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Abstract This study aims to grope for the factors that can influence consumer when they evaluate sports
centers' service multilaterally in order to draw strategic operation methods for sports centers. This article
examines the relationship among sports centers' service guarantee, service quality, service value, customer
satisfaction, and customer loyalty. This study selects 2 sports centers located in Seoul and then conducts a
survey to 200 members of the sports centers. The data collected go through frequency analysis, reliability
analysis, and exploratory factor analysis with SPSS 16.0, and also AMOS 18.0 is utilized to perform
confirmatory factor analysis and hypothesis verification. According to the study result First, service guarantee
affects service quality positively while it does not affect customer loyalty. Second, service quality affects service
value positively. Third, service value affects customer satisfaction and customer loyalty positively. Therefore this
study has verified the marketing effectiveness of service guarantee in sports centers, so it can be said that the
study has drawn practical operation methods.
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(Table 1) Construct of Questionnaire

Variable Item

Service |Easy to get refund at the service dissatisfaction

Guarantee |Execution about the service guarantee

Convenience of the major and auxiliary facilities

Servi - - -
Qir;ifs Smooth operation of the entire services
General superiority of the service quality
L The sport center’s service in more valuable
Service . .
than the money I spent
Value

The sport center’s service is valuable to be used

Customer |General satisfaction with the service
Satisfaction |Satisfied with the use of the sport center

Positive word of mouth about the sport center

Customer

Loyalty Constant use of the sport center

Recommended the sport center to others
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(Table 2) Results of Reliability and Exploratory
Factor Analysis

i Factor Eigen | Cronbach’
Variable Item Loading Value a
service Gl 837
guarantee &2 714 1733 0.796

. Q1 772
Si;ﬁfe Q2 786 23% | 0812
e @3 763
service V1 724 .
value V2 823 1.329 0.748
customer S1 713 -
satisfaction | 52 5 | 4| 0B

. Ll 726
CIlloS Zi?er L2 701 2177 0.837

W [

(Table 3) Results of Confirmatory Factor Analysis

Standard
Variable Item Factor CR. AVE
Loading
service Gl 0.758 10.155
guarantee G2 0.880 - 067
_ Ql 0717 | 9033
i Q@ 0814 | 10239 | 0507
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