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Abstract The aim of this study is to determine the
satisfaction levels of individuals who go to fitness centers.
The model of the survey is a descriptive survey model. The
sample of the study consists of 113 participants who were
chosen by convenience sampling. The involvement of the
participants into the study is based on the volunteerism
principle. A survey form was used as the data-gathering
tool in the study. The survey form consists of matters
intended for personal information and the Sports Facilities
Customer Satisfaction Scale. The data analysis in the study
was conducted by using SPSS 21 package software. In the
data analysis, descriptive statistics such as frequency,
percentage, mean, standard deviation, minimum and
maximum calculations were used. Additionally, in order to
determine the relationship between the personal
information and the sports facilities customer satisfaction,
Mann Whitney U and Kruskal Wallis H tests were
conducted. In the study, it was discovered that the
participants determined the trainers’ attitude to be the most
positive perception while the hygiene was the most
negative perception. In the analysis of the customer
satisfaction in terms of the personal information, it was
determined that females’ trainer perception was lower
compared to men and high school graduate individuals’
atmosphere perception was lower compared to the other
individuals.
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1. Introduction

The fact that individuals’ knowledge regarding a healthy
life developed, and increasing interest aimed towards a
healthy life promoted the importance placed on sports.
Within the scope of a perception of a healthy life,
individuals inclined to utilize their free time with sports
[1,2]. The wish to utilize free time with sports especially
made individuals’ interests of fitness and recreation

activities more intensive. Especially the free time industry
played a major part in this increase of interest. The
industrial demand to include individuals’ free time in the
economy played a large part in the increase of interest
towards sports centers [3,4,5]. Sports centers are
characterized as private or government institutions that are
oriented to provide sports service for individuals at various
branches and every age. In sports centers, individuals can
incline towards the sports branches they wish and can make
use of their time in these places in accordance with the
healthy lifestyle perception [6]. Sports facilities provide
services in various branches and aim to provide individuals
with a way to make use of their time. Today, the interest in
popular sports, such as especially fitness and Pilates, are
rather high. [4,7]. As it is in every business, sports centers
are obliged to keep the customer satisfaction level high.
The expansion in sports industries increased the
competition in sports centers as well. In conjunction with
the increased competition by the high number of sports
centers in the market, sports centers that can ensure
customer satisfaction can continue their existence [7]. One
of the most important criteria for sports centers as service
businesses to adopt has to be customer satisfaction. The
high satisfaction towards sports centers can increase the
demand towards the centers while low satisfaction levels
decrease the demand towards the centers [8,11].The
success and the profitability of sports centers are directly
linked to customer satisfaction. Additionally, it is crucial
for sports centers to analyze the demands and expectations
of the customers and provide services in a way to meet
those demands and expectations. Sports centers’
adjustment of their services in line with the customers’
demands and expectations and providing specialized
services for customers increases the customer satisfaction
[9].

Customers tend to rebuy the products or services they
are satisfied with. Thus, customer satisfaction is one of the
most important matters for businesses [10]. Customers are
satisfied when the purchased product or service meets their
demands and needs. In providing this satisfaction, the
attitude of businesses towards customers gains an
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importance. Especially in service businesses, providing
services in parallel with the customer demands gains
significance in providing customer satisfaction [11].

The increase in the perception of individuals in making
use of their free time and behavior of a health life form
causes the sports industry to expand continuously. The
expansion in sports industry makes the completion among
sports centers more intense. Customer satisfaction plays a
significant role in sports centers’ continuation of their
existence under these competitive conditions.

2. Method

2.1. Research Model

The research model adopted is a descriptive survey
model.

2.2. Population and Sampling

The population of the study consists of individuals who
actively go to 12 sports centers in the city of Elazig. The
sample of the study consists of 113 participants who were
chosen by the convenience sampling method. The
involvement of the participants in the study is based on the
volunteerism principle. Based on the principle of
volunteerism, only a questionnaire form was conducted
with the participants.

2.3. Data-Gathering Tool

In the study, a survey form was used as the
data-gathering tool. The survey form consists of matters
intended for personal information and the Sports Facilities
Customer Satisfaction Scale.

The Sports Facilities Customer Satisfaction Scale was
obtained from the measurement development study
conducted by Yiudirim (2017) [12] (Appendix-1). The
scale consists of 8 sub-dimensions. The validity and
reliability study of the scale was conducted by [12]. In this
study, the Cronbach Alpha Coefficients were determined to
be 0.712 for “Trainer Attitude” sub-dimension, 0.805 for
“Support Staff Attitude” sub-dimension, 0.768 for
“Personal and Social Development” sub-dimension, 0.723
for “Hygiene” sub-dimension, 0.795 for “Canteen Services”
sub-dimension,  0.811  for  “Program  Support”
sub-dimension, 0.803 for “Atmosphere” sub-dimension
and 0.753 for “Suitability/Comfort” sub-dimension.

2.4. Data Analysis

In the study, the data analysis was conducted by using
the SPSS 21 package software. In the data analysis,
descriptive statistics such as frequency, percentage, mean,
standard deviation, minimum and maximum calculations
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were used. Additionally, in order to determine the
relationship between the personal information and the
sports facilities customer satisfaction, Mann Whitney U
and Kruskal Wallis H tests were conducted. While
choosing these tests, Kolmogorov Smirnov test was made
use of. It was determined that none of the sub-dimensions
provides a normality assumption and non-parametric tests,
Mann Whitney U and Kruskal Wallis H tests, were
conducted. Mann-Whitney U test is used for determining
the differences between two samples and its significance is
determined according to the “Z Normal Distribution”
statistics. Kruskal Wallis H test is used for determining the
difference between three or more samples, and the “X?”
distribution is utilized.

3. Findings
Table 1. Findings Regarding Personal Information
Frequency %
Gender
Male 55 48.7
Female 58 51.3
Age
20 years old and 33 292
below
21-30 years old 58 51.3
31-40 years old 15 133
41 years old and above 7 6.2
Marital Status
Married 23 20.4
Single 82 72.6
Divorced 4 3.5
Widowed 4 3.5
Education Level
Primary School 5 44
Secondary School 7 6.2
High School 15 13.3
University 79 69.9
Postgraduate 7 6.2
Regular Exercise
3 months and below 63 55.8
4-11 months 24 21.2
1-2 years 17 15.0
3-5 years 5 4.4
S years above 4 35

It was determined that 51.3% of the participants were
females, 51.3% were between 21-30 years old, 72.6% were
single, 69.9% were university graduates and 55.8% were
exercising regularly for 3 months and below.
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Table 2. Findings Regarding the Sports Centers Customer Satisfaction Scale
N Minimum  Maximum Mean Std. Deviation K-SZ P
Trainer Attitude 108 7.00 27.00 3.46 4.89 2.303 0.000
Support Staff Attitude 107 4.00 15.00 342 3.04 2.373 0.000
Personal and Social Development 108 4.00 28.00 3.30 343 2.154 0.000
Hygiene 108 4.00 19.00 3.14 347 1.992 0.001
Canteen Services 105 4.00 19.00 3.19 3.25 1.651 0.009
Program Support 105 3.00 14.00 341 227 2.449 0.000
Atmosphere 108 4.00 20.00 3.21 3.52 2.088 0.000
Suitability/Comfort 112 2.00 10.00 3.15 2.03 2.661 0.000
Table 3. Sports Centers Customer Satisfaction according to Personal Information
Mean + Std. Deviation
Trainer Support PCI'SOl’li.ll and . Canteen Program Suitability/
Attitude St.aff Social Hygiene Services Support Atmosphere Comfort
Attitude Development
Gender
Male 11.49+5.29 6.38+3.39 6.36+2.78 7.18+3.63  7.53+3.67 4.77+2.25  7.07£3.70 3.68+2.06
Female 10.01+4.46 6.24+2.70 7.21+3.92 7.56+3.32 6.90+2.78 4.76+2.31  7.20+3.37 3.72+2.03
z 2.015 0.406 1.423 1.244 0.638 0.003 0.511 0.021
p 0.044 0.687 0.155 0.214 0.524 0.997 0.609 0.983
Age
e odand 0870481 6214276 6374273 734331 7968350 4932212 7095360 3514210
21-30 years old 10.88+5.11 6.62+3.36 7.10+2.93 7.69+3.72 6.94+2.83 4.87+2.49  7.63+3.69 3.75+1.88
31-40 years old 10.21+4.79 5.61+2.29 5.73+2.31 7.00+£3.35  7.00+4.22 453195  5.80+3.09 3.80+2.27
41 years old 10.14+4.56  5.85+3.18  9.00£833  550+137 6.28+2.87 3.85t1.86  6.28+1.88  4.00+2.76
and above
X? 0.519 2.025 5.115 2.017 4.099 2.210 4.733 0.729
p 0.915 0.567 0.164 0.569 0.251 0.530 0.192 0.866
Marital Status
Married 11.45+5.62 6.05+3.23 5.90+1.79 7.33+3.27  7.86+4.55 4.33+2.22  7.22+3.81 4.13+£2.41
Single 10.56+4.62 6.36+3.04 6.80+2.81 7.39+3.58  7.05+2.77 4.71+£2.03  7.19+£3.49 3.64+1.93
Divorced 14.00+8.48 9.33+1.52 16.00£12.0 8.66+3.78  9.00+5.65 8.33+5.50  7.33£3.51 3.66+2.88
Widowed 10.25+6.50 5.25+2.50 5.00+£2.00 6.25+3.20  6.75+2.98 4.50+1.73  6.25+3.86 3.00+1.41
X? 1.738 6.024 4.8333 1.836 0.311 2.619 1.020 1.133
P 0.629 0.110 0.184 0.607 0.958 0.454 0.796 0.769
Education Level
Primary School 9.60+5.81 5.00+2.23 5.00+1.73 5.60+3.04  5.80+3.03 3.60+1.34  6.60+3.57 2.60+1.34
Secondary School ~ 10.50+5.00 7.50+2.58 8.14+8.80 6.85£1.67  7.33+4.92 4.16+1.94  7.16£1.47 3.57+2.87
High School 12.21+£5.19 6.57+3.20 7.28+3.14 8.40+4.32  9.00+4.29 5.78+3.55  3.20+4.50 4.33£1.91
University 10.55+4.75 6.21£2.96 6.77+2.80 7.34+3.49  6.83+2.71 4.64+1.96  7.05+3.36 3.62+1.94
Postgraduate 11.00+5.97 7.16+£4.70 6.00+£2.52 7.33+2.65  8.28+3.77 542+2.69  6.57+2.82 4.14£2.79
X? 3.714 4.636 5.427 4314 5.232 3.439 9.635 5.861
p 0.446 0.327 0.246 0.365 0.264 0.487 0.047 0.210
Regular Exercise
3 months or below  10.78+4.95 6.20+2.96 6.62+3.75 7.57£3.63  7.03%3.17 4.65+2.22  7.2443.76 3.75+2.12
4-11 months 10.47+4.20 6.17+2.53 8.00+5.20 6.70+2.83  7.04+2.28 5.18+2.42  6.83+2.51 3.50+.64
1-2 years 11.00+5.19 6.63+3.69 6.33+2.34 6.81£2.44  7.54+496 4.45+1.96  6.91£3.05 3.91+2.39
3-5 years 11.40+7.23 6.60+4.72 6.75+2.87 7.00+3.36  8.40+4.39 5.00+2.82  6.75+3.40 4.40+3.20
5 years above 12.33+7.57 8.66+5.03 8.25+5.31 13.66£6.11  7.50+0.70  5.75+2.36  11.66+6.5 3.50+.73
X? 0.106 1.261 1.782 4.773 1.408 4.009 2.142 0.299
p 0.999 0.868 0.776 0.331 0.843 0.405 0.710 0.990
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In the analysis of the Sports Centers Customer
Satisfaction Scale, it was observed that the mean values
were above 3. This indicates that participants are generally
satisfied with the sports facility. Additionally, the highest
mean value is of trainer approach with 3.46 while the
lowest mean value is of hygiene with 3.14. The most
positive perception of the participants towards the sports
facility is the trainer approach while the most negative one
is hygiene.

In the analysis of the findings regarding the Sports
Centers Customer Satisfaction Scale, it was determined
that no sub-dimension provided the normality assumption
(p<0.05) and it was decided to make use of non-parametric
tests, Mann Whitney U and Kruskal Wallis H tests.

In the analysis of the customer satisfaction according to
the personal information, it was determined that there were
statistically significant differences in the perception of
trainers according to gender and in the perception of
atmosphere according to education level (p<0.05). The
trainer perceptions of females (10.01+4.46) were lower
than the trainer perceptions of males (11.49+5.29). The
atmosphere perceptions of individuals who are high school
graduates (3.20+£4.50) are lower compared to the other
individuals.

4. Conclusions

The differentiation in individuals’ perception of making
use of their free time and the sports industries’ fill of this
significant gap in free time consideration increased the
demand for sports centers. Today, a number of sports
centers are in service and competition conditions are rather
intense. In the sports centers’ continuation of their
existence in these competitive conditions, customer
satisfaction is assessed as a significant factor.

In this study, sports centers’ customer satisfaction was
investigated. In the study, it was determined that the most
positive perception of participants was trainer attitude
while the most negative one was hygiene. The state of
hygiene in sports facilities affects participants’ satisfaction
levels negatively. In the analysis of the customer
satisfaction according to personal information, it was
determined that the trainer attitude perceptions of females
were lower compared to those of males and the atmosphere
perceptions of individuals who are high school graduates
were lower compared to other individuals.

The suggestions within the framework of the study are as
the following:

*  Providing the required hygienic conditions in
sports centers will affect customer satisfaction
positively.

*  General and personal hygiene conditions should be
paid attention.

e Atmosphere is of importance in sports centers.
Designing sports centers according to the target
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population will be vital in terms of the customer
satisfaction.

Coaches’ attitudes were evaluated to be important
for customers. Thus, having specialist and educated
coaches in their fields is an important factor in
terms of customer satisfaction.

This study was conducted only with customers. In
further studies, coaches’ satisfaction states could be
investigated and compared.

This study was conducted by using only the
quantitative data analysis technique. Further
studies could conduct interviews, making use of the
qualitative data analysis techniques, and deeper
analyses could be conducted.
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