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Abstract - The objectives of this research are to study the levels of antecedents and the customer loyalty of the Sports 
Science Centers, Institute of Physical Education in Thailand and develop and verify the congruence of path model causal 
influence of the customer loyalty of the Sports Science Centers, Institute of Physical Education, in Thailand with the 
apparent data and find that nowadays people in various countries exercise more and businesses relating to exercising all 
grow rapidly with many people using the exercise services increasingly.  The causes may come from the attitudes of the 
people in the society who see that building is better than repairing, stresses in daily life, high cost of hospital bills, many 
fearful diseases or as people live longer they have to live with high quality and be self-sufficient.  These causes have 
attractive power for people to increase the care for their health continuously.  Methods of exercising are varied depending on 
the objectives, suitability and preference of that particular person.  Exercises that are good for the body should be correct in 
principle. The Sports Science Centers are units under the Institute of Physical Education and are important in convincing 
people to participate in the activities.  The exercise centre business market is a high growth market in Thailand but the 
service quality and paying attention to customer are the important factors that make sports science centers grow sustainably 
with people using the services continuously and do not change to use the services of other service providers. This research 
analysis unit is the customers of Sports Science Centers under the Institute of Physical Education in Thailand total 28 centers 
using a sample group of 500 persons.  On the basis of literature reviews relating to perceived value, service quality, 
customer’s satisfaction towards trust and customer loyalty of Sports Sciences Centers, Institute of Physical Education in 
Thailand.  This is a mixed-methods research using a questionnaire as the research tool and the data will be analyzed for 
descriptive statistics of percentage, means, standard deviations and referral statistics to analyze for causal relationship 
affecting customer loyalty of the Sports Science Centers, Institute of Physical Education in Thailand. 
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I. INTRODUCTION 
 
At present, many businesses related to health and 
exercises go up such as mega clubs, multi-sports 
centers, fitness centers and niche clubs responding to 
the needs to exercise of the increased consumers and 
have the increasing continuous competitive trend 
(Jirapa Puengbanggruay, 2008).  The growth of 
exercise center business satisfies the needs to exercise 
of people working in cities.  Though the using of 
exercise center services has the system of 
membership application and membership fee 
collections, the variety of exercising facilities for the 
service users helps the exercise center to have 
advantage.  Because of this, it makes exercise center 
businesses have the highest growth rate and since the 
continuous competition, this makes the related 
business operators concerning exercise centers 
develop and improve all the time to be in accord with 
the way of life and can respond to the changing needs 
of the consumers efficiently and effectively above 
and beyond the competitors (Bongkotchagorn and 
Boontawan, 2015).  
Sports Science Centers: Institute of Physical 
Education is a governmental educational institute 
under the Ministry of Tourism and Sports.  There are 
28 campuses in Thailand and open to build up 
physical capacities, test physical capacities, health 

promotion, facility services and exercising 
equipment, exercising expert advice including other 
services such as sauna, health and sports massages.  
At present the exercise center businesses are very 
competitive, and in 2015 had the expected market 
value of 4,000 million baht. Now the exercise 
business center competition is very high as it can be 
seen from the expansion of exercise center business 
that is well-accepted with increasing business 
investors both from domestic and foreign countries 
and makes Thailand’s exercise center both big and 
small numbers more than 480 places and providing 
services to more than 200,000 persons countrywide 
(Simon Flint, 2014).  The competitions are in the 
forms of facility improvement, additions of more 
modern exercising equipment or activities and 
pricing.  The most important aspects are in the safety, 
cleanliness and quality of the service personnel that 
are related to the customer’s satisfaction and may 
affect the bottom line of business operations and 
long-term competitiveness.  So to make Sports 
Science Centers have better quality administration 
and management with effectiveness and efficiency 
that will increase incomes, have abilities in providing 
services and make the Institute of Physical Education 
famous.  When considering customer loyalty to the 
services which is one important target of the business, 
if the merchandise or services of the business can 
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respond to the customer’s needs, that will build 
customer loyalty for the organization.  Building 
customer loyalty nowadays as customers have more 
varied needs among the very high business 
competition cannot be too easy but not too difficult 
nor impossible (Dennapa Mungsoongnern, 2014).   
In the future, completion for customers will increase 
dramatically because needs of the customers become 
much more varied and complex.  This is the cause 
that makes the author interested to study the 
antecedent factors in building customer loyalty for 
the Sports Science Centers, Institute of Physical 
Education to be used as the guidelines in the 
development and improvement of the marketing 
strategy and building customer satisfaction more 
efficiently and can respond to the needs of the 
customers and keep suitable customer’s relationship 
including strategies related to customer loyalty.  
 
II. RESEARCH OBJECTIVE 
 
1. To study the levels of antecedents and customer 
loyalty of Sports Science Centers, Institute of 
Physical Education. 
2. Develop and verity the congruence of antecedent 
model affecting customer loyalty of Sports Science 
Centers, Institute of Physical Education with apparent 
data.  
 
III. SCOPE OF RESEARCH 
 
This research is a mixed-methods research and uses 
the Sports Science Centers, Institute of Physical 
Education as the analysis unit with the 4 sides of 
research scope as follows:   
1. Scope of Contents 
Emphasize the significance of the levels of 
antecedents and customer loyalty of Sports Science 
Centers, Institute of Physical Education in 
Thailand.         
2. Scope of  Sample 
Customers of Sports Science Centers, Institute of 
Physical Education in Thailand purposively selected 
from the population totaled 500 persons. 
3. Scope  of Area 
Study by sending questionnaires to Sports Science 
Centers, Institute of Physical Education in Thailand 
totaled 28 campuses. 
4. Scope of Time 
This study has a time limit of one year commencing 
from October 2017 to September 2018.  
 
IV. LITERATURE REVIEW 
 
Context of Sports Science Centers 
Sports Sciences Centers, Institute of Physical 
Education are under the Ministry of Tourism and 
Sports.  They open to provide physical capacities 
promotion services.  They are centers that have 
important roles in bringing sports science principles 

to use in exercising to build up physical capacities 
and playing sports systematically, promote and 
develop physical education, health, recreation and 
health science for athletes of sports schools and 
Institute of Physical Education including general 
pupils, students, youth and people (Sports Science 
Centers, Institute of Physical Education 
Lampang,2013) that agree with the 10th National 
Economic and Social Development (2007-2011) that 
was the strategy for Thailand human and society to 
the society of wisdom and learning.  In promoting 
healthcare for Thai people to be healthy both body 
and mind, have social relationship and live in livable 
environment, stressing the holistic health 
development, emphasizing preventive healthcare, 
physical and mental recovery and the strategy of 
creating and promoting good governance in 
administering the country, stressing the creation of 
sustainable justice in the society, emphasizing the 
development of efficiency and worth in work 
operations by  adjusting structural roles and mechanic 
in the administration of government and state 
enterprises to be efficient, modern, reducing control 
and think mainly of the needs of the people (Office of 
National Economic and Social Development 
Commission, 2007) 
 
Relating Research Variables 
In this research, the author extracted concerned 
variables from the reviews of related theories, ideas 
and literature and could identify 5 main variables: 1) 
customer’s perceived value 2) service quality 3) 
customer satisfaction 4) trust and 5) loyalty 
respectively.  
1. Customer’s Perceived Value; CPV 
CPV means all benefits that the customer receives 
from the consumption of merchandise  or service on 
the basis of the perception of what is received and 
paid. The perception of received benefits is the 
important part of the term of perceived value 
(Zeithaml, 1988) while the market value does not 
cover only the quality and price but also cover the 
emotional, social and environmental perceived values 
(Sheth, Newman & Gross, 1991) which is the 
perception of the untouchable perceived values.  The 
examples of the touchable perceived values consist of 
comfort, convenience, quality and price.  The 
untouchable of perceived values also consist of fame 
and feelings (Bhat & Reddy, 1998) as the perceived 
values can be divided into 2 parts: the first part is the 
received benefits covering the economic and social 
and related parts while the other part is the loss which 
consists of price, time, effort, risk and comfort 
&convenience.  However the essential basic factors 
of perceived value is the quality of service which is 
the part that can make the difference and create 
competitive advantage and difficult to be imitated by 
the competitors (Roig, Garcia, tena & Monzonis, 
2006).  However though the customer may have 
received excellent quality service, but if the customer 
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feels the paid price is too expensive, the customer 
may evaluate low perceived value.  The good 
perceived value merchandise and service is not 
necessarily cheap. If the said merchandise and service 
can make the customer feel worth the paid price it 
does not matter whether the price is high or low. 
2. Service Quality 
Under the current of globalization, service providing 
business operations should emphasize quality in the 
service above and beyond customer’s expectations 
that is to say the ability to create good feelings and 
impressions  above and beyond the needs of the 
customer not only make the customer feel only  
normal with the service or not impressed and bring 
about bad feelings that should not happen no matter 
what.  If the customer is not satisfied, it must be 
resolved immediately like the study of Gronroos 
(1982, 1990) , Smith and Houston (1982);  Zeithaml 
et al., (1988) that explained and gave the operative 
definition of service quality similarly and concluded 
that service quality is the difference between 
expectation and perception.  
Service quality is the important issue the present day 
businesses reckon as the first priority especially in the 
service business operations where the growth rate 
expands quickly.  Quality services given to the 
customer are counted as the very important factor 
affecting the organization by influencing satisfaction, 
behavioral intention of the service receiver, loyalty, 
Word of Mouth (Andaleeb, 2001), influencing the 
business operations both profit and market shares 
(Parasuraman, Zeithaml, and Berry (1985).  Creation 
of good quality service for the service receiver also 
makes the organization able to create firm 
differentiate and competitive advantage more over the 
organization that has continuous quality service 
development also creates sustainable good results in 
the competitive advantage (Gronroos, 1990; Pakdil 
and Harwood, 2005). 
3. Customer Satisfaction 
The definitions of satisfaction according to the Royal 
Society Dictionary are as heart’s desire, like and 
appropriate while Oliver (1980) gave the definition of 
satisfaction as the result of comparison between 
expectation and the perception of merchandise and 
service and satisfaction occurs after the customer 
evaluates the merchandise and service after the 
customer has received the service though satisfaction 
has been supposed before the service quality.  
However the studies in various industries by Cronin 
Jr. & Taylor (1992) found the quality of service as 
one factor that made customer satisfied. Kotler (1997) 
presented that the result of comparison between 
expectation and product result consisted of 3 cases.  
In the first case, if the product result was lower than 
expectation, the customer would feel dissatisfied.  In 
the second case, if the result of product was as 
expected, the customer would feel satisfied and the 
last case, if the product result was better than 
expected, the customer would feel impressed or very 

satisfied. Measuring satisfaction is the measuring of 
the overall reaction both in thinking and feeling the 
customer has towards regular service received.  The 
evaluation of satisfaction is the way leading to 
maintaining the customer base which is the important 
target of  businesses (Jones & Sasser Jr., 1995). 
4. Trust 
Trust is the belief one person has for a second person 
that he or she will be honest to the first person or will 
not harm or take advantage of the first person.  It is 
the basic factor that shows the relationship between 
the two persons that creates good feelings towards 
each other, cooperates sincerely and creates loyalty.  
Trust consists of two factors: Trusting Belief and 
Trusting Intention before leading to behaviors of the 
service receiver.  1) Trusting Belief  as a person 
shows trust in other persons or situations, it must 
have the following factors: 1.1 Competence means 
one person having the ability to do the thing other 
persons want successfully. 1.2 Benevolence means 
one person pays attention to good living. 1.3) 
Integrity means a person who has the intention to do 
as agreed by telling the truth and keeping the given 
promise.  2) Trusting Intention is as the person has 
trusting belief  in any other person or situation and 
happy to follow if advised by that person or decides 
to do something by using the information from that 
situation (McKnight et al. 2002). 
5. Customer Loyalty 
When satisfaction is the evaluation of service to the 
customer after receiving the service king hat covers 
the thinking and emotional factors.  The said 
satisfaction will create loyalty which will become a 
commitment and intention of the customer to buy 
merchandise and service repeatedly from the previous 
service provider (Chitty, et al., 2007) While the 
marketer suggests that loyalty occurs when the 
customer receives services from the same service 
provider more than one time and the customer’s 
satisfaction will increase along with the frequency of 
the said service receiving (Hennig-Thurau, Lange & 
Hansen, 2001).  When the customer has a good 
satisfaction, it will affect customer loyalty and the 
intention for future repeat buying (Abdullah, 
AlNasser & Husain, 2000).  So loyalty is the 
customer’s in-dept commitment that will support or 
eqbuy the merchandise and service repeatedly and 
continuously though the situation may change or 
marketing tactics may affect behavioral changes but 
loyalty will create repeat buying of the same brand or 
group of brands and becomes a relationship 
continuously into the future with the service provider.  
 
V.  METHODOLOGY AND MODEL 
 
This study is a mixed-methods research that divided it 
into 2 types namely:  
1. The quantitative research that had the steps as 
followed:  questionnaire development, questionnaire 
distribution, descriptive statistical analysis  according 
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to the Structural Equation Model : SEM using PLS 
Graph program and conclusion and discussion 
including additional recommendations from the 
close-ended questionnaire then using the results of 
qualitative research to compare with the results of the 
quantitative research to see similarities or differences 
2. The qualitative research used a semi-structure in-
depth interview constructed according to literature 
reviews to cover the researches in perceived value, 
service quality, customer’s satisfactionม trust and 
loyalty.  The author checked the completeness of the 
data by the triangulation method (Denzin, 1978) as 
the last step. Using the results from the Structural 
Equation Model analysis in the discussion, 
conclusion and additional recommendations from the 
research.  
 
From reviews of related literature, the  research 
conceptual frame work and hypothesis  

 
Figure 1:  The Conceptual Frame Work 

 
The research hypothesis were consisted as the 
following details. 
H1: Perceived Value has a direct influence over 
Trust.  
H2: Service Quality has a direct influence over Trust. 
H3: Customer Satisfaction has a direct influence over 
Trust. 
H4:  Perceived Value has a direct influence over 
Customer Loyalty. 
H5: Customer  Satisfaction has a direct influence over 
Customer Loyalty. 
H6: Trust has a direct influence over Customer 
Loyalty.  
 
SUMMARY AND CONCLUSIONS  
 
Exercise centers in Thailand start from the increased 
interest to healthcare of Thai people coupled with the 
increased incomes, these make exercise center 
become one business that is well-received. It becomes 
another choice for exercising with suitability in 
accord with the changing form of living of the people.  
This helps the continuous expansion of this business.  
However the competition of exercise centers will 
increased dramatically and that causes the Sports 
Science Centers, Institute of Physical Education to 

increase the competitive strategy including the 
service quality and attention to the customer while 
using the exercise services that will make the service 
users have satisfaction and trust which also are the 
important factors that make the Sports Science 
Centers grow sustainably having the people using the 
services continuously without changing to use the 
services of other service providers or stopping using 
the services then using other alternative forms of 
exercise. 
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