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Abstract

Recently economic growth and density of population
increase in Taiwan, health club establish one after another, and
related to result in complaint of consumption. The purpose of
this study was to investigate the consumer complaint of health
club members. By attribution theory to explain conclusion, and
support research by literature about health club and consumer
complaint. A questionnaire that designed by researcher called
condition of consumer complaint in health club was employed in
three health clubs in Taichung , that included investor-owned
independent health club, commercial chained health club and
hotel health club. It tested 230 samples in health club by
convenience sampling. And include four factors: dissatisfying of
service, dissatisfying of ground and facilities, dissatisfying of
expected values and demographic. The data was analyzed by
descriptive statistics, and one-way ANOVA. The findings reveal
that the condition of consumer complaint in investor-owned
independent health club is less than in commercial chained and
hotel health club. Demographic is significant in time of joining a
club and marital condition. p .05

The study recommend that the management of health club

must pay attention to the consumer complaint, and establish a



department to solve their problems. In order to increase the
volition of repurchase and make it becomes the fixed income,
health club have to do their best to solve people’s problems
especially the main consumers that join the club for over one

year and get married.
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