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Abstract The purpose of this study was to examine the relationship among customer orientation, customer
satisfaction, customer trust and loyalty of fitness center. The subjects were sport center customer and 250 data were
collected and 237 of them were chosen as for final data analysis. Data processing was done for frequency analysis
using SPSS 22.0, confirmatory factor analysis, correlation analysis and structural equation mode analysis using
AMOS 22.0. Based on the above study method and procedures and the result are as follows. First, customer
orientation had a positive effect on customer satisfaction. Second, customer orientation had a positive effect on
customer trust. Third, customer satisfaction and customer trust had a positive effect on loyalty.
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Fig. 1. Research model

expertise

*ecr=customer-centric
thinking
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Table 1. personal characteristics

division N ratio(%)

gender male 110 46.4%
female 127 53.6%

employee VAl 30%

Self-employed 55 23.2%
' housewife 82 34.6%

job university student 17 7.2%

efc. 10 4.2%

unemployed 2 0.8%

average age 35
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Table 2. Confirmatory Factor Analysis and reliability

Construct Measuring items Factor loading varible AVE CR
expertise—1 775 282
) expertise-2 739 201
expertise - 689 .898
expertise-3 761 231
expertise-4 632 247
motivation—1 .786 240
customer —
) , motivation—2 773 292
orientation motivation 680 .89
motivation-3 764 317
motivation—4 821 315
cer-1 .682 212
customer—-centric
thinking cer-2 .865 227 738 .893
ccr-3 .823 232
customer satisfaction—1 742 190
customer satisfaction-2 714 321
C“,Stfom,er — 634 838
satisfaction customer satisfaction-3 635 3%
relationship customer satisfaction—4 782 332
quality customer trust-1 804 243
customer trust-2 .831 227
customer 21 911
trust customer trust-3 831 261
customer trust-4 704 247
loyalty-1 .860 162
loyalty-2 726 216
loyalty 754 .924
loyalty-3 782 281
loyalty-4 .833 179
X2=438.141(p<.001), df=185, x2/df=2.368, CFI=.907, GFI=923, TLII=911, RMR=.059, RMSEA=.52

2.3 A=A

o] ATellM= g Zdiﬂ T F 1EYolHE 3%
a4 @AY B4 shtka ¢
skl HE BTH-E FEEEOR AL &
stk AA,  RIEEA(Frequency  analysis)

0& &8sl 24& Al =

SPSSWIN Ver 22.0
A, &4 QA4 (Confirmatory Factor Analysis)Z}

T2 A B854 (Structural equation model) 742}
AMOS 2205 Z-E3te] 245 AAsklTh

2.4 B1gA 7}
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Table 3. Correlations Analysis

factors 1 2 3 4 5 6
expertise 1
motivation 285xxx 1
customer—centric thinking 232xxx 319xxx 1
customer satisfaction 372w 350 ABG 1
customer trust 367 Al xen .508xxx A4 B 1
loyalty .35Gwsx 373w 367+ 4120 563w 1
wep< 001
Table 4. Hypothesis verification
H path Estimate SE. t-value p
H1-1 expertise — customer satisfaction .261 .079 3.949 000
H1-2 motivation —  customer satisfaction 216 .091 2412 013
H1-3 ccr —  customer satisfaction 175 .062 2,621 004
H2-1 expertise — customer trust 335 077 4138 000
H2-2 motivation —  customer trust AT .079 5.821 .000
H2-3 ccr —  customer trust 520 110 4.737 .000
H3 customer satisfaction — loyalty 578 .069 5.305 000
H4 customer trust — loyalty 407 .083 3.240 000
X2=498.141(p<.001), df=204, x2/df=2.441, CFI=.897, GFI=.915, TLII=.902, RMR=.061, RMSEA=.59
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