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ABSTRACT
The main purpose of this study for health and fitness club members in service quality of the impact of enduring involvement, using
questionnaire for data collection by using convenient sampling method, for members of Evergreen health and fitness club in
Taichung city. Total sample is 375 data and collected 320 valid data; response valid rate was 85.3%, after statistical analysis results
are as follows: (1)Evergreen health and fitness club membership men are more than women; the largest age group is 21-30 years old ;
the largest education level group is high school (including below); the largest occupations group is students; the largest marital status
group is unmarried; the largest month income group is from 10,001-30,000 per person. (2)The largest mem-bership years group is
below 1 year; the largest membership category group is long-term member; the largest exercise frequency group is > 2 time per
week; the largest exercise time group is 3-4 hours. (3)Member satisfaction level with the quality of service is high, good "service
attitude" from the staff is the most satisfaction; en-during involvement level is medium high, "self expression" and "centralized" of the
enduring involvement level is most high. (4)The difference of club members with dif-ferent backgrounds in the service quality and
enduring involvement shows no signifi-cant difference. (5)" Service attitude", " sports equipment program", "convenience", "price
promotion™ and "image atmosphere" of club service quality can significantly predict enduring involvement level of member, "service
attitude™ and "price promo-tion" has most predict power.
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