
Advances in Environmental Biology, 8(10) June 2014, Pages: 1663-1670 

 

AENSI Journals 

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

 

Journal home page: http://www.aensiweb.com/aeb.html 

 
 

Corresponding Author: Alireza karnam, Department of sport management, Ayatollah Amoli Branch, Islamic Azad 

University, Amol, Iran. 

Explanation of “service quality-satisfaction-loyalty” process model in  Private and 

Public Indoor Pools in Alborz Province 

 
1
Alireza karnam, 

2
Ali Mohammad Safania, 

3
Mohammad Reza Boroumand (PhD), 

4
Abbas 

Khodayari(PhD)
 

 
1,2Department of sport management, Ayatollah Amoli Branch, Islamic Azad University, Amol, Iran. 
3Assistant professor, faculty of physical Education and sport sciences, Shahid Beheshti University, Tehran, Iran. 
4Department of Physical Education and Sport Sciences, Karaj Branch, Islamic Azad University, Karaj, Iran. 

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

Article history: 

Received 15 April 2014 
Received in revised form 22 May 

2014 

Accepted 25 May 2014 
Available online 15 June 2014 

 

Keywords: 
service quality, satisfaction, loyalty, 

pool, Alborz province 

 

 Purpose: Identifying and predicting customers’ demands is a necessary issue for 

production and service providing organization to achieve competitive advantage and 
market sectioning. Customer is regarded as the key factor for fortifying, incoming and 

survival of organizations. Orientation of all goals, strategies and resources resides in 

attraction and retention of the customers. The purpose of the present study was to 
describe the model of “service quality- satisfaction- loyalty” process in private and 

public indoor pools of Alborz province. Methodology: considering the goal, the present 

study is an applied investigation; regarding methodology, it is a descriptive-correlation 
study; and concerning data collection trend, it is a field study conducted by means of 

questionnaire. Statistical population includes all customers of forty private and public 

indoor pools in Alborz province, among whom 357 individuals were selected as sample 
based on sample size estimation (Cochran formula). Data were collected using standard 

questionnaires of service quality and satisfaction (Liu, 2008) and customers’ loyalty 

(Alan, 1990). Validity of the questionnaires was confirmed by ten sport management 
professors and the reliability was calculated using Cronbach’s alpha coefficient as 0.91 

for service quality, 0.92 for satisfaction and 0.82 for loyalty. Data were analyzed by 

Kolmogorov-Smirnov test, Pearson correlation coefficient, multiple regression and 
conformational factor analysis. Results: results obtained in this study indicated that 

there is a positive and significant relationship between service quality and customers’ 

loyalty and satisfaction. Among various components of service quality, trust had the 

highest influence on customers’ satisfaction and willing to attend; while empathy and 

tangibility had the lowest impact on customers’ satisfaction and willing to attend. 
Among satisfaction components, satisfaction of equipment had the highest and 

satisfaction of comfort had the lowest influence on customers’ willing to attend. Results 

of conformational factor analysis showed that the model had a good and acceptable 
fitness.Conclusion: based on the results, both service quality and satisfaction have 

increasing influence on loyalty (customers’ willing to attend). In general, all the 

relationships among the studied variables are significant and the model proposed in this 
investigation is an appropriate model which is in good agreement with empirical data. 
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INTRODUCTION 

 

Today, identifying and predicting customers’ demands is a necessary issue for production and service 

providing organization to achieve competitive advantage and market sectioning. Customer is regarded as the key 

factor for fortifying, incoming and survival of organizations. Orientation of all goals, strategies and resources 

resides in attraction and retention of the customers. Moreover, commercial and strategic policies are currently 

concentrated on retention and enhancement of customers’ loyalty and trust to the organization. The main causes 

of such an overwhelming change are increased awareness and public information about favorable consequences 

of customers’ loyalty and satisfaction [10]. In modern era, efficiency and effectiveness of organizational 

processes is a major issue. Scientific researches should find an answer to this question as how effectiveness of 

organizational processes can be enhanced. Scholars believe that a solution for increasing the effectiveness of an 

organization is to promote service quality whose goal is to supply customers’ demands and expectations. As a 

pioneer of comprehensive quality management movement, Deming regard the quality as equal to customers’ 
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satisfaction. Keillor et al [8] defined service quality as: “continuous attention of the organization to supplying 

customers’ demands and requests”. Redoprp maintained that when customers are satisfied with products or 

services, they find out that some employees are eager to help and it is probable that the organization benefits 

from long term interaction with the customers [2].  

At present, sport plays critical role in human health, healthy recreation, creating healthy relationships 

among the society and preventing social vice and infidelity especially among the youth. Regarding competitive 

nature of sport industry and general acceptance of sport centers, it is necessary for these centers to equip 

themselves with modern equipment to supply their customers’ demands and promote their loyalty level to 

maximum of optimized efficiency. Loyalty is an important issue in sport industry. Richard Oliver defined 

loyalty as retaining deep commitment to continuous repurchase of the product or service in future. Since 

protection of properties is a sign of good management, in service providing organizations such as clubs and 

pools, customers are regarded as property, because the customers who receive your service, provide benefit for 

you and are indeed a source of benefits. As a result, management of a club or pool should attract more 

customers and retain them and lose fewer customers [5]. Chandon et al expressed that enhancement of business 

in service providing organizations results from the interaction between satisfaction and loyalty meaning that 

satisfaction makes the customer eager to repurchase the product or the service. So the sport organization that 

identify and supply customers’ demands more quickly, will be the winner in competition. Therefore, loyalty of 

customers is more important than customer attraction in sport organizations. In this regard, identifying the 

factors that have the highest influence on customers’ loyalty in sport clubs is of great importance.  

Sanderland found out that the rate of customers’ satisfaction increase is not equal to increase in loyalty. It 

denotes that the relationship between customer satisfaction and loyalty is not linear. Satisfaction only explains 

37% of loyalty. He believed that it is possible that satisfaction be achieved but it may not result in loyalty [3]. 

Pedragosa and Coria [9] investigated customers’ satisfaction from three viewpoints including expectations, 

equipment and customers’ loyalty. Investigating attitudes of 463 customers of fitness and health clubs in Lisbon 

(Portugal), the authors concluded that satisfaction is a variable that has significant relationship with customers’ 

expectations and club equipment and also plays critical role in determining customers’ loyalty to the club.  

In a study entitled “competitive advantages in health and fitness industry, customers’ eagerness to support 

services”, Voolf maintained that customers pay attention to support services and are more eager to services that 

offer various physiological and psychological profiles. Therefore, club owners can achieve and retain 

competitive advantage in marketplace and make themselves different from the competitors by considering 

customers’ requests and providing such services. Investigating customers’ loyalty in sport service industry, 

Seyyed Javadin et al., [6] showed that customers’ accurate understanding about service quality in sport results in 

their satisfaction and consequently in their loyalty. Chin Lio [7] conducted an investigation entitled 

“investigating service quality, customers’ satisfaction and loyalty in Taiwan swimming pool” and concluded 

that there is significant difference between service quality and customers’ age, monthly salary, education level 

and membership history. Moreover it was revealed that satisfaction is stronger than service quality in predicting 

customers’ loyalty.  

Investigating the relationship between satisfaction and loyalty among customers of Tehran football schools, 

Rahmati Asl et al, [4] found out that there is significant and positive relationship between satisfaction and 

loyalty among customers; among satisfaction variables, personnel was the strongest predictor for customers 

loyalty in football schools.  Behlkeh et al [1] investigated the factors relating to satisfaction of customers of 

indoor pools and found out that sanitary and safety of pool, appropriate human relations and social behavior, 

suitable facilities and equipment, and employing experienced and committed managers and coaches play critical 

role in attraction of customers in private pools. 

Since customers’ satisfaction and making them loyal to organization and identifying factors influencing 

their loyalty are of great importance, the results of the present study can propose applied and fundamental 

strategies for related organizations, sport managers and clubs. According to abovementioned considerations, the 

goal of this investigation was to find an answer to the question if there is a relationship between service quality 

and satisfaction with customers’ loyalty in private and public indoor pools. 

 

Methodology: 

Considering the goal, the present study is an applied investigation; regarding methodology, it is a 

descriptive-correlation study; and concerning data collection trend, it is a field study in which data were 

collected by means of questionnaire. Statistical population included customers of private and public indoor 

pools of Alborz province. According to statistics of Sport and Youth office of Alborz, there are 40 pools in this 

province among which 10 pools were selected in this investigation using Cochran formula through multi-step 

cluster sampling procedure in the form of composite randomized sampling including stratified (private and 

public) cluster (regions) samples. The questionnaires were distributed among 384 persons and 357 

questionnaires were completely answered and returned. Data were collected using standard questionnaire of 

service quality with 21 items and five dimensions including tangibility, accountability, trust, confidence and 
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empathy; and Liu satisfaction questionnaire with 20 items and five dimensions including club appearance, 

personnel, facilities, extension and equipment; Alan loyalty questionnaire with Likert five point scale 

(completely disagree= 1 to completely agree=5) was also applied. Cronbach’s alpha coefficient was used to 

evaluate reliability of the measuring tool (scales). To confirm validity of items, after a three-step method 

including translating to Persian, re-translating to English and re-translating to Persian, the primary questionnaire 

was tested among a population of 45 persons to resolve the possible defects of the questionnaire such as 

ambiguity, improper order of questions, extra length of the questionnaire, etc. moreover, the experts were asked 

to comment in front of the items about any defect they observe. After collecting the questionnaires and 

investigating experts’ comments, information bank was formed for 45 questionnaires and reliability of the 

indices was measured. Furthermore, items and questions were reviewed by professors and experts and the 

primary questionnaire was finalized after correction and amendment of the items. Data were analyzed in two 

descriptive and inferential levels using SPSS18 software. For descriptive analysis, percentages and frequency 

was calculated and for investigating the relationship among the variables in inferential level, after Kolmogorov-

Smirnov test, Pearson correlation coefficient test and standard multiple regression method and first order 

conformational factor analysis was performed using Lisrel software. 

 

Results: 

 

Demographic properties of the investigation samples are presented in table (1).  

 
Table 1: Demographic properties of the sample 

Variables  Groups  Frequency  Frequency percentage 

Gender  
Male  235 65.8 

Female  122 34.2 

Age  

Under 20 37 1.4 

Between 21-30 224 62.7 

Between 31 to 40 51 14.3 

Above 41 45 12.6 

Education  level 

Under diploma 15 4.2 

Diploma  82 23.0 

Associates degree 67 18.8 

Bachelor 151 42.3 

MSc and higher 42 11.8 

Times of going to pool per week 

Once  56 15.7 

Twice 130 36.4 

Thrice 87 24.4 

Four times 19 5.3 

5 times 23 6.3 

Six times or more 42 11.3 

Motivation to go to pool 

Championship 116 32.5 

Physical fitness 149 41.7 

Weight control 186 52.1 

Fitness 231 64.7 

Health 300 84.0 

Relationship with 

others 
263 73.4 

  

Multiple regression method was also used for prediction of independent variable. Results presented in 

tables 2, 3 and 4 indicated that there is positive and significant relationship between the components of service 

quality and satisfaction and loyalty and also between components of satisfaction and loyalty.  

 
Table 2: Matrix of correlation between components of service quality and satisfaction 

Sub-criteria Tangibility Trust 
Accoun
tability 

Confide
nce 

Empath
y 

Appear
ance 

Personn
el 

Facilitie
s 

Extensi
on 

Equipme
nt 

Tangibility 1          

Trust **0.690 1         

Accountabi
lity 

**629.0  **688.0 1        

Confidence **604.0 **679.0 **724.0 1       

Empathy **366.0 **398.0 **374.0 **430.0  1      

Appearance **657.0 **639.0 **641.0 **698.0 **412.0 1     

Personnel **562.0 **598.0 **645.0 **758.0 **445.0 **683.0 1    

Facilities **570.0 **598.0 **579.0 **623.0 **423.0 **630.0 **572.0 1   

Extension **513.0 **531.0 **533.0 **509.0 **266.0 **514.0 **494.0 **620.0 1  

Equipment **613.0 **582.0 **618.0 **676.0 **384.0 **671.0 **631.0 **642.0 **623.0 1 
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 Table 3: Matrix of correlation between components of service quality and loyalty 

Variable tangibility Trust Accountability Confidence Empathy Attitudinal  behavioral  

tangibility 1       

Trust **690.0 1      

Accountability **629.0 **688.0 1     

Confidence **604.0 **679.0 **724.0 1    

Empathy **366.0 **398.0 **374.0 **430.0 1   

Attitudinal **533.0 **576.0 **585.0 **652.0 **415.0 1  

behavioral **486.0 **492.0 **510.0 **531.0 **439.0 **651.0 1 

 

Table 4: Matrix of correlation between components of satisfaction and loyalty 

Variable Appearance Supervisors Facilities extension Equipment Attitudinal loyalty 

Appearance 1       

Supervisors **683.0 1      

Facilities **630.0 **572.0 1     

extension **514.0 **494.0 **620.0 1    

Equipment **671.0 **631.0 **642.0 **623.0 1   

Attitudinal **676.0 **661.0 **615.0 **571.0 **696.0 1  

loyalty **621.0 **611.0 **592.0 **615.0 **569.0 **642.0 1 

 

 The values of R2, adjusted R2, modified F value and significance level suggest significance of the 

regression model; meaning that independent variable has significant influence on dependent variable.  
 

Table 5: Total parameters of regression analysis of independent variables against customers’ loyalty 

Model 
Correlation 
coefficient (r) 

2R  
R2adj Durbin Watson F Significance level 

The first 675.0 456.0 454.0 89.1 403.291 001.0 

The 

second 

726.0 527.0 525.0 497.193 000.0 

 

Results of regression for predicting independent variables using dependent variables are presented in tables 

6, 7 and 8. Independent variables can be predicted using information of dependent variables. 
 

Table 6: Statistical parameters, value and orientation of each component of service quality on satisfaction 

Statistical index 
model 

Regression coefficients Standard deviation Standardized Beta t 
Significance 
level 

Constant value 808.12 133 . 2 - 006.6 000.0 

Tangibility 004.1 172.0 235.0 848.5 000.0 

Trust 394.0 163.0 107.0 411.2 016.0 

Accountability 775.0 202.0 169.0 842.3 000.0 

Confidence 998.1 21.0 415.0 462.9 000.0 

Empathy 241.0 075.0 099.0 187.3 002.0 

 

Table 7: Statistical parameters, value and orientation of each component of service quality on loyalty 

Statistical index 

model 

Regression 

coefficients 

Standard 

deviation 
Standardized Beta t Significance level 

Constant value 5.712 110.1 - 135.5 000.0 

Tangibility 169.0 089.0 106.0 886.1 050.0 

Trust 164.0 085.0 120.0 922.1 045.0 

Accountability 2190. 105.0 129.0 089.2 037.0 

Confidence 641.0 110.0 359.0 829.5 0000. 

Empathy 114.0 039.0 126.0 900.2 002.0 

 
Table 8: Statistical parameters, value and orientation of each component of satisfaction on loyalty 

Statistical index 

model 
Regression coefficients 

Standard 

deviation 
Standardized Beta t Significance level 

Constant value 507.2 037.1 - 418.2 016.0 

appearance 402.0 099.0 213.0 0604. 0.000 

personnel 316.0 068.0 227.0 4.622 0.000 

facilities 182.0 086.0 106.0 2.122 0.035 

extension 244.0 097.0 116.0 2.519 0.012 

Equipment  292.0 057.0 269.0 0.081 0.000 

 

Based on the issues presented in theoretical framework section and conclusion about existing variables 

status, the final model of the investigation is proposed as follows. The model indicates the relationships among 

the variables and its accuracy is verified by empirical data.  
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Fig. 1: Conceptual model of the investigation 

 

As can be seen from figure 2 and table 10, all components of service quality had significant influence on 

satisfaction. Effect of satisfaction on customers’ loyalty is also significant. Based on Lisrel output presented in 

the above table, x
2
.df value is 2.81; x2.df value lower than 3 suggests suitable fitness of the model. Moreover, 

root of estimation mean error squares should be below 0.08, the value of this parameter in the proposed model 

was 0.076. the values of GFI and AGFI should be higher than 0.9 which were in this model equal to 0.93 and 

0.91, respectively.  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2: Result of causative relationship test between service quality, satisfaction and customers’ loyalty 
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Table 10: Outputs of implementing structural model between service quality, satisfaction and customers’ loyalty (willing to attend) 
Main model Standard Coefficient  (R) t- value Result  

Service quality ←satisfaction  
satisfaction ← customers’ loyalty (willing to attend) 

 

 

0.82 
0.88 

12.68 

12 

accepted 
 

2
=247.46    df =88  RMSEA = 0.076  GFI = 0.93   AGFI = 0.91 

t-value is significant (p<0.01) 

 

Discussion and conclusion: 

The purpose of the present study was to investigate the relationship between service quality and customers’ 

satisfaction with customers’ loyalty in private and public indoor pools of Alborz province. Results obtained in 

this study indicated that there is significant and positive relationship between service quality and customers’ 

loyalty in the swimming pools. Many investigators have expressed that various factors including verbal 

communication, individual demands of customers, previous experiences, price and costs of the received services 

determine customers’ expectation level. Since sport centers and especially sport clubs provide significant 

service for public health and sport, it can be said that service quality is currently a vital factor for these centers 

to achieve competitive advantage. Our results is in agreement with those reported by Honary, Rezayi kohan, 

Bahleke [1], Seyyed Javadin [6], Gohar rostami, Saatchian, Mahmudi, Park and Kim, Choi, Hakli, Hovat, 

Aftinus, Pedragusa and Kuria [9], Lahm, Wakfield and Slovan, Fink and Pastore, Leen, Wu and Chang and is in 

contrast to the results reported  by Shamsipour; this contrast is probably due to difference in statistical sample, 

the type and place of investigation and customers’ conditions.  

Another finding of this study was the positive and significant relationship between trust and customers’ 

loyalty. Today, economics world has shifted from industrialism to service-orientation. Therefore, reaction to 

customers’ demands and problems, dealing with their complaints, respecting their privacy, compensating 

probable loses to customers and providing security for them as components of trust play important role in 

enhancing customers’ loyalty. 

Attracting customers’ loyalty by resolving their complaints should be highly considered.  Customers’ 

complaints and dealing with their requests and complaints should be regarded as opportunities for initiating 

relationship with them and should be used as a tool for supplying customers’ ever changing demands. If this 

issue is realized, it will be followed by increased customers’ satisfaction and profitability of the pools. However, 

in some pools, the managers are indifferent or with defensive gesture about complaints and this will result in 

loss of customers. In this regard, the customer will seek for another pool. These results are in agreement with 

those reported by Rezayi kohan, Aftinus, Suzan kim, Babakus and Wu. Wu maintained that employess’ 

behavior in the first visit with customers create a general judgment about the pool. According to Rabinson who 

regards sport service organization different from other organizations, most of customers go to pools to spend 

their free time in a comfortable medium; so supplying this demand is an effective factor which encourage the 

customers to visit the pool again in the future. 

There was significant and positive relationship between accountability and customers’ loyalty which is in 

accordance with the results reported by Rezayi kohan, Alidoost, Seyyed Hosseini [6], Hashemi, Theoderakis, 

Han and Wu.  Theoderakis maintained that females are less satisfied with service providing and accountability 

of sport clubs because they see large difference between expected and observed quality of the services and they 

expect higher quality from these clubs. Pool managers should be aware that their strategy in providing services 

and customers’ satisfaction is evaluated by customers’ requests and expectations. If the customer receives no 

favorable response from the pool management, he.she becomes an unsatisfied customer who announces his.her 

dissatisfaction everywhere or may cut his.her relation with the pool. Klumperrermaintained that when service 

quality is accepted by the customers and they become satisfied, the cost for brand changing is increased for the 

customers and it is less probable for the customer to change the pool. So the mangers of pools should increase 

the cost of brand changing via providing favorable services and satisfying the customers. Accountability is, 

therefore, so beneficial for the pool. Creating an effective system for dealing with and resolving customers’ 

complaints is a necessary requirement for achieving customers’ satisfaction because customers’ importance for 

every organization especially pools is so high and resembles blood circulation within the vessels.  

Results showed that there is positive relationship between confidence and customers’ loyalty which is in 

agreement with the results reported by Honary, Rezayi kohan, Bahleke, Lahm and Keu and is in contrary to the 

results reported by Shamsipour. In general, it can be concluded that the specific commitment of the pools to 

their customers, general reputation of the pool among the customers, awareness about service providing and 

employing skillful and experienced coaches are the factors that make this relationship significant. Since the 

relation between empathy and customers’ loyalty seems to be positive and significant, it can be expressed that 

managers’ and employees’ understanding about customers’ demands, considering and supporting customers’ 

rights and paying attention to creating a peaceful medium for customer and appropriateness of pool working 
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hours are the factors that result in customers’ loyalty and satisfaction. This finding is in accordance with those 

reported by Rezayikohan, Seyyed Hosseini [6], Lahm, Choi, Hovat and Budet. Therefore, pool managers should 

employ experienced staff who can understand customers’ demands more easily and attempt to supply their 

requests. Employing non-specialist persons in the position dealing with service providing to customers won’t 

have good consequents and these employees should be trained about how to offer the services and they should 

be committed to work honestly to help the customers.  

In the final hypothesis of the investigation, it was revealed that there is a positive relationship between 

customers’ satisfaction and their loyalty which agrees with the results reported by honary, Rezayikohan, 

Koozechian, Bahleke, Seyyed javadin, Rahmati, Seyyed Hosseini [6], Piljooy, Budet, Hovat, Aftinus, Pedragusa 

and Kuria, Choan, Wu and Chang.  

In these studies, customers’ satisfaction is often measured based on their cognitive response to the product 

or financial value of the service. Quality of the services provided for customers creates a comprehensive 

understanding about satisfaction levels which vary among different individuals. Since a satisfied customer is 

more probable to continue purchasing the services and make verbal advertising and increase exploiting the 

facilities, so paying attention to offering high quality services plays important role. As the main component of 

marketing, customer’s satisfaction can easily determine the success or failure of the service providing 

organizations. Cost is an important issue in modern competitive world and dissatisfaction of customers who pay 

for services will leave unfavorable influence on the pool. In current era and according to quick relationships, 

pools should pay much attention to cost issue so that they can provide satisfaction for their customers and make 

them loyal. Polite behavior of pool staff and suitable accountability was another factor receiving high mean 

value in this investigation. This is an advantage for the pool that should be retained as a strength point. 

Moreover, it was revealed that compared to service quality, satisfaction is stronger predictor for customers’ 

loyalty. In analyzing sub-criteria of these two variables, it was observed that equipment, personnel and pool 

appearance have higher influence on customers’ loyalty. Pil Choi in his PhD thesis found out that understanding 

service quality is the most effective predictor for customer’s satisfaction and repurchasing intention. The main 

predictor factors in customers’ satisfaction were understanding service quality, communication with physical 

environment, interaction between individuals and programs. Therefore it can be expressed that the main goal of 

pool management is to create customer’s satisfaction and manage a good relationship with the customer. Service 

quality is directly related to customer’s satisfaction level and this satisfaction has direct relationship with 

customers’ loyalty. Moreover, supplying customers with favorable services requires a system which knows and 

accurately predicts customers’ demands. This finding is in accordance with those reported by Choi, Park and 

Kim, Seyyed Javadin [6], Pedragusa and Luria, Fink and Pastore, choan, Liu Sholin. Satisfaction has been 

regarded as an intermediate variable between service quality and loyalty in a large number of studies.  

In general, based on the outputs of the proposed model, results shows that all components of service quality 

have significant influence on pool customers’ satisfaction and this satisfaction has significant effect on 

customers’ loyalty.  
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