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Abstract—Previous studies have suggested that consumption-related emotions are important to understand post-purchase
reactions. This study examines the relationship between fitness consumers’ emotions and overall satisfaction. After an
initial step of free-thought listing and content validity, followed by a pre-test, a survey was conducted among consumers
of five different fitness centers (n=786). The questionnaire included measures to assess positive and negative emotions,
as well as overall satisfaction with the fitness center. The results gathered through a structural equation model provide
evidence that negative emotion experienced by consumers impacts negatively overall satisfaction, while positive emotion
have a positive effect on overall satisfaction. These findings suggest managerial implications, such as the need to collect
consumers’ perceptions of both tangible and intangible aspects of the services, listen costumers’ opinions in a regular
basis, and provide regular training to staff members, in order to identify the triggers of positive emotions and contribute
to increased levels of overall satisfaction. Guidelines for future research within the fitness context are also suggested.

Keywords: emotions, satisfaction, fitness consumers, fitness centers

Resumo—“O papel das emogdes na satisfacdo dos consumidores no contexto do fitness.” Estudos precedentes sugerem
que as emocdes relacionadas com o consumo sdo importantes para compreender as reagdoes dos consumidores apos a
compra. Este estudo analisa a relagdo entre as emogdes dos consumidores de fitness e satisfagao global. Depois de uma
etapa inicial de listagem de pensamento-livre e validade de conteudo, seguido de um pré-teste, foi realizada uma pesquisa
entre os consumidores de cinco centros de fitness diferentes (n = 786). O questionario incluiu medidas para avaliar as
emocdes positivas e negativas, bem como a satisfacao global com o centro de fitness. Os resultados obtidos através de
um modelo de equagdes estruturais forneceram evidéncias de que as emog¢des negativas vivenciadas pelos consumidores
impactam negativamente a satisfagdo global, enquanto as emogdes positivas tém um efeito positivo sobre a satisfacao
global. Estes resultados sugerem implicagdes para os gestores, tais como a necessidade de recolher informagédo sobre a
percecao dos consumidores dos aspetos tangiveis e intangiveis dos servigos, ouvir regularmente as opinides dos consu-
midores e facultar formagao regular aos colaboradores. Isto permitira identificar os aspetos que desencadeiam emogdes
positivas e contribuir para o aumento dos niveis de satisfagao global. Orienta¢des para futuras pesquisas no contexto de
fitness também sao sugeridas.

Palavras-chave: emogdes, satisfacdo, consumidores de fitness, centros de fitness

Resumen—*“El papel de las emociones en la satisfaccion de los consumidores en el contexto de fitness.” Investigaciones
precedentes sugieren que las emociones racionadas con el consumo son importantes para comprender las reacciones
de los consumidores después de la compra de un producto o servicio. En el presente trabajo se propone el analisis de la
relacion entre las emociones de los consumidores de fitness y su satisfaccion global. Tras una etapa inicial de estructura-
cion del pensamiento libre y validez de contenido acompafiada de un teste previo, se realiz6 una investigacion entre los
consumidores de cinco centros fitness diferentes (n = 786). El cuestionario incluyé medidas para evaluar las emociones
positivas y negativas, asi como la satisfaccion global con el centro de fitness. Los resultados obtenidos a través de un
modelo de ecuaciones estructuradas, providenciaron evidencias de que las emociones negativas experimentadas por los
consumidores impactan negativamente sobre la satisfaccion global, a la vez que las emociones positivas tienen un efecto
positivo sobre la satisfaccion global. Los mencionados resultados sugieren diversas implicaciones para los gestores, tales
como la necesidad de recabar informacion sobre la percepcion de los consumidores en lo referente a aspectos tangibles
e intangibles de los servicios, monitorizar con regularidad las opiniones de los consumidores y facultar formacion ade-
cuada a sus colaboradores. A través de estas medidas pondran identificarse los aspectos que desencadenan emociones
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positivas en los consumidores y contribuir para un aumento de los niveles de satisfaccion global. Por tltimo, también

se sugieren orientaciones para lineas de investigacion futuras.

Palabras clave: emociones, satisfaccion, consumidores de fitness, centros de fitness

Introduction

Fitness activities are very well established in European countries,
with the overall market of this industry appealing to millions of
consumers. A recent report from International Health, Racquet
& Sportsclub Association (IHRSA, 2013) refers that, altogether,
the global health club industry currently generates an estimated
$75.7 billion in annual revenue from more than 150,000 clubs.
Roughly 132 million members belong to health clubs worldwi-
de. Similarly, the European fitness market generates about €25
billion in revenue from more than 48,000 clubs with nearly 44
million members (IHRSA, European Health Club Report, 2013).
In Portugal, for example, according to Associa¢do de Empresas
de Ginasios e Academias de Portugal (AGAP, 2013), the fitness
market generates roughly €290 million in revenue from more
than 1200 clubs with nearly 635, 000 members.

Achieving consumer satisfaction is a pivotal issue
for sport organizations providing fitness-related services
(Alexandris, Zahariadis, Tsorbatzoudis, & Grouios, 2004;
Bodet, 2006; Ferrand, Robinson, & Valette-Florence, 2010;
Theodorakis, Alexandris, Rodriguez, & Sarmento, 2004),
given that satisfied consumers tend to repeat the consumption
experience, which have a subsequent positive impact on the
economic profits of an organization (Cronin, Brady, & Hult,
2000; Ferrand, & Vecchiatini, 2002; Yoshida & James, 2010).
Cronin and Taylor (1992) refer to satisfaction as the consumer
experience emerging as a reaction of the service encounters.
The analysis of satisfaction can be undertaken either with a
transaction-specific measure or as an overall level (Jones &
Suh, 2000; Pedragosa & Correia, 2009). Transaction-specific
satisfaction is related to a single service encounter, while
overall satisfaction refers to the cumulative evaluation of
all encounters between the consumer and the organization
(Jones & Suh, 2000; Pedragosa & Correia, 2009). Previous
studies suggest that the analysis of consumer satisfaction
should take into account the emotions experienced during
the consumption episodes (Biscaia, Correia, Rosado, Maroco,
& Ross, 2012; Kang, Bagozzi, & Oh, 2011; Mano & Oliver,
1993; Martin, O'Neil, Hubbard, & Palmer, 2008, Oliver,
1997). Consistently, Oliver (1997) highlight that satisfaction
requires experience-dependency and involves emotions, whi-
le Mano and Oliver (1993) point that consumption-related
emotions represent an important antecedent to understand
consumer satisfaction.

A great stream of research is focused on consumption-re-
lated emotions, but there is no agreement around the defini-
tion of the concept of emotion (Jones, Lane, Bray, Uphill, &
Catlin, 2005; Scherer, 2005; Vallerand & Blanchard, 2000).
Notwithstanding, it is commonly accepted that an emotion
reflects a person’s response to a stimulus event (Deci, 1980;
Lazarus, 1991; Scherer, 2005) involving three components:
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cognitive component (i.e., subjective experience) arousal
component (i.e., physiological changes), and motivational
component (i.e., action tendencies) (Robazza, Pellizzari,
Bertollo, & Hanin, 2008). In addition, it is important to note
that an emotion is different than affect, mood, or attitude
(Jones et al., 2005; Oatley & Jenkins, 1996). The term affect
covers a set of mental processes including emotions, affects
and moods (Rosenberg, 1998), while these three terms differ
in several aspects. In concrete, emotions are often expressed
physically through gestures, postures or facial features, and
may induce a specific action. Also, emotions are shorter and
more intense than moods and attitudes (Lane & Terry, 2000).
Another distinction is that emotions arise as a response to a
stimulus event, while moods are elicited by the effect of an
emotions or general environmental conditions (Frijda, Kui-
pers, & ter Schure, 1989) and represent an enduring state.
In turn, an attitude does not depend on arousal, which is a
necessary condition for an emotion (Bagozzi, Gopinath, &
Nyer, 1999).

The study of emotions in sport scenarios is a growing para-
digm. There are studies focusing on the importance of emotions
for understanding sport spectators’ post-purchase reactions (e.g.,
Biscaia et al., 2012; Madrigal, 2003; Martin et al., 2008) or
athletes’ performance (e.g., Jones et al., 2005; Uphill, Groom,
& Jones, 2012). However, little is known about the emotions
experienced by consumers of fitness centers and the associated
consequences on their evaluation of the consumption experien-
ces. Of the few studies focusing on the analysis emotions within
the fitness context, Collishaw, Dyer and Boies (2008) examined
the effects of instructors’ facial expressions on consumers’ satis-
faction with the staff performance. Sabiston et al. (2010) studied
how emotions such as body-related pride, shame and guilt, as
well as motivational regulations and leisure-time physical ac-
tivity are linked with women participation in fitness activities.
These studies were important for the continued understanding
of the role of emotions during fitness activities. Still, it is also
important to understand the role of the emotions experienced
by the consumers on their post-purchase reactions. Consistent
with this idea, Kang et al. (2011) focused on emotions as an-
tecedents of behavioral decisions in fitness centers. However,
this study was conducted in a controlled environment and the
authors did not test the actual emotions experienced by the
members during their consumption episodes in fitness centers.
This fact represents a limitation to understand the actual value
of emotions among fitness centers consumers.

Emotions are frequently mentioned as antecedents of satis-
faction (Biscaia ef al., 2012; Edvardsson, 2005; Zeelenberg &
Pieters, 1999), and a wide range of emotions can emerge during
consumption episodes. In line with this idea, Edvardsson (2005),
and Otnes, Lowrey and Shrum (1997) mention that several
positive and negative emotions can be experienced by the con-
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sumers during service encounters. For example, Zeelenberg and
Pieters (1999) refer that negative emotions can lead to consumer
dissatisfaction. Contrarily, positive emotions tend to induce
high levels of satisfaction among the consumers (Biscaia et al.,
2012; Madrigal 2003). For example, White (2010) conducted
a study to understand the role of consumer’s emotions on re-
actions towards service providers and noted that both positive
and negative emotions have an impact on the satisfaction levels
with service delivery, while Biscaia ez al. (2012) highlight that
joy is a significant predictor of sport spectators’ satisfaction.

This tendency is observed in the general service-related
literature (e.g., Wong, 2004), as well as on studies with sport
spectators (e.g., Martin et al., 2008). That way, it is crucial
analyze the consumers’ experiences with the service provider
and to examine the simultaneous role of positive and negative
emotions in the context of fitness centers. This will aid managers
to increase satisfaction levels among their consumers, and thus,
contributing to understand how to reinforce the link between
fitness centers and consumers.

Based on previous literature about the role of consumption
-related emotions on consumer satisfaction (e.g., Martin et al.,
2008; Wong, 2004), and remaining limitations of the studies with
sport consumers (e.g., Kang et al., 2011), the purpose of the cur-
rent study was to examine the relationship between consumers’
emotions and overall satisfaction within fitness centers. The
option for overall satisfaction was due to the fat that it represents
a better indicator of the continued performance of an organi-
zation (Bolton & Drew, 1991; Vilares & Coelho, 2005). Thus,
two hypotheses were established to guide this study. The first
hypothesis (H1) suggests that consumers’ overall satisfaction
is negatively influenced by the negative emotions experienced
during the consumption episodes. In turn, the second hypothesis
(H2) suggests that positive emotions experienced by consumers
during consumption episodes have a positive influence on their
overall satisfaction levels.

Method

This research was completed through a three-step multi-sta-
ge procedure and it was approved by the ethic committee of the
researchers’ institution (#28/2014). First, a group of respondents
completed a free-thought listing procedure in order to identify
the specific emotions that are held by consumers during their
consumption episodes in their fitness centers, and ultimately, to
formulate the initial items for the scale. The second step consis-
ted of a pre-test followed by an exploratory factor analysis (EFA)
on the initial instrument items in order to identify emotional
constructs and their reliability. Finally, the third step evaluated
the proposed model using structural equation modelling (SEM)
in order to test the research hypotheses.

Step 1: Free-thought listing

The choice to use a free-thought listing technique was based
on the work of Ross, James and Vargas (2006), with the intent
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of identifying the specific emotions that individuals experience
during service delivery. With the support of the top manager
of a high-sized fitness center located in Lisbon, Portugal, the
thought-listing form was administered to 50 consumers ran-
domly selected and who voluntarily accepted to participate
under the guarantee of anonymity of their responses. The option
for a random sample is often suggested in previous studies in
social sciences due the difficulties in obtaining samples that
are representative of the overall population (Mardco, 2010).
The participants were given a form at the end of their training
(i.e.,group classes, exercise room and swimming pool-related
activities) and asked to list the emotions experienced in regards
to the just-finished physical activity in the fitness center. All
forms distributed were self-administered by participants in
the presence of two experienced interviewers. The form was
completed at that moment and returned to the interviewer
after completion. Of the 50 forms administered, four were not
completed and were eliminated, leaving a total of 46 forms
deemed usable for data analysis (92% effective response rate).
Given the exploratory nature of this stage of the study, the 46
completed forms were appropriate for data further analysis
allowing capturing 90-95% of consumer responses (Griffin &
Hauser, 1992). More than half of the participants were male
(68.1%). The majority were in the 31-40 age range (42.6%)
with a mean age of 34 years old (SD=9.25). About one-third of
the participants (29.8%) listed between two and five thoughts,
while 35.1% listed six thoughts. The remaining participants
listed between seven and 10 thoughts. The researchers, two
coders (i.e. psychologists who work in sport environments),
and the top manager of the fitness center conducted a content
analysis on the specific thoughts provided in order to identify
emotional constructs (i.e. relevance, meaning and similarity of
participants’ thoughts). Subsequently, a panel of three experts
(two university professors of sports management and one of
sport psychology) assessed the content validity of the items on
the basis of their relevance and clarity of wording and context.
Each expert received an e-mail containing the purpose of the
study, an explanation of the procedures, a description of each
construct and the list of items.

Step 2: Pre-test

A pre-test was conducted with the consumers of the same
fitness center mentioned in step 1, and using the items iden-
tified through analysis of the thoughts listed by respondents
at the earlier step. The participants were randomly selected
using the same procedure as in step 1, and no repeat parti-
cipants were included. All items of the questionnaire were
measured utilizing a 5-point Likert-type scale, anchored by
‘not at all’ (1) and ‘extremely’ (5), in order to assess how
consumers felt in the fitness center. A total of 160 question-
naires were collected and questionnaires from individuals less
than 16 years old, and those that were not fully completed
were excluded. After these procedures, 147 surveys were
deemed usable for data analysis (91.8% effective response
rate). More than half of the participants were male (55.8%).
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The mean age was 33 years-old (SD=11.49), with about half
of participants in the 16-30 age range (49.7%). The items of
this survey were submitted to an exploratory factor analysis
(EFA), using SPSS 20.0. The EFA method was conducted
using the maximum likelihood with varimax rotation (Ma-
roco, 2010). The Kaiser criterion (Kaiser, 1970) was used
to decide appropriate number of factors to retain, and the
factors retained were those with an eigenvalue above 1.
This analysis was complemented by scree-plot test (Zwick
& Velicer, 1982). Internal consistency was estimated through
Cronbach’s alpha coefficients, and values above .70 were
considered indicative of good internal consistency (Mardco,
2010; Nunnally & Berstein, 1994).

Step 3: Hypotheses testing

After the refinement derived from the pre-test, the final
version of the questionnaire was tested including items to
assess positive and negative emotions, and demographic
questions. The items related to emotions were measured
utilizing a 5-point Likert-type scale, anchored by ‘not at all’
(1) and ‘extremely’ (5). At this time, the questionnaire also
included four items to assess consumer overall satisfaction
based on Hennig-Thurau (2004), which proved to be re-
liable in other studies related to participatory sports (e.g.,
Javadein, Khanlari, & Estiri, 2008). These items were also
measured using a 5-point Likert-type scale, but anchored by
‘totally disagree’ (1) and ‘totally agree’ (5). The sample was
composed by consumers of five high-sized fitness centers
located in Lisbon, Portugal. A meeting with each of the top
managers of these fitness centers was carried out to show the
final version of the questionnaire and to explain the goals of
the study. All club managers accepted to participate in the
study, and thus, the questionnaires were distributed among
their consumers. The procedures were similar to the previous
steps of the study. At this time, a total of 1000 surveys were
distributed and we used the same criteria described in step
2 for data screening (i.e. elimination of questionnaires from
individuals less than 16 years old, and incomplete question-
naires). After these procedures, 786 were deemed usable for
data analysis. Similar to the sample in step 2, more than half
were male (57.1%) with 42.9% of female participants. The
mean age was 34 years-old (SD=13.19), with 47.85% in the
16-30 age bracket.

Data were submitted to a two-step maximum likelihood
structural equation model (SEM) using AMOS 20.0 in order
to test the relationships between the proposed variables. First,
a confirmatory factor analysis was performed to confirm the
measurement model. Internal consistency of the constructs
was assessed through composite reliability (Hair, Black,
Babin, & Anderson, 2009; Mardco, 2010). Convergent
validity was evaluated through average variance extracted
(AVE). Complementary, discriminant validity was assessed
by comparing the AVE value for each construct with the squa-
red correlations between the respective constructs (Fornell
& Larcker, 1981). Second, the SEM was estimated to test
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the relationships between the variables used in this study.
Goodness of fit for both measurement and structural models
was assessed with the ratio of chi-square (?) for its degrees
of freedom, comparative-of-fit index (CFI), goodness-of-
fit index (GFI), Tucker-Lewis Index (TLI), and root mean
square error of approximation (RMSEA). The significance
of the structural weights was evaluated using the Z tests
produced by AMOS and statistical significance was assumed
ata .05 level.

Results
Step 1: Free-thought listing

The respondents provided a total of 288 individual thou-
ghts regarding the specific emotions experienced during ser-
vice delivery. The two coders identified a list of 27 different
items based on the thoughts provided by the respondents.
Next, these items were analyzed through discussion among
the two coders, the researchers, and the top manager of the
fitness center. At this time, no changes were included. The
large discrepancy between the number of thoughts provided
by the respondents and the number of items selected derived
from the multiple listings of the same thought. For example,
a total of 40 respondents listed the specific term “excited”.
Subsequently, the panel of experts provided suggestion to
eliminate 5 items deemed irrelevant in the study context and
to maintain the remaining items in their original form. The
suggestions were accepted and following this procedure, the
items were randomly placed on a questionnaire for the pre-
test. This questionnaire included 22 items to assess consumer
emotions and 2 demographic questions.

Step 2: Pre-test

The results of the EFA using the Kaiser criterion and the
scree-plot test allowed identifying 2 factors with eigenvalues
greater than 1.0. These two factors explained 63.38% of the
total variance in the factor model. Additionally, the KMO value
(.90) and the Bartlett’s test of sphericity (p <.01) suggested the
appropriateness of the factor analysis. The two factors iden-
tified through the EFA are related with positive emotion and
negative emotion, which is consistent with previous studies in
sport scenarios using a valence-based approach to examine the
consequences of consumers’ emotions (e.g., Kang, et al., 2011;
Madrigal, 2003). The items with factor loadings greater than the
conservative threshold of .70 (Fornell & Larcker, 1981) were
selected in order to ensure reliability and further parsimony of
the model (Table 1). After this scale refinement, the Cronbach’s
alpha coefficients were above the .70 criterion (Hair et al.,
2009), with .85 for the positive emotion construct and .95 for the
negative emotion construct. These values provided evidence of
internal consistency in both factors. The revised model including
the final items to assess emotions experienced by consumers
during service delivery is presented in Table 1.
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Table 1. Results of the exploratory factor analysis.

Factor/Item Factor Loading Eigenvalue Cumulative % "]
Negative emotion 9.57 43.49 95
Frightened 91
Nervous .82
Wobbly .88
Regretful .88
Angry .90
Repulsion .87
Abandoned .86
Unsettled* .61
Tormented* .56
Scared* .66
Guilty* .64
Lonely* .59
Positive emotion 4.38 63.38% .85
Enthusiastic .76
Excited .70
Inspired 72
Proud .70
Delighted 79
Hearty 74
Interested* .67
Determined* .60
Active* .59
Surprised* .63

* Item eliminated after scale refinement.

Step 3: Hypotheses testing

Measurement model. Table 2 shows the results of the CFA
including negative emotion, positive emotion, and overall
satisfaction. All factor loadings were above the recommended
cut-off point of .50 (Hair et al., 2009), ranging from .60 to .88.
Additionally, the z-values ranged from 17.34 to 30.92. These
results indicate that each item loaded significantly on its cons-
truct. Composite reliability values ranged from .82 (overall
satisfaction) to .95 (negative emotion) indicating the constructs

were reliable. The AVE values were above the .50 criterion,
ranging from .51 to .72 and providing evidence of convergence
validity (Fornell & Larcker, 1981). Descriptive statistics and
correlations among constructs are presented in Table 3. The
mean score for the negative emotion was 1.24 (SD=.67), while
the positive emotions had a mean score of 3.18 (SD=.98). In ad-
dition, the mean score of overall satisfaction was 4.30 (SD=.77).
Evidence of discriminant validity was accepted given that none
of the squared correlations exceeded the AVE values for each
associated constructs in the model (Fornell & Larcker, 1981).

Table 2. Factor loadings, Z-values, composite reliability (CR), and average variance extracted (AVE).

Constructs Factor loading Z-value CR AVE
Negative Emotion .95 72
Frightened .86 30.10
Nervous .83 28.08
Wobbly .88 30.92
Regretful .85 29.49
Angry .82 27.65
Repulsion .87 30.49
Abandoned .84 29.04
Positive Emotion .86 51
Enthusiastic 73 22.70
Excited .76 23.81
Inspired .74 23.12
Proud .69 21.08
Delighted 7 24.08
Hearty .60 17.34
Overall Satisfaction 71 2091 .82 .53
I am fully satisfied with my fitness center .76 22.92
My fitness center always fulfills my expectations .70 20.37
My experiences with my fitness center are excellent 74 22.13

My fitness center has never disappointed me so far
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Table 3. Mean (M), standard deviation (SD) and correlations among constructs.

Correlation matrix

Construct
M SD 1 2 3
1. Negative Emotion 1.24 .67 1.00
2. Positive Emotion 3.18 98 .14 1.00
3. Overall Satisfaction 4.30 17 -13 .56 1.00

In addition, the results of the measurement model indicated
an acceptable fit to the data [}*(116) = 679.71 (p <.001), x*/df
= 5.86, CFI = .93, GFI = .91, TLI = .92, RMSEA= .08 (CI =
.073, .084)]. The y? statistic was significant, and the ratio of x>
to its degree of freedom was above the usually accepted range
of 3.0 (Hair et al., 2009). However, it is important to consider
other fit indices, given that the ¥? is sensitive to sample size and
the current study was conducted with a large sample (n=786)
and the y?/df just evaluates the model per se (Arbuckle, 2008;
Maréco, 2010). The CFI, GFI, and TLI values were greater
than the .90 criteria suggesting good fit. Additionally, RMSEA
was indicative of an acceptable fit (Byrne, 2000). Overall, the
measurement model showed an acceptable fit to the data, and
consequently, the structural model was examined.

Structural model. The examination of the structural model
included a test of the overall fit and individual tests of the rela-
tionships among latent constructs. The overall assessment of the
model indicated an acceptable fit to the data [x*(130) = 720.23 (p
<.001), y?/df = 5.40, CF1= .93, GFI = .91, TLI = .92, RMSEA
=.08 (CI=.067, .077]. Figure 1 shows the path coefficients in
the model. The negative emotion showed a significant negative
effect on overall satisfaction (B =-.21, p <.001) supporting H1.
On the contrary, positive emotion showed a positive significant
effect on overall satisfaction (B= .58, p > .001), and thus, H2
was supported. Jointly, the positive emotion and the negative
emotions accounted for approximately 35% of the variance of
overall satisfaction (R*=.35).

Discussion and conclusions
This research examined role of consumers’ emotions on

their overall satisfaction with the fitness centers. Given the
lack of empirical research assessing consumer emotions in the

Negative
Emotion

35

Overall
Satisfaction

Positive
Emotion

Figure 1. Estimated standardized direct effects for the structural model.
Note: *p<.001.
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context of fitness centers, this study extends previous literature
by contributing to the understanding of the effects of consu-
mers’ emotions during service delivery on their post-purchase
reactions. The results of the factorial structure obtained for the
measurement model are consistent with previous studies indi-
cating that consumption episodes can trigger both positive and
negative emotions among consumers (Otnes et al., 1997; White,
2010; Zeelenberg & Pieters, 2004). Complementarily, positive
and negative emotions showed different roles on post-purchase
reactions highlight the idea that service-related emotions can
either damage or enhance the consumer’s evaluation of the
service provided by sport organizations (Biscaia et al., 2012;
Collishaw et al., 2008; Javadein et al., 2008).

The analysis of the structural model indicates that the negati-
ve emotion had a significant negative impact on overall satisfac-
tion, which is consistent with previous literature (Biscaia et al.,
2012; Mano & Oliver, 1993; White, 2010). In this sense, fitness
managers should try to minimize negative emotions during
consumption experiences. Previous studies have suggested that
negative emotions can be triggered by consumers’ subjective ex-
periences perceived as being unfavorable (Bagozzi et al., 1999;
Zeelenberg & Pieters, 2004). In the fitness context, these nega-
tive subjective experiences may be related to the consumers’
consumers’ perceptions of both tangible and intangible aspects
of the services (Dave, Sam, & Duncan, 2005). For example,
schedules for group classes perceived to be inappropriate, or a
bad opinion of the ambiance-related aspects such as the music,
temperature, comfort or cleanliness of the facilities may trigger
negative emotions (Koenigstorfer, Groeppel-Klein, & Kunkel,
2010; Pedragosa & Correia, 2009). Similarly, the interaction
with frontline employees (Wong, 2004), the interaction with
other consumers (Kuenzel & Yassim, 2007), and peripheral
services (e.g., snack bar, SPA, hairdresser, baby-sitter, parking,
car-washer) may also generate unfavorable emotional reactions
(Chelladurai & Chang, 2000). In this sense, it could be argued
that by improving peripheral services and the ambience of the
fitness centers, managers will potentially improve consumption
-related emotions (Biscaia et al., 2012; Collishaw et al., 2008).

On the other hand, findings of this study showed that the
positive emotion have a positive effect on overall satisfaction
suggesting that favorable emotional reactions are important to
consumers’ overall evaluation of the services (Madrigal, 2003;
Wong, 2004). Numerous studies (e.g., Lazarus, 2000; Kwak,
Kim, & Hirt, 2011) have highlighted that context analysis is
pivotal when studying emotions. Positive emotions are often
derived from consumer’s gratifying experiences with the service
provider (Focht, 2011; Wong, 2004) meaning that peripheral
services and the ambience of the service facilities may also
trigger positive emotional reactions among consumers (Koe-
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nigstorfer et al., 2010). Notwithstanding, extant studies have
also suggested that positive emotions such as joy or excitement
are related to the positive expectations of obtaining previously
set goals (Jones ef al., 2005; Lazarus, 2000). Thus, it could
be argued that good expectations about the quality of the core
product are important to trigger favorable emotional reactions,
and thus increasing overall satisfaction levels among consumers
(Madrigal, 2003). This highlights the importance of having a
wide range of fitness classes and competent fitness instructors, as
well as always being in accordance with the fitness trends (e.g.,
Zumba, Cross Fit and other group classes) in order to increase
consumer satisfaction. Achieving costumers’ satisfaction is
vital, because satisfied consumers are often likely to repeat the
consumption experiences (Biscaia, Correia, Yoshida, Rosado,
& Maroco, 2013; Cronin & Taylor, 1992; Leeweun, Quick, &
Daniel, 2002), and thus, fitness managers should work hard to
provide gratifying experiences to the consumers. For example,
aspects such as collecting regular data about consumers’ opi-
nion of their experiences with the fitness center may prove to
be an important managerial action for identifying the triggers
positive emotions, as well as negative emotions. The use of
communication channels such as informal interviews, online
suggestion boxes as well as inside the facilities may also be
important in order to collect real time data regarding consumers’
experiences. Complementarily, this type of information could
be used to provide regular training to all staff members, and
thus contributing to increase consumers’ subjective experiences
inside the fitness centers with the subsequent advantages of
raising their satisfaction levels.

In summary, findings from this study indicate that negative
emotion has a negative impact on consumer overall satisfaction
with the fitness centers, while positive emotion has a significant
positive effect for enhancing the level of overall satisfaction.
These findings highlight the emotional value of the services
provided by fitness centers (Kang ef al., 2011; Varghese, 2014)
and should be take into account by club managers when desig-
ning strategies for reinforce the link with current consumers.

Limitations and future research

As with any research, there are limitations in this study
that should be taking into account for future investigations.
First, data were collected in five fitness centers, but from one
single city and, thus, the findings may lack generalizability to
other contexts. Additional samples from other regions should
be collected in order to further understand the role of emotions
in fitness scenarios. Second, the relationship between emotions
and overall satisfaction was based on a valence-based approach
(Zeelenberger & Pieters, 2004). That is, emotions were summed
up in one single currency according to its positive or negative
valence. Although this is a parsimonious approach, previous stu-
dies refer that a great amount of positive and negative emotions
can be experienced during a consumption episode (Lerner &
Keltner, 2000; Otnes et al., 1997). Thus, future research could
build on this model and focus on the contribution of each spe-
cific emotion from each valence on consumer satisfaction. For
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example, studying the role of specific emotions with positive
valence that were previously mentioned in the service-related
literature such as joy, excitement and love (Biscaia et al., 2012;
Madrigal, 2003; Richins, 1997), as well as specific negative
emotions such as disappointment, regret, anger, worry and
anxiety (Richins, 1997; Zeelenberger & Pieters, 1999) may
represent an important step for a deeper understanding of the
relationship between emotions and overall satisfaction within
fitness contexts. Third, previous literature suggests that emotions
coexist alongside with cognitive judgments of the service, and
thus are essential for understanding consumer’s experiences with
the service provider (Edvardsson, 2005; Wong, 2004). In this
sense, additional research could examine the simultaneous role
of consumer emotions and their perceptions of service quality
as a way to improve the understanding of overall satisfaction
levels. Fourth, while the focus of this study was to examine
the effect of emotions on overall satisfaction, future research
could also investigate the link with other outcome variables
such as behavioral intentions (Martin et al., 2008; Pedragosa
& Correia, 2009; Wong, 2004). Finally, although this study was
focused on the emotions experienced by fitness consumers,
controlling variables that could influence these emotions were
not included. In the sporting event context, Koenigstorfer ez al.
(2010) suggest three types of stimuli for emotional reactions:
organizer-induced, consumer-induced, and game induced. This
approach may represent an interesting basis for future studies,
given that by understanding the stimuli that cause consumer
emotions, fitness managers will improve the ability to better
design the service delivery.

References

AGAP (2013). Associa¢do de Empresas de Ginasios e Academias de
Portugal: barémetro 2013. Lisboa: Edigdes AGAP.

Alexandris, K., Zahariadis, P., Tsorbatzoudis, C., & Grouios, G. (2004).
An empirical investigation of the relationships among service quali-
ty, customer satisfaction and phychological commitment in a health
club context. European Sport Management Quarterly, 1, 36-52.

Arbuckle, J.L. (2008). AMOS 17 users’ guide. Chicago, IL: SPSS.

Bagozzi, R., Gopinath, M., & Nyer, P. (1999). The role of emotions in
marketing. Journal of the Academy of Marketing Science, 27, 184-206.

Biscaia, R., Correia, A., Rosado, A., Mardco, J., & Ross, S. (2012).
The effects of emotions on football spectator’s satisfaction and
behavioural intentions. European Sport Management Quarterly,
12,227-242.

Biscaia, R. Correia, A., Yoshida, M., Rosado, A., & Maroco, J. (2013).
The role of service quality and ticket price on satisfaction and
behavioral intentions within the professional soccer context. Inter-
national Journal of Sports Marketing & Sponsorship, 14,301-325.

Bodet, G. (2006). Investigating customer satisfaction in a health club
context by an application of the tetraclasse model. European Sport
Management Quarterly, 6, 149-165.

Bolton, R., & Drew, J. (1991). A multistage model of customers
assessments of service quality and value. Journal of Consumer
Research, 17(March), 375-384.

Byrne, B.M. (2000). Structural equation modelling with AMOS: basics
concepts, applications, and programming. Mahwah, NJ: Lawrence
Erlbaum Associates, Inc.

Motriz, Rio Claro, v.21 n.2, p. 116-124, Apr./Jun. 2015



Emotions on consumers’ satisfaction and fitness

Chelladurai, P., & Chang, K. (2000). Targets and standards of quality
in sport services. Sport Management Review, 3, 1-22.

Collishaw, M., Dyer, L., & Boies, K. (2008). The authenticity of
positive emotional displays: client responses to leisure service
employees. Journal of Leisure Research, 40, 23-46.

Cronin, J.J., Brady, M., & Hult, G. (2000). Assessing the effects of
quality, value, and customer satisfaction on consumer behavioral in-
tentions in service environments. Journal of Retailing, 76, 193-218.

Cronin, J., & Taylor, S. (1992). Measuring service quality: a re-exa-
mination and extension. Journal of Marketing, 56(July), 55-68.

Dave, E., Sam, C., & Duncan, O. (2005). The effect of motivational
music on sub-maximal exercise. European Journal of Sport
Science, 5, 97-106.

Deci, E. (1980). The psychology of self-determination . Lexington:
MA: D. C. Health Lexington Books.

Edvardsson, B. (2005). Service quality: beyond cognitive assessment.
Managing Service Quality, 15, 127-131.

Ferrand, A., & Vecchiatini, D. (2002). The effect of service performance
and ski resort image on skiers satisfaction. European Journal of
Sport Science, 2, 1-17.

Ferrand, A., Robinson, L., & Valette-Florence, P. (2010). The intention-
to-repurchase paradox: a case of the health club industry. Journal
of Sport Management, 24, 83-105.

Focht, B.C. (2011). Feeling states during exercise: Influence of indivi-
dual differences in perceived evaluative threat. European Journal
of Sport Science, 11, 197-203.

Fornell, C., & Larcker, D. (1981). Evaluating structural equation mo-
dels with unobservable variables and measurement error. Journal
of Marketing Research, 18, 39-50.

Frijda, N., Kuipers, P., & ter Schure, E. (1989). Relations among
emotion, appraisal, and emotional action readiness. Journal of
Personality and Social Psychology, 57,212-228.

Griffin, A., & Hauser, J. (1992). The voice of the customer (report
number 92-106). Cambriged, MA: Marketing Science Institute.

Hair, J., Black, W., Babin, B., & Anderson, R. (2009). Multivariate
data analyses (7th ed.). New York: Prentice Hall.

Hennig-Thurau, T. (2004). Customer orientation of service employees:
its impact on customer satisfaction, commitment, and retention. /n-
ternational Journal of Service Industry Management, 15,460-478.

IHRSA (2013). European health club report: size and scope of the
fitness Industry. Boston: IHRSA Publications.

IHRSA (2013). The state of health club industry: the IHRSA global
report. Boston: IHRSA Publications.

Javadein, S., Khanlari, A., & Estiri, M. (2008). Customer loyalty in
the sport services industry: the role of service quality, customer
satisfaction, commitment and trust. International Journal of Human
Sciences, 5, 1-19.

Jones, M., & Suh, J. (2000). Transaction-specifc satisfaction and overall
satisfaction: an empirical analysis. Journal of Services Marketing,
14, 147-159.

Jones, M., Lane, A., Bray, S., Uphill, M., & Catlin, J. (2005). Develo-
pment and validation of the Sport Emotion Questionnaire. Jounal
of Sport & Exercise Psychology, 27, 407-431.

Kaiser, H. (1970). A second generation little jiffy. Psychometrika, 35,
401-415.

Kang, J., Bagozzi, R., & Oh, J. (2011). Emotions an antecedents
of participant sport consumption decisions: a model integrating
emotive, self-based, and utilitarian evaluations. Journal of sport
Management, 7, 314-325.

Koenigstorfer, J., Groeppel-Klein, A., & Kunkel, T. (2010). The
attractiveness of national and international football leagues: Pers-
pectives of fans of “Star Clubs” and “Underdogs.” European Sport
Management Quarterly, 10, 127-163.

Motriz, Rio Claro, v.21 n.2, p. 116-124, Apr./Jun. 2015

Kuenzel, S., & Yassim, M. (2007). The effect of joy on the behaviour
of cricket spectators: the mediating role of satisfaction. Managing
Leisure, 12, 43-57.

Kwak, D., Kim, Y., & Hirt, E. (2011). Exploring the role of emotions on
sport consumers’ behavioral and cognitive responses to marketing
stimuli. European Sport Marketing Quarterly, 11, 225-250.

Lane, A., & Terry, P. (2000). The nature of mood: development of a
conceptual model with focus on depression. Journal of Applied
Sport Psychology, 12, 16-33.

Lazarus, R. (1991). Emotion and adaptation. New York: Oxford
University Press.

Lazarus, R. (2000). Cognitive-motivacional-relational theory emo-
tions. In L. Y. (Ed.), Emotions in sport (pp. 39-63). Champaign,
IL: Human Kinetics.

Leeweun, L., Quick, S., & Daniel, K. (2002). The sport satisfaction
model: a conceptual framework for understanding the satisfaction
of spectators. Sport Management Review, 5, 99-128.

Lerner, J., & Keltner, D. (2000). Beyonce valence: toward a model of
emotion-specific influences on judgment and choise. Cognition
and Emotion, 14, 473-493.

Madrigal, R. (2003). Investigating an evolving leisure experience:
antecedents and consequences of spectator affect during a live
sporting event. Journal of Leisure Research, 35, 23-48.

Mano, H., & Oliver, R. (1993). Assessing the dimensionality and
structure of the consumption experience: evaluation, feeling and
satisfaction. Journal of Consumer Research, 20, 451-466.

Mardco, J. (2010). Andlise de equagdes estruturais: fundamentos
teoricos, software & aplica¢des. Péro Pinheiro: Report Number.

Martin, D., O'Neil, M., Hubbard, S., & Palmer, A. (2008). The role of
emotion in explaining consumer satisfaction and future behavioural
intention. Journal of Services Marketing, 22, 224-236.

Nunnally, J., & Berstein, 1. (1994). Psychometric theory (3rd ed). New
York: NY: McGraw-Hill.

Oatley, K., & Jenkins, J.M. (1996). Understanding emotions. Cam-
bridge: MA: Blackwell.

Oliver, R. (1997). Satisfaction: a behavioral perspective on the con-
sumer. New York: McGraw-Hill.

Otnes, C., Lowrey, T., & Shrum, L. (1997). Toward an understanding of
consumer ambivalence. Journal of Consumer Research, 24, 80-93.

Pedragosa, V., & Correia, A. (2009). Expectations, satisfaction and
loyalty in health and fitness clubs. International Journal of Sport
Management and Marketing, 5, 450-464.

Richins, M. (1997). Measuring emotions in the consumption experien-
ce. Journal of Consumer Research, 24, 127-146.

Robazza, C., Pellizzari, M., Bertollo, M., & Hanin, Y. L. (2008). Func-
tional impact of emotions on athletic performance: comparing the
IZOF model and the directional perception approach. Journal of
Sports Sciences, 26, 1003-1047.

Rosenberg, E. (1998). Levels of analysis and organization of affect.
Review of General Psychology, 2, 247-270.

Ross, S., James, J., & Vargas, P. (2006). Develpement of a Scale to
Measure Team Brand Associations in Professional Sport. Journal
of Sport Management, 20, 260-279.

Sabiston, C., Brunet, J., Kowalshi, K., Wilson, P., Mack, D., & Crocker,
P. (2010). The role of body-related self-conscious emotions in
motivating women'’s physical activity. Journal of Sport & Exercise
Psychology, 32, 417-437.

Scherer, K.R. (2005). What are emotions? And how can they be mea-
sured? Social Science Informations, 44, 695-729.

Theodorakis, N., Alexandris, K., Rodriguez, P., & Sarmento, P. (2004).
Measuring customer satisfaction in the context of health clubs in
Portugal. International Sports Journal, Winter 2004, 44-53.

Uphill, M., Groom, R., & Jones, M. (2012). The influence of in-game

123



V. Pedragosa, R. Biscaia & A. Correia

emotions on basketball performance. European Journal of Sport
Science, 14, 76-83.

Vallerant, R.J., & Blanchard, C.M. (2000). The study of emotions in
sport and exercise : historical, definitional and conceptual perspecti-
ves. In . Y. Hanin (Ed.), Emotions in sport (pp. 3-37). Champaign,
IL: Human Kinetics.

Varghese, T. (2014). Customer Expectations and Perceptions in
Physical Fitness Service: A study in the context of Kerala, India.
Research Journal of Social Science & Management, 3, 200-205.

Vilares, M., & Coelho, P. (2005). Satisfa¢do e lealdade do cliente: me-
todologias de avaliagdo, gestdo e andlise. Lisboa: Escolar Editora.

White, C. (2010). The impact of emotions on service quality, satisfac-
tion, and positive word-of-mouth intentions over time. Journal of’
Marketing Management, 26, 381-394.

Wong, A. (2004). The role of emotional satisfaction in service encou-
nters. Managing Service Quality, 14, 365-376.

Yoshida, M., & James, J. (2010). Customer satisfaction with games
and service experiences: antecedents and consequences. Journal
of Sport Management, 24, 338-361.

Zeelenberg, M., & Pieters, R. (1999). Comparing service delivery
to what might have been. Journal of Service Research, 2, 86-97.

Zeelenberg, M., & Pieters, R. (2004). Beyonce valence in customer
dissatisfaction: a review and new findings on behavioral responses
to regret and disappointment in failed services. Jounal of Business
Research, 57, 445-455.

Zwick, W., & Velicer, W. (1982). Factors influencing four rules for
determining the number of components to retain. Multivariate
Behavioral Research, 17, 253-269.

Authors’ note

Vera Pedragosa is affiliated with Universidade Autonoma de Lisboa.
Rua de Santa Marta, N.° 56, 1150-293, Lisboa — Portugal

Tel: +351 213 17 7 600

Email: vpedragosa@ual.pt

Rui Biscaia is affiliated with with Universidade Europeia, Lisboa; and
CIPER, Faculdade de Motricidade Humana — Universidade de Lisboa
Estrada da Correia, n.° 53, 1500-210, Lisboa - Portugal

Tel: +351 210 309 900

Email: rui.biscaia@europeia.pt

124

Abel is with affiliated with Faculdade de Motricidade Humana —
Universidade de Lisboa.

Estrada da Costa, 1495-688, Cruz Quebrada - Portugal

Tel: +351 214 144 712

Email: acorreia@fmh.ulisboa.pt

Corresponding author

Vera Pedragosa
Email: vpedragosa@ual.pt

Manuscript received on June 27, 2014
Manuscript accepted on March 12, 2015

Motriz. The Journal of Physical Education. UNESP. Rio Claro, SP, Brazil
- eISSN: 1980-6574 — under a license Creative Commons - Version 3.0

Motriz, Rio Claro, v.21 n.2, p. 116-124, Apr./Jun. 2015



