A Research on the Professional Knowledge of Fitness Clubs’  Personal Trainers and
Customer Satisfaction and Loyalty

goougon

E-mail: 9503949@mail.dyu.edu.tw

ABSTRACT
The purpose of this study was to determine whether personal trainers’ professional competency has any positive influence on
customers’ level of satisfaction and loyalty to the fitness club. The subjects of this study were those members who have personal
trainers in the World Gym Fitness Center and California Fitness Center. 400 surveys were provided and 347 were valid. The data
was analyzed by LISERAL 8.20, the results indicated: Personal trainers’ professional competency had a positive effect on
customers’  satisfaction; there was a positive relationship between customers’  satisfaction and loyalty; Base on the results of this
study, personal trainers’ professional competency has an indirect relation with customers’ loyalty to the fitness club. The
researcher suggests that an excellent attitude would provide customer a more favorable experience and satisfaction, and resulting in a
higher satisfaction to the club service. In addition club’ s reputation and evaluation would also improve greatly alone with customer
" s loyalty. Therefore, the proprietors of fitness clubs should not only focus on their short-term profits, but also focus on improving
personal trainers’ professional competency and provide high- quality service to their customers. By doing this, the customers would
have a better impression and nave a higher loyalty to the fitness club. Thus the proprietors would be able to obtain the profit from
the perpetual operation.
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