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Study on the Relation between Servicescape recognized by Sports Center,
Customer Satisfaction, Customer Trust, and Customer’ s Intention to Reenroll
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Abstract

The purpose of this study was to find out the relation between servicescape recognized by
sports center and customer satisfaction, customer trust and customer’s intention to reenroll. For
the subject of this study, we selected 363 persons among customers who used 5 sports centers
located at ‘B’ Metropolitan city & ‘K’ do (prefecture) through the Convenient Sampling Method.
For the analysis, we used SPSS 18.0 Statistics Package as a research tool and have carried out
Factor Analysis, Reliability Analysis, Co-relation Analysis, Frequency Analysis, and Regression
Analysis. The results were as follows: First, the servicescape has a positive effect on the
customer satisfaction. Second, the customer satisfaction has a positive effect on the customer
trust. Third, the customer satisfaction has a positive effect on the customer’s intention to

re—enroll. Fourth, the customer trust has a positive effect on the customer’s intention to reenroll.
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