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Abstract

The purpose of this research was to study the service marketing strategy model
and the perceived service quality that influencing satisfaction and loyalty of fitness
center users in Ubon Ratchathani Province. This is a quantitative research method. The
sample of the study consisted of 400 fitness center users. Data were collected through
questionnaires. The statistics used were descriptive statistic including frequency
distribution, the percentage of the median, standard deviation, and inferential statistic
including Confirmatory Factor Analysis (CFA) and Structural Equation Model (SEM). The
research results showed that causal structural equation modeling of service marketing
strategy and perceived service quality directly influenced satisfaction and loyalty of
fitness center users in Ubon Ratchathani Province. Service marketing strategy and
perceived service quality indirectly influenced loyalty through satisfaction of fitness
center users. Service marketing strategy model and perceived service quality that
influencing satisfaction and loyalty of fitness users Centers were consistent with empirical
data at a very good level. It was found that the service marketing strategy Service users
give the highest priority to the price factor. service quality perception The highest priority
is knowledge and service skills. Satisfaction is the top priority is the service staff and
loyalty is the highest priority is the confidence in the fitness center. (Statistical value: Chi
square/df=1.16, P-value=0.08699, RMSEA=0.020, GFI=0.96, AGFI=0.94)

Keywords: Service Marketing Strategy, Perceived Service Quality, Satisfaction, Loyalty,

Fitness Center
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duadunismatauazliiniiud Fuyaaing fMunszuaunITUINITLasAIAdeNIINIE M
2) M3FUIAUAIMUTNNT VB Parasuraman, Zeithaml and Berry (1985) Usgnausig dnwaly
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msmdulalduinmsaudeenidamenideliuing 24 $alus vesuslaaluwnnsammuviuns
feluruiteiiigusrasdidieAnunafefifiavsnadomadnaulalduinsaudoandaned
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Aunniian  lunides Téun dadedunisuins msdualunismatn wagnsinauednuue
aMenIn (0.517) Yadaaunisnsedulvldusnis (-0.447 ) Jadeaugunsal uazanuasain
(0.386) Uadmusimuazyuaaing (0.269) Jadesuerfleudiuunna (0.269) uazladeau
AR (-0.136) Auddiu wenanis Kekengam and Krommuang (2021) Anwitladedau
Uszaunsnisaaiadiddentslduimsiiaiuasunadnvesguilaalu lwanianarsnield
anunsainisladn 19 nansiiesgianuuansnsenitlademadnuaeUsssnseansiv
Hadvdru Uszauvnamsmamann glduinsiifieny evdn seldiadesioiiou uazaniunimees
fduImsfimuauuIndng windsfudy Sdulszaumsnsaaalunslduinmsiimuasunn
Anuansnsfiuegeiifedfgnieadafiszdu 0.01 uag 0.05 aENANIINITIATIEINGANTTY
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Figure 1 Components of Hypothesis Variables and Research Conceptual Framework
Source: The Origin of the Conceptual Framework from Lovelock and Wirtz, (2011);
Parasuraman, Zeithaml and Berry (1985); Oliver (1981) wag Schiffman and Kanuk (2010)
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ABANLUNITIY
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(Reliability) Inemaaesld (Try-out) funguiiidnwauradoadstungumogisdnau 30 aulag
1§61 10C 32w Wiy 0.93uaglddniunisnsiaaeudduyssansueatinvesnouuin
(Conbach’s Alpha Coefficient-0t Coefficient) Zsanduszavvesmnudesiu fmueusulsd
Aaudeiiy 80 Fuld Fanuidendsdldmuiimnuaonades .96
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mMsliszsideyauazadafiltlunside Uszneudie adifidemssaun (Descriptive
Statistics) l#A nsuaNLAIANA AderaznsiaAnatsvesteya wazdudsauunasgu
waratfAldaoyuiu (Inferential Statistics) Laun n1s3tAsIgesAUsEna Ul udy
(Confirmatory Factor Analysis: CFA) wagn153tAsIzilutnadunisiaseasng (Structural
Equation Model: SEM)

HANT3ANEA

wan1sAnw wudn luinanagnsnisnainuinig uaznsudnanimuinisnisvinase
Anufisnelawazauinfveadliuinsiinuadunes ludminguasusiil daruaenades
fudeyaldeuszdniiluedned deliffodAgmneadin Tanunaundu AmnuwelvsIzNeRveINs
tuuusiaedluldldd uenaintu amsmvssuudasndrfulddfudoyadiivan Tae
fATUNNAIARATNAGOUANNNANNEY AB Chi square/df=1.16, P-value=0.08699,
RMSEA=0.020, GFI=0.96, AGFI=0.94 Fas1uinausinruiildiinunaly (Diamantopoulos &
Siguaw, 2000) laggidlminauenaniside Tgraradd

HANTIATIZIBVENAVRITLUIANdRase AuinAresldusnsinuadunes
VBINGUAIDES

Table 1 The Results of the Coefficient Analysis of the Latent Variables in the Loyalty of Fitness Center

Users.
Output Variable Service Marketing Strategy Perception of Service Satisfaction
Quality
Independent Variables TE IE DE TE IE DE TE IE DE
Satisfaction 0.25%* - 0.25%* 0.62%* - 0.62%* - - -
(0.05) - (0.05) (0.08) - (0.08) - - -
Royalty 0.17%* 0.07** 0.10%* 0.52%% 0.19%**  0.33**  0.31** - 0.31%*
(0.06) (0.03) (0.05) (0.09) (0.05)  (0.09)  (0.08) - (0.08)
Independent Variables Prd Pric Plac Prom Peop Proc Envi Phys Reli
Validity (R?) 0.58 0.65 0.63 0.56 0.56 0.61 0.61 0.51 0.52
Independent Variables Resp Know Empa
Validity (R?) 0.58 0.61 0.56
Dependent Variables Conv Offi Qual Dura Info Conf Att Inten Repe
Validity (R?) 0.57 0.71 0.67 0.59 0.57 0.81 0.81 0.79 0.68
Variables Mout
Validity (R?) 0.69
Variables SAT LOY
Validity (R?) 0.67 0.47
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Table 1 (Continue)

Output Variable Service Marketing Strategy Perception of Service Satisfaction
Quality
Correlation Matrix of ETA and KSI
Latent variables Satisf  Royalty Service Percepti
action Marketing on of

Strategy Service

Quality
Satisfaction 1
Royalty 0.64 1
Service Marketing 0.71 0.56 1
Strategy
Perception of Service 0.80 0.65 0.74 1
Quality

Source: Calculated from Program
note: the characters in parentheses refer to Standard Error of Mean, DE = Direct Effect, [E=Indirect
Effect, TE=Total Effect

** at a level of statistical significance of .01

NANISNAADUANNADAAADIVDI LULAAANNITIATIASS

Table 2 The Statistics Evaluated the Consistency of the Model with Empirical Data on Service
Marketing Strategy Models and Perceived Service Quality that Influence Fitness Center User

Satisfaction and Loyalty.

Goodness  of Acceptable consistent Statistics

. Consistent value Summary
Fit Index value value
A/ df <2.00 < 5.00 1.16 consistent
GFl 0.955GFI <1 0.90S GFI<0.95 0.96 consistent
AGFI 0.90 SAGFI 1 0.85SAGFIS0.90 0.94 consistent
NFI 095 < NFIS1 0.90SNFI<0.95 0.99 consistent
NNFI 097 SNNFIS1  0.85SNNFIS0.97 1.00 consistent
Critical N 2 200 439.35 consistent
RMSEA 0<RMSEA< 0.05  0.05<RMSEA< 0.08 0.020 consistent

X2:166.51 df=143, P-value=0.08699, RMSEA=0.020, SRMR=0.028 GFI=0.96 AGFI=0.94*p<.05,**p<.01

mMsnadsUANNADnAdevasluinaaunslasiaisuestlateIfuUsvndsHaiondy
Anfveslduinsilauadunes ludminguasysnll lnenmsauauauufgiuiudeya 1
Usednd dafiansananmainvsyiiuaunaunduvestumaiudoyaieUssdng wuii luna
firnuaenndesiudeyadalszdndreldusnsiinuaduneiloeysailiuanuasnadasiy

A1 YZ/df = 1.16 \Julumanasisimunld fe aasfiertiosnduindu 2 uenainil wanns
AR GFI A AGFI TiAminfy 0.96 way 0.94 audeiu Geflandrlnduilasinuinmueii
fAvuali3n msdAININT1 0.90 uaz 0.85 A1 RMSEA=0.020 fidwdnlndmud Fesinuinmsia
fvuadnmstiantesndn 0.05 A1 NFI wag NNFI infu 0.99 wag 1.00 Sssuinmuet wagCritical
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X2=166.51 df=143, P-value=0.08699, RMSEA=0.020, SRMR=0.028 GFI=0.96 AGFI=0.94*p<.05,**p<.01

Figure 2 Service Marketing Strategy Model that affect Fitness Center Customer Loyalty

note: — refers to statistically significant influence curves
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