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The fitness boom that arose during the second half of the twentieth century created an explosive growth in the 
health fitness industry. The latest estimate available from the International Health, Racquet & Sportsclub 
Association (IHRSA, 2013) indicates that approximately 58.0 million people are members of 34,460 health fitness 
facilities in the United States, yielding a revenue of $21.8 billion. Previous research related to sport and the fitness 
industry has paid considerable attention to service quality (Afthinos, Theodorakis, & Nassis, 2005; Papadimitriou & 
Karteroliotis, 2000), customer satisfaction (Alexandris & Palialia, 1999), and participant motivation (Afthinos, 
Theodorakis, & Nassis, 2005; Alexandris & Konstantinos, 2002). However, these research endeavors have 
weaknesses and limitations in that there was no exploration of customers’ price perceptions in the context of sport 
and fitness. 
 
Price is one of the most important marketing tools that can directly or indirectly influence customers’ buying 
behavior. It has a great impact on sales and the profitability of business organizations and further, pricing of a 
product or service is one of the most difficult decisions that most business organizations face (Lipovetsky, Magnan, 
& Zanetti-Polzi, 2011). There has been quite a lot of research in the general business marketing literature on aspects 
related to the effect of different factors on price sensitivity, including customer participation (Hsieh & Chang, 2004), 
customer loyalty (Choi, Kim, Kim & Kim, 2006), brand credibility (Erdem, Swait & Louviere, 2002), consumer 
satisfaction (Low, Lee & Cheng, 2012), and advertising (Kalra & Goodstein, 1998; Krishnamurthi & Raj, 1985).  
Despite the appropriateness of previous studies as a framework to explain price sensitivity across different 
industries, there are few research studies that have investigated the factors which influence price sensitivity in the 
sport industry. Sport has several unique elements that differentiate it from other business products (Mullin, Hardy, 
& Sutton, 2014), and sports consumers are a unique group of individuals for study because many of them are highly 
involved in sport, and they may be more receptive to sport advertisements and promotions than the general 
population (Shank & Beasley, 1998; Pop, Brown, & Forrest, 1999). Therefore, this study was designed to test an 
integrated model which aims to describe the extent to which customer price sensitivity is influenced by perceived 
value, service quality, customer satisfaction, customer loyalty, switching costs, and consumer participation. 
 
Adopting a convenient sampling procedure, participants for this study were 221 fitness and health clubs members 
from the Rocky Mountain region; of those, 19 were excluded due to uncompleted questionnaires. As a result, 202 
valid samples were used for data analysis. Participants were asked to complete an anonymous, paper and pencil 
survey consisting of two sections. The first part of survey instrument was to access participants’ background 
information. The second part of the survey instrument measured service quality (Alexandris, Zahariadis, 
Tsorbatzoudis, & Grouios, 2004)), perceived value (McDougall, 1996), customer loyalty (Zeithaml, Berry, & 
Parasuraman, 1996), customer satisfaction (Alexandris & Palialia, 1999), switching cost (Jones, Mothersbaugh, & 
Beatty, 2000), consumer participation (Hsieh & Chang, 2004), and price sensitivity (Zeithaml, Berry, & Parasuraman, 
1996). All these items were selected from previous related research and subsequently modified to fit the fitness and 
health club context.  
 
Mplus version 7.4 was used to perform confirmatory factor analyses (CFA) and structural equation modeling (SEM) 
to examine the psychometric properties of the measurement models and test the hypothesized conceptual model. 
To examine the overall model fit, several indexes were utilized, including x2/df, CFI, NFI, RMSEA, and SRMR. The 
reliability of constructs was examined using both Cronbach’s α and Composite Reliability (CR). The thresholds of 
value .70 was adopted to determine both α and CR acceptable (Nunnally & Bernstein, 1994; Bagozzi & Yi, 1988). 
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To examine construct validity, the average variance extracted (AVE) values for each construct were checked (Hair, 
Anderson, Tatham, & Black, 1998) 
 
The CFA revealed that overall measurements fit to the data well. All of the values of CR (from .80 to .91) and AVE 
(from .53 to .68) were all above the recommended cutoff. The second step in model estimation was to examine the 
path significance of each association in the structure model and variance explained (R2 value) by each path. Mplus 
reports raw and standardized estimates for all specified paths, along with standard errors and test statistics for each 
path. Standardized path coefficients and p-values indicated statistical significance at p=.05, except for the link 
between perceive value and price sensitivity (which was non-significant p=.087). As expected, service quality 
(β=.40), customer loyalty (β=.35), switching costs (β= -.25), consumer participation (β=.32), and satisfaction (β=.39) 
were significant predictors of price sensitivity, explaining 56% of the variance in continuance. Inspection of the 
Goodness-of-Fit indices showed that the data supported the model well. (CFI=.94, NFI=.92, RMSEA=.043, and 
SRMR=.05) 
 
This study not only contributes to future theoretical research, but also guides practitioners in the development of 
marketing strategies. Through empirical study, the research results can help fitness and health club managers to 
better understand factor that associate with customer price sensitivity, which will allow them to develop more 
efficient marketing strategies. The theoretical contribution of this paper is the proposition of an integrated 
theoretical framework, and the use of survey data to validate the direct and indirect impact of service quality, 
customer loyalty, switching costs, consumer participation, and customer satisfaction on consumers’ price sensitivity. 
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