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Abstract

The objectives of this research were: 1) to examine the influence of
marketing strategies of fitness businesses on success factors, 2) to investigate
the influence of service quality and organizational development on success
factors, and 3) to explore the influence of customer experience on the success
factors of fitness businesses. This study employed a mixed-methods approach,
combining quantitative and qualitative research. For the quantitative research,
data were collected from 464 customers of large fitness centers across four
organizations with a total of 67 branches. Data analysis was conducted using
correlation analysis and multiple linear regression analysis. For the qualitative
research, in-depth interviews were conducted with six key informants, and the

data were analyzed using content analysis to synthesize key themes.
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The results revealed that:

1) Marketing strategies had a significant positive influence on the success
factors of fitness businesses, particularly in product strategy, promotional
activities, and brand image creation, which enhanced customer awareness and
trust.

2 ) Service quality and organizational development significantly
influenced  success factors, especially employee competence and
attentiveness, modernity of equipment, and service standards that met
customer needs, leading to satisfaction and loyalty.

3) Customer experience had a direct impact on the success of fitness
businesses. Customers with positive experiences in terms of quality,
atmosphere, and service tended to revisit and recommend the service to
others.

Keywords: Marketing Strategies (7Ps), Service Quality, Customer Experience
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