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ABSTRACT

This study discussed the effect of professional knowledge and service quality of sports center on customer satisfaction. The population

was the users of sports centers, and empirical questionnaire survey was conducted on 187 users in order to verify vari-ous research

hypotheses. This study found that that customer satisfaction is affected by the level of professional knowledge offered at sports

centers, including management of human resources and abilities in sales planning, sports resources planning and managements,

marketing planning and execution, and professional abilities of coaching personnel. Furthermore, customer satisfaction is also

affected by the service quality of sports centers, including core services, relational services, and periphery services. This study was

conducted through users’ perspective, and discussed the importance of professional knowledge and service quality dimensions, in

order to provide suggestions to currently operating sports centers and references for future government operations.
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