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ABSTRACT
In recent years, customers’  consumption styles have been changing drastically. Customers know how to protect their rights; as a
result, companies need to be more diverse to meet customers’ needs. Take fitness clubs as an example, their main marketing
strategy is to build a friendly and interactive relationship with customers. The main purpose of the study was to understand how
service and relationship quality affected customer’ s satisfaction level and behavior intention with regards to which fitness clubs they
selected. Customers from four fitness clubs in Taichung served as subjects in this survey. A total of 350 questionnaires were retrieved
and the data was processed by a Structural Equation Model. The result indicated that the service relationship, relationship quality
and customer’ s satisfaction level all had positively influenced behavioral intention. The overall model fit within the acceptable
range.
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