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ABSTRACT

This independent study aimed to examine the Loyalty of Consumers in Mueang Chiang Mai District
towards Fitness Center Membership. Questionnaires were used as a tool to collected data from 300 samples
who lived or worked in Mueang Chiang Mai and registered as a member of fitness center for over six months.
The data were then analyzed by descriptive statistics consisting of frequency, percentage and mean. The
inferential statistics, t-test, was applied afterwards.

The results of the study revealed that most of the respondents were male whose age were
between 20 - 29 years old. They also held a bachelor’s degree and worked as an officer in private
companies. Their average monthly income were 10,001 — 20,000 baht in average. They registered as a one-
month membership with the desire to reduce their weight. The respondents visited fitness center 3 - 4
times per week. The findings also pointed out that most of the respondents were categorized as the loyalty
(49%); while the rest were the non-loyalty (40.33%)

In term of marketing mix, it was found that the respondents emphasized on each factor as follow.
They tended to give the highest importance, for product factor, on modern exercise facilities. For price
factor, it was the variety of payment method such as cash, credit card, etc. For place factor, fitness center
should have enough parking lots. For promotion term, the respondents expected complementary stuffs
such as shirts and bags for new members. For personal trainers, fitness providers should provide customers
the enthusiastic trainers; while the staffs were able to provide customers any service thoroughly. In case of
service process, the center provided quick service in checking membership record. The last factor, physical
evidence, fitness center provided enough facilities such as lavatories and lockers.

According to the Loyalty of Consumers in Mueang Chiang Mai District Towards Fitness Center
Membership, the findings demonstrated that the non-loyalty group gave an importance on marketing mix
strategy more than the loyalty customers. The non-loyalty, comparing to the loyalty customers, emphasized
on fitness facilities such as locker and changing room, being sport sponsor and enough numbers of personal
trainers and relaxing areas inside the fitness center. On the other hand, comparing to the non-loyalty
customers, the loyalty put more emphasized on the proper temperature for doing exercise in fitness center,
various types of entertaining facilities such as televisions, radio and music players and the obvious notice

of classes and equipment in each zone.
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