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Abstract

There is a scarcity of researches on service quality in fitness centers in Thailand despite the fact that there is a
tendency to increase number of fitness centers according to consumers” behaviors which are higher health conscious. This
leads to have a high competition in fitness centers. As a result, a study of service quality affecting to loyalty in fitness centers
is a necessary in order to create value for money to investors. Accordingly, a conceptual model is proposed which
examines the influence of service quality on loyalty in fithess centers by having perceived value and satisfaction as mediate
variables. Propositions of the model are presented in this article, including service quality influencing on loyalty, service
quality influencing on perceived value, perceived value influencing on loyalty, service quality influencing on satisfaction,
satisfaction influencing on loyalty and perceived value influencing on satisfaction. Moreover, research implications for future
researches are proposed such as studying of effects of service quality besides satisfaction, perceived value and loyalty, such

as re{patronage intention, customer retention and behavioral intention.
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