ክፍል አንድ
ባህር ዳር ዩኒቨርሲቲ
የስፖርት ተቋም
ስፖርት ሳይንስ ትምህርት ክፍል
የድህረ ምረቃ ፕሮግራም
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እባክዎ መልስ ከመሰጠትዎ በፊት ከዚህ በታች የተዘረዘሩትን ነጥቦች ያንብቡ፡- 
· ስም መጻፍ አያስፈልግም 
· እባክዎን የተቀመጡትን አማራጮች በትክክል ይምረጡ 
· የ "" ምልክቱን ይጠቀሙ 
· እባክዎ ጥያቄዎችን መልስ ሳይሠጡ እንዳያልፉ 
ለትብብርዎ  ላቅ ያለ ምስጋና አቀርባለሁ!!
በአካል ብቃት ማዕከሉ ደንበኞች የሚሞላ መጠይቅ
  ክፍል አንድ የመላሾች አጠቃላይ ዝርዝር ሁኔታ	
1. ጾታ    ወንድ     ሴት  
2. ዕድሜ  18-24   25-35 36-45  46-55    56-65 65 በላይ
3. የትምህርት ደረጃ 
አንደኛ ደረጃ    ሁለተኛ ደረጃ   ዲፕሎማ    የመጀመሪያ ድግሪ 
 ሁለተኛ ዲግሪ እና ከዚያ በላይ 
4. ከሚከተሉት ውስጥ ከየትኛው የአካል ብቃት ማዕከል አባል ነህ/ሽ? 
ግርማ የአካል ብቃት ማዕከል         ባህር ዳር ጂምናዚየም 
ሆምላንድ የአካል ብቃት ማዕከል YCMA ማዕከል 
ዋሴ ጅምናዚም  IBM ጅምናዚየም     ሳሚ ጅምናዚየም 
5. በአካል ብቃት ማዕከሉ ለመገልገል በሳምንት ስንት ጊዜ ትመጣለህ/ሽ? 
በሳምንት አንዴ     2-3 በሳምንት      3-5 በሳምንት    6-7 በሳምንት 
6. በአካል ብቃት ማዕከሉ ውስጥ ለስፓርታዊ እንቅስቃሴ መስራት የጀመረኸው (ሽው) እንዴት ነው?
ጤናን ለመጠበቅ    አካል ብቃት ለማግኘት     ክብደት ለመቀነስ 
ጡንቻን ለመገንባት   ጭንቀትን ለመቀነስ    ከምርጫዎች ውጭ--------------- 
       ከአገልግሎት አሰጣጥ ጋር የተየያዙ መጠይቆች
እባክዎ ከተጠቀሱት ቁጥሮች 1, 2, 3, 4, 5 ውስጥ ለጥያቄዎች መልስ ይሆናል ያሉትን ቁጥር ይክበቡ፡፡
የተጠቀሱት ቁጥሮች እንደቅደም ተከተላቸው የሚሞሉት 
1. በጣም አልስማማም 
2. አልስማማም 
3. ምንም መልስ አልሠጥም 
4. እስማማለሁ 
5. በጣም እስማማለሁ 
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	በአካል ብቃት ማዕከሉ ውስጥ ችግሮች በሚፈጠሩበት ወቅት የማዕከሉ ሰራተኞች ችግሮችን ለማዳመጥና ለመፍታት ዝግጁ ናቸው 
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	የማዕከሉ ሠራተኞች ችግሮች በሚከሠቱበት ወቅት ትኩረት ሰጥተው፣ ሰራዬ ብለው ችግርዎን ይረዳሉ 
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	አሠልጣኞች ሙያዊ እውቀት ፣ ክህሎት፣ እንዲሁም የስራ ሀላፊነታቸውን በጥሩ ሁኔታ ይወጣሉ 
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	የአካል ብቃት ማዕከሉ ሰራተኞች እምነት የሚጣልባቸውና ትህትናን የተላበሰ ሞያዊ ስነ- ምግባር አላቸው
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	አሠልጣኞ የአካል ብቃት እንቅስቃሴዎችን በሚያሰሩበት ወቅት ሁልጊዜም የደንበኞችን ደህንነት መሰረት ያደረገ ነው፡፡ 
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ክፍል ሶስት ከደንበኞች እርካታ ጋር የተያያዙ መጠይቆች 
1 በጣም አልረካሁም     2. በመጠኑ አልረካሁም     3 ምንም መልስ አልሰጥም
 4 በመጠኑ እረክቻለሁ     5 በጣም እረክቻለሁ 
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ክፍል ሁለት
ባህር ዳር ዩኒቨርሲቲ
የስፖርት ተቋም
የስፖርት ትምህርት ክፍል
ድህረ ምረቃ ፕሮግራም
ቃለ መጠይቅ
ለአካል ብቃት ማዕከሉ ስራ አስኪያጅ የተዘጋጀ መጠይቅ
ቃለ መጠይቅ የሚደረግለት ስራ አስኪያጅ መረጃ
ጾታ ------------------------- 
     የትምህርት ደረጃ --------------- 
     በኃላፊነት ለምን ያህል ጊዜ ሰርተዋል ---------------------------- 
ይህ የሚሰጡት ቃለ መጠይቅ ለሌላ ሶስተኛ ወገን ተላልፎ አይሰጥም፡፡ 
ለትብብርዎ ላቅ ያለ ምስጋና አቀርባለሁ!!!
1. በአካል ብቃት ማዕከሉ ውስጥ ደንበኞችን ለማርካት ምን ምን ስትራቴጅዎችን ይጠቀማሉ? 
2. ደንበኞችን ወደ ማዕከሉ ለመሳብ  የምታደርጉት ጥረት ምን ይመስላል?
3. በአካል ብቃት ማዕከሉ ውስጥ ደንበኞችን እንዴት ይመራሉ ?
4. ስለ አገልግሎት አሰጣጣችሁ ከደንበኞች አስተያየት ትቀበላላችሁ ? የተጠቃሚዎች አስተያየት ምንድን ነው?





ክፍል ሦስት
ባህር ዳር ዩኒቨርሲቲ
የስፖርት ተቋም
የስፖርት ትምህርት ክፍል
ድህረ ምረቃ ፕሮግራም
ቃለ መጠይቅ
ለአካል ብቃት ማዕከሉ አሰልጣኝ የተዘጋጀ መጠይቅ
    ቃለ መጠይቅ የሚደረግለት የአሰልጣኝ መረጃ 
     ጾታ ------------------------- 
     የትምህርት ደረጃ --------------- 
ይህ የሚሰጡት መረጃ ቃለ መጠይቅ ለሌላ ሦስተኛ ወገን ተላልፎ አይሰጥም፡፡ 
       ለትብብርዎ ላቅ ያለ ምስጋና አቀርባለሁ !!! 
1. በአካል ብቃት ማዕከሉ ውስጥ የሚሰጡት አገልግሎት ደንበኞችን አረካሁ ብለዉ ያምናሉ? እንዴት?
2. ደንበኞች ለረጅም ጊዜ በአካል ብቃት ማዕከሉ ተጠቃሚ እንዲሆኑ ምን አይነት እስትራቴጅዎችን ይጠቀማሉ?
3. እንቅስቃሴዎችን በሚያሰሩበት ወቅት ከእርካታ አኳያ የደንበኞች ምላሽ ምን ይመስላል?
4. የአካል ብቃት ማዕከሉ ውስጥ አገልግሎቶቹን ለመስጠት ተጽዕኖ የሚፈጥሩ ነገሮች ምንድን ናቸው?
5. በአካል ብቃት ማዕከሉ የአገልግሎት አሰጣጥ ሂደቱ ሳይንሳዊ ነው? በምን አይነት መንገድ?

ክፍል አራት
ባህር ዳር ዩኒቨርሲቲ
የስፖርት ተቋም
ስፖርት ሳይንስ ትምህርት ክፍል
የድህረ ምረቃ ፕሮግራም
ምልከታ
ምልከታ የሚደረግበት የአካል ብቃት ማዕከል ስም------------------
1/ምንም የለም2/ ዝቅተኛ 3/ ጥሩ   4/ በጣም ጥሩ 
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