
Advances in Environmental Biology, 8(10) June 2014, Pages: 1488-1493 

 

AENSI Journals  

Advances in Environmental Biology 
ISSN-1995-0756      EISSN-1998-1066  

   

Journal home page: http://www.aensiweb.com/AEB/ 

 

 

Corresponding Author: Gholam Reza Esmaeili, Department of Physical Education and Sport Science, Central Tehran 

           Branch, Islamic Azad University, Tehran, Iran.  

           Tel: 98 912 641 96 56;  E-mail: gholamreza.esm@gmail.com 

Effects of Core Product Quality on Customer Satisfaction Time, Identification and 
Service Quality 
 

Farshad Tojari, Mohamad Reza Esmaeili, Gholam Reza Esmaeili 
 
Department of Physical Education and Sport Science, Central Tehran Branch, Islamic Azad University, Tehran, Iran 

 
A R T I C L E  I N F O   A B S T R A C T  

Article history: 

Received 3 April  2014 

Received in revised form 25 July 2014 

Accepted 20 September 2014 

Available online 5 October 2014 
 

Keywords: 

Team identification, consumer 
satisfaction, core product 

 Present study aimed the evaluation effect of core product quality on customer 

satisfaction, time identification and service quality in the framework of implementation 

Team customer satisfaction model. Customer satisfaction was defined as a post-choice, 

cognitive judgment connected to a particular purchase decision. Causal research design, 

fieldwork data collection, and descriptive and inferential (structural equation 
modeling)statistical method were applied for current study. Sampling executed based 

on optimum participant needed for structural equation modeling (567 spectators after 

drops). Results showed that relationships between core product quality and customer 
satisfaction, team identification, of both the sports cape and service staff were 

significant. Also the relationships between team identification with of both the sports 

cape, service staff  ،customer satisfaction were statistically significant but this 
relationship was inverse. The overall results of this study revealed the TCSM was not 

an appropriate model football premier league in the Islamic Republic of Iran. 
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INTRODUCTION 

 

 Often customer satisfaction is described as the link between perceived quality and post-purchase 

evaluations and decisions [6]. Customer satisfaction has been found to exhibit strong influence on intent to re-

purchase and overall customer retention and firms often use customer satisfaction as a primary measure of 

product and/or service performance. For example, anindividualwho attends a sporting event will evaluate the 

quality of the experience during, and after, the game. If the individualperceives the sporting event hasprovided a 

high quality experience, he/she will leave the game a satisfied customer. Furthermore, the individualwill make 

future entertainment purchase decisions based on the outcome of this experience. Likewise, if the individualdoes 

not feel as though theentertainment experience was of high quality, the personwill leave the game dissatisfied. 

This dissatisfaction will also shape the individual’sfuture entertainment purchase decisions [1,22]. Marketing 

theory has long recognized that customer satisfaction provides the foundation for high customer retention rates. 

Anderson, Fornell, and Lehman (1994)showed that there is strong economic benefit to a firm that is able to 

maintain high levels of customer satisfaction and customer retention rates[1,12]. The concepts of quality and 

performance have been identified as determinants of satisfaction. In product-based industries, the primary 

determinant is product quality[8].For service-based firms, consumer perceptions of quality become the primary 

indicator of satisfaction [6].The spectator sport industry represents a unique combination of both products and 

services. Empirical evidence Shows that customer satisfaction in the sport industryis driven by consumer 

perceptions of service quality[2]. As an industry with obvious service components, spectator sport organizations 

must strive to be perceived by consumers as providing high quality services to ensure a long-term financial 

success that is, at least somewhat, insulated from team success or failure. However, spectator sport also includes 

tangible physical components. Consumer perceptions of these tangible goods also contribute to overall customer 

satisfaction [15]. Furthermore, the core sport product is the actual event that occurs on the playing surface, and 

itis an uncontrollable variable that creates unique challenges for sport marketers [10]. As a result, sport 

marketing researchers have sharply focused on understanding the influence controllable variables, like service 

qualityand performance, have on customer satisfaction.The experiential nature of customer satisfaction makes it 

a construct that is unique to each individual consumer and thus difficult to quantify for one large consumer 

group. Customer satisfaction,or dissatisfaction,outcomes are based on subjective perceptions of quality rather 
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than objective organizational quality standards [7, 15]. This means that organizations must work to fully 

understand a variety of different types of consumers of their products and services to ensure a high level of 

perceived quality among those diverse groups. Numerous researchers argue that service quality has an important 

relationship with customer satisfaction [3,5,7].As mentioned, empirical evidence shows that customer 

satisfaction has a strong, positive relationship with re-purchase intentions [15]. A fan’s loyalty to her/his favorite 

sport team may not be influenced by frequency of purchase at all. Many team sport fans are influenced by 

significant others in their lives [12]. This influence can develop loyalty without any direct consumption 

experience. This loyalty is often expressed by a deep personal commitment and emotional involvement with a 

team that insulates the consumer from the effects of poor core product quality or team performance. This 

particular expression of consumer attitudeis referred to as team identification [5,17].While both team 

identification and core product quality might influence the relationship between perceptions of quality and 

satisfaction, it is stillimportant to understand the quality of the various service encounters as the consumer 

moves through the sportscape.It is still likely that as an industry with service-based components, spectator-sport 

consumers will be influenced by service quality. As a result of the importance of customer satisfaction, service 

quality, consumer loyalty, core product quality, and team identification a rich body of literature has emerged 

studying each of these constructs. However, little research exists that examines the uniquemediating role that 

core product quality and team identification play in influencing perceptions of service quality and satisfaction. 

While studies suggests that team identification is linked to consumer motivations, no research exists that 

addresses team identification and core product quality as influential constructs in both service quality and 

customer satisfaction evaluations. It is important to continue to view team identification in this light as it is a 

highly valuable segmentation strategy and it has a meaningful relationship with consumer intention to re-

purchase; however, research is needed to better understand the relationships between team identification, core 

product quality, service quality, and customer satisfaction. The general lack of emphasis on the influence core 

product quality has in spectator-sport settings represents a critical gap in the literature. This study is intended to 

answer the question .What is the Effects of Core Product Quality on Customer Satisfaction, Time Identification 

and Service Quality in spectators premier league football? Amodelis presented based onanalyzing the responses. 

So based on the Clinton.j. Wareen Model [11] and studies on the factors affecting the consumersport, pre-

identified modelis presented.This study hypothesized theoretical model proposed by fitting the data through a 

structural equation modelistested. 

 

 
 

Fig. 1: Given theoretical model to estimate the effect offactors on team customer satisfaction. 

 

MATERIALS AND METHODS 

 

 The statistical population of interest for this study was fans over 16 years old in football premier league in 

The Islamic Republic of Iran. According to optimum number of participant needed for surveying in structural 

equation modeling method [13], (5 to 10 participants for each research variable), theresearches of present study 

determined that 600 spectators should take part in this investigation; But after data gathering revealed that some 

of questionnaires were not completely filled and, also, few participants recognized ineligible for study, so, the 

real sample number reduced to 567 participants. Researchers used causal research design and field dada 

gathering through 5 Questionnaire that the participants voluntarily completed it.The scales used in measuring 

each construct are as follows: customer satisfaction wasmeasured using a 3-item scale defined by Oliver (1980) 

[15].Greenwell, et al. [7] found the instrument to be internally consistent with Cronbach’s alpha coefficient of 

0.90[7].Scale has been used by Oliver and Swan (1989), Westbrook and Oliver in traditional business research, 

and Madrigal, Warren in sport consumer research[5,9,15]. As such, it is suggested to be a reliable scale for 

measuring customer satisfaction.Core Product Consumer perceptions of the core product weremeasured using 

Zhang, et al.’s scale [24]. This scale was alsoused by Greenwell, et al. (2002),Warren(2011),and was found to 

beinternally consistent with a Cronbach’s alpha coefficientof0.80[5].This scale exhibits strong validity due to its 

ability to measure core product qualityin accordance with the definition of core product used in this study.Team 

IdentificationTeam identification wasmeasured usingthe Trail, et al. [16]. it has been tested, and shown internal 

consistency, in numerous research studies  [5,16]. Service EnvironmentConsumer perceptions of the sport 

service environment weremeasured using Wakefield, Blogett, and Sloan’s sportscape instrument[18].Greenwell, 
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et al. found the subscales they used to have internal consistency with Cronbach’s alpha coefficient of 

0.91[7].Service Staff This study used Howat, et al.’s four-item scale to measure consumer perceptions of service 

staff. Greenwell, et al. also used this scale to measure consumer perceptions of service staff as a predictor of 

customer satisfaction, and with a Cronbach’s alpha coefficient of 0.92, found the scale to be internally consistent 

[7].This study will use structural equation modeling to conduct a confirmatory factor analysis (CFA) that 

attempts to fit TCSM to of data. Additionally, Pearson correlation coefficients and descriptive statistics analyzed 

to further understand the implications of this study. As such, this study will examine the root mean square of 

approximation (RMSEA),the non-normed fit index (NNFI),the comparative fit index (CFI), the goodness of fit 

index (GFI), the standardized root-mean squared residual (SRMR),and the Chi-Square (χ2) statistic .Reliability 

was assessed by examining Cronbach’s alpha coefficients and average variance extracted (AVE)for model test. 

 

RESULTS AND DISCUSSION 

 

 Characteristics of samples are presented in Table 1. The frequency of participants inhad been 16 to 25 years 

old (67/2 0/0). The most frequent education levelwereunder Diploma(30/7 0/0), the most frequent marital status 

were single(73/5 0/0) and The most frequent job status were student(59/3 0/0).differences.  

 
Table 1: Age. 

Age Marital status 

Groups Frequency Percentage Groups Frequency Percentage 

16-25 381 67/2 Single 417 73/5 

26-35 150 26/5 Married 141 24/9 

36 - … 33 5/8    

Job Education 

Groups Frequency Percentage Groups Frequency Percentage 

Free 117 20/6 Under diploma 208 6/9 

Employed 72 12/7 Diploma 198 14/3 

Unemployed 39 6/9 Higher diploma 96 16/9 

Student 336 59/3 BSc 40 30/7 

   MSc and more 19 30/2 
 

 Table 2.shows the overall grand means for each theoretical construct represented in the TCSM. 

 Team Identification (M=5.77),Customer Satisfaction (M=5.49) and Core Product Quality(5.25) had the 

highest mean scores, and the lowest mean of all latent variables was Staff Quality(M= 3.59) in the model. 
 

Table 2: Latent Variable Grand Means. 

variable Team 
Identification 

Customer 
Satisfaction 

Core 
Product 

Quality 

Facility 
Aesthetics 

Scoreboard 
Quality 

Space 
Allocation 

Directional 
Signage 

Seating 
Comfort 

Facility 
Layout 

Directional 
Signage 

Staff 

Quality 

Mean 5/77 5/49 5/25 4/54 4/31 4/14 4/.5 4/.4 3/99 3/59 
 

 Table 3.provides a detailed explanationof Assessment of main variables.The majority of respondents (82%) 

reported high levels of team identification, (78.3%) reported high levels of Core Product Quality and(63.5%) 

reported high levels of Customer Satisfaction, A complete summary of these results can be found in table 2. 

 
Table 3: Quality Assessment of main variable. 

Score Core Product Quality Team Identification Customer Satisfaction 

 Frequency 0/0 Frequency 0/0 Frequency 0/0 

Low(Less than 2/3) 9 6/1 30 5/3 33 5/8 
Moderate (Between 2/3 and 4/7) 114 1/20 72 12/7 174 30/7 

High(more than 4/7) 447 78/3 465 0/82 360 63/5 

 

Instrument Validity: 

 Table 4.shows the fit statistics for the model testX 
2
/df ratio(2.27) was appropriate ,The RMSEA (0.96), and 

the NNFI (0.71) and CFI (0.979) also  moderate level. Furthermore, the GFI(.64) , AGFI(.59) and PGFI(.56), 

X
2
, df were poor. These results indicate that the model was not a fit to the data collected at the football premier 

league   in THE ISLAMIC REPUBLIC OF IRAN.As a result of this failure to fit the model to the data, all other 

statistical results must be interpreted with a significant level of caution, and the failure to fit the TCSM to the 

data creates significant threats to validity the reliability of the scales utilized was strong(see Table 4.12). 

 Cronbach’s alpha coefficients and AVE were used to assess the reliability of the ten sub-scales used in this 

study. All of the Cronbach’salpha coefficients were above the acceptable 0.70 level, Sothesituationisfavorable 

also the factor loading values except for question 4 are more than ./7 thus can be said each question have highly 

correlated with relevant factors. 
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 To test hypotheses 1, 2, and 3,path coefficients for each of the hypothesized relationships with core product 

qualityin the CFA were analyzed for sample. To test hypotheses 4,5,path coefficients for each of the 

hypothesized relationships with team identification in the CFA were analyzed for sample. Table 4.13also 

includes the standard error (SE) and statistical significance for each latent variable relationship in the CFA 

.Additionally, Pearson correlation coefficients were calculated for each of the relationships of interest to further 

examine the impact core product quality may have on customer satisfaction, team identification, and service 

quality.Since the overall model was a poor fit to each set ofdata, the following results of the hypothesis tests 

should be interpreted with caution. 

 
Table 4: Sample Fit Indices for the TCSM. 

Fit Statistics Value Indication of Fit 

X2 1963 Poor 

Df 721 Poor 

X2/df ratio 2.72 FIT 

GFI .64 Poor 

AGFI .59 Poor 
PGFI .56 Poor 
NFI .71 Moderate 
RFI .69 Moderate 
CFI .979 Moderate 

 
Table 5: instrumentalReliability. 

Variables a t-value 

Factor loading 

Variables a t-value 

Factor loading 

Customer Satisfaction ./92  Scoreboard ./83  

Item 1  ./95 Item 23  ./80 

Item 2  ./96 Item 24  ./84 

Item 3  ./88 Item 25  ./85 

Core Product Quality ./88  Item 26  ./77 

Item 4  ./67 Comfort ./87  

Item 5  ./74 Item 27  ./86 

Item 6  ./77 Item 28  ./89 

Item 7  ./81 Item 29  ./86 

Item 8  ./82 Item 30  ./81 

Item 9  /.84 Lay out ./89  

Item 10  ./70 Item 31  ./82 

Team ID ./96  Item 32  ./89 

Item 11  ./95 Item 33  ./86 

Item 12  ./96 Item 34  ./92 

Item 13  ./95 Signage ./87  

Item 14  ./89 Item  35  ./94 

Space Allocation ./85  Item 36  ./94 

Item 15  ./81 Staff Quality ./89  

Item 16  ./83 Item 37  ./82 

Item 17  ./86 Item 38  ./83 

Item 18  ./81 Item 39  ./92 

Aesthetics ./82  Item 40  ./91 

Item 19  ./74    

Item 20  ./80    

Item 21  ./84    

Item 22  ./84    

 

Hypothesis 1: 

 It was hypothesized that individuals that rate the quality of the core product higher will report higher levels 

of overall customer satisfaction.The path coefficient for the relationship between core product quality and 

customer satisfaction in the model test was relatively small (β= 11.497) and statistically significant (p< 

.01).Additionally, the Pearson correlation coefficient was 0.58 According to Cohen (1988), this represents a 

large correlation between the two constructs.  

 Hypothesis 2states that individuals that rate the quality of the core product higher will report higher levels 

of team identification .The path coefficient (β= 1.66) and statistically significant (p< .001).Additionally, the 

Pearson correlation coefficient was 0.64. According to Cohen (1988), this represents a large correlation between 

the two constructs.  

 

Hypothesis 3: 

  It is also hypothesized that individuals that rate the quality of the core product higher will perceive higher 

levels service quality. This particular hypothesis addresses both perceptions of service staff performance and 

sportscape quality .test, the relationship between core product quality and 
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Layout(5.06),Staff(4.62),Space,(3.53),Aest(3.42),Score(3.42),Signs(5.16),comfort(4.59) was statistically 

significant (p< .001)but the correlation coefficient between core product quality and space(.32),Aest (.28), Scorb 

(.26),comfort(.20) all had medium correlations with core product quality and the correlation coefficient between 

core product quality and Layout(.11) ,Staff(.07)all had poor and no significant. 

 

 

Hypothesis 4: 

 States that individuals that report higher levels of team identification will report higher levels service 

quality. The path coefficient Layout (-2.86),Staff(-2.59), space(-1.76),Aest(-1.71),Scorb(-1.85),Signs(-2/90), 

Comfort(-2.54) were statistically significant but Allcoefficients indicate a negative rationshipe and the Pearson 

correlation Between team identification and Space(.29), Aest(.25)were  moderate,also and the Pearson 

correlation Between team identification and Scorb(.12), Comfort(.08), Layout(.02),Signs(.05),staff(.05) were 

poor and no significant. 

 

Hypothesis 5: 

 States that individuals that report higher levels of team identification will report higher levels of overall 

customer satisfaction. The path coefficient (β= -6.11) and statistically significant (p< .003).Additionally, the 

Pearson correlation coefficient the was .41.), this represents a relativelystrong correlation between the two 

constructs.  

 
Table 6: Latent Variable Relationship. 
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-1.76** -1.71** -1.85** -2.89** -2.54** -1.43** -0.42** -0.476 -1.207* -0.81* -0.82 -1/838 

SE 0.447 0.443 0.448 0.61 0.556 0.464 0.164 .349 0.593 0.367 0.447 ./961 

* Indicate Statistical significance (p<./05) 

** Indicate Statistical significance(p<./01) 

 

Conclusion: 

 Result of research showed that relationships between core product quality and customer satisfaction  ،team 

identification, of both the sportscape and service staff were significant. Also the relationships between team 

identification with of both the sportscape, service staff, customer satisfaction were statistically significant but 

this relationships were inverse. The overall results of this study revealed the TCSM was not an appropriate 

model football premier league in inthe Islamic Republic of Iran. However the hypothesized relationships in the 

model were support and the results of this study provide a number of theoretical, managerial, andfuture research 

implications but ،these results should be interpreted with caution due to the model’s overall lack of fit to the data 

in each sample. 
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