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METHODOLOGY

BACKGROUND

« Growing Popularity of Sports: + Investigate how service quality dimensions
» Supported by government initiatives. relate to customer satisfaction in LCSD- « Data collection ( using Google Form)
« Enhancing community participation (Frey & managed sports and recreation facilities. « SERVQUAL dimensions: Tangibles, Reliability,
Gullo, 2021). + ldentify the key factors that drive user Responsiveness, Assurance, and Empathy.
+ Facility Development: satisfaction. » Statistical analyses ( Spearman correlations,
» Examples include Kai Tak Sports Park. « Examine potential differences in service Mann-Whitney U tests, Kruskal-Wallis H tests)
+ Essential for improving .custom.er satisfaction. guality perceptions among diverse user to evaluate relationships and group
« Enhances overall experiences in sports demographics (e.g., age, gender, differences.
facilities (Bitner, 1990). employment status, usage frequency).

RESEARCH QUESTIONS

1.What are the relationships between the expectations of service quality and satisfaction of the sports and recreations facility users of LCSD?

2. Which aspects of service quality have a major impact on customer satisfaction?
disparities in views of service quality and satisfaction across distinct user groups?

Table 4. 4
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« Total Responsiveness:

,Percentage: 66% Correlation Analysis Summary

. - . o Statistically significant _ _
Standard Deviation Values: | Overall Satisfaction:
+ Total Reliability: SD: 3.68, Total Empathy: difference: U = 726.50, p = | , o
SD: 351 0 043 e It shows large correlations with Total Reliability,
. Suggests gender may Total Responsiveness, Total Assurance, and Total

DISCUSSION influence this aspect. Empathy, with all of them ranging from 0.5 to 0.7

Expectations Influenced by Gender Roles:

> Women expect higher levels of attentiveness and prompt e Total Tangible:
service (Brody & Hall, 1993).

© Female customers prioritize responsiveness in service
encounters (Mattila et al., 2003). little impact on perceptions of quality and

> Women and men exhibit different expectations regarding satisfaction.
promptness.

o This difference likely explains higher responsiveness ratings

among women in this study. e Total Responsiveness:
e Shows very large correlations with all dimensions,

e« Correlations are trivial (<0.1), indicating they have

Service Quality Priorities
> Traditional emphasis on physical factors (e.g., Bitner, 1992) and all of them are greater than 0.7 except for

had minimal impact on satisfaction in this study. Total Tangible.
o Users now prioritize relationship and experience qualities

over physical settings. PRACTICAL IMPLICATIONS

o A clear shift towards valuing interactions more than

well- maintained environments. « Maintain constant pricing to increase client confidence
o Expectations may be lower for LCSD facilities due to lower

costs for public use. (Gneezy et al., 2014)

and expectations.

Interpersonal Dimensions as Key Drivers o Proactive Customer Support: Assist clients, especially

+ Correlations: women, with their individual requirements.
o Large to very large correlations exist between Reliability,

Responsiveness, Assurance, and Empathy.

o Emphasizes the importance of emotional connections and
personalized interactions. demonstrate dedication to addressing customers

o Create a comprehensive feedback system to

e Support for Theories: complaints.

o Findings align with Gronroos' (1990) and Parasuraman et
al.'s (1988) theories on the importance of relationship traits
for customer satisfaction.

times for the public, as they significantly impact
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