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Introduction: The aim of this study was to analyze the effective indicators on
service pricing in fitness and aerobic sports clubs in Mashhad.

Methods: The research method was correlational and chronological and its data
were collected by a questionnaire. The questionnaire based on the research of
Nazari and Dastar (2018) and Zilk (2009-2012) was used to determine the factors
affecting pricing in the form of 31 questions. The obtained data were analyzed
using statistical software in two parts: descriptive and inferential. For this SPSS 22,
Excel 2010 and Amos software were used.

Results: The results of exploratory factor analysis showed that eight factors,
characteristics and structure of the club, social functions, personal characteristics of
sales, service quality, sales policies, pricing and advertising strategies, customer
management and competitors' affiliates were identified and approved. The
identified factors, in total, explained 65.96% of the variance, and the average score
of all pricing components indicates a favorable relative status. According to the
share of variance for each of the extracted factors, the characteristics and structure
of the club, social functions, personal characteristics of the customer and the
service quality, respectively, had the highest priority.

Conclusion: Considering the findings, paying attention to pricing determinants,
such as the characteristics and structure of the club can have a positive effect on
customer attraction in fitness and aerobics clubs, and in addition to developing sales
policies, lead to optimal management of customer needs.
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Extended Abstract

Introduction

One of the areas of communication measurement with target
communities is to pay attention to the marketing mix (Nath et
al.,, 2010). In fact, the marketing mix is the strategic
combination of product, price, place, and promotion. In the
meantime, the price mix can play a significant role in the
mutual relationship between the organization (club) and the
customer, which helps companies to establish a strong
relationship between customers and other members (Nath et
al., 2010). The term price in the definition is the exchange
value of goods and services, which is expressed in terms of
currency. The price is the most important factor and
motivation of the activity in the market, and supply and
demand are adjusted according to this factor (Ghazizadeh et
al., 2009).

As stated, among marketing mix, price as a major parameter
has a significant effect on the income of facilities (clubs)
(Dolgui & Proth, 2010). Although competition on price is one
of the important issues, many cannot solve this issue in an
excellent way, so the price element has become one of the
most important factors affecting the retention and attraction of
customers and their loyalty and satisfaction (Ghazizadeh et al.,
2009).

As a result, the dynamic and multifaceted nature of pricing
shows the need for physical fitness clubs to pay attention to
this matter and can be considered as a suitable guide for
researchers and managers and provide valuable results for the
future. Also, the need to pay attention to the different tastes of
people in clubs can lead to the introduction of the
organization's personality and have distinct effects on
attracting and developing customers. So, if a person manages a
club or works in a club, by raising this issue, the quality of the
club can be increased by making changes in the environment
of the club, therefore, club managers should take an important
step by using the first principles of sports marketing in
designing and providing services to customers and paying
attention to pricing issues. Therefore, the main question of the
research was to answer this issue, whether the price marketing
mix element can lonely be considered by customers as an
effective factor?

Methods

The research method is applied in terms of purpose and
correlational in terms of type. The statistical population
included the customers of women's aerobics and physical
fitness clubs in Mashhad city, who, operationally, in addition
to being a member of the club, used the club's sports services
three times a week. Therefore, after determining the size of the
population in an indefinite manner, the number of samples
(280 samples including determining the sample size of 5 to 10
times the number of research questions in correlational
studies) was considered. In the following, in order to examine
the determinants of pricing by examining the background of
theoretical research by Nazari & Dastar (2018) and Zielke
(2009-2012), the initial list of the questionnaire was compiled
and then based on the opinion of the experts, 31 questions
were proposed in the form of 8 components.

For data analysis, descriptive statistics and inferential statistics
(exploratory and confirmatory factor analysis, data normality
test, and one-sample t-test) were used. SPSS 22, Excel 2010,
and Amos were used at a significant level (P<0.05).

Results

Due to the normality of the data distribution, one sample t-test
was used to investigate the role and importance of the
components (Table 1). As can be seen in Table 1, the average
score of the components of "club features and structure, social
functions, service quality, sales policies, customer
management and factors related to competitors” indicates a
favorable relative situation, so their average score is more than
3. But the components of "customer's personal characteristics
and price and advertising strategies”, according to their
average, are not in good condition. Also, according to the
significance levels, it is clear that apart from the components
of social functions, customer management, and price and
advertising strategies, there is a significant difference between
the average of other components and the hypothetical average.

Table 1. Results of the one-sample t-test to determine the role of the score of pricing determinants and its components

Variable Mean T-value Sig.
Club features and structure 3.28 5.09 0.001
Social functions 3.01 0.38 0.78
Customer's personal characteristics 2.59 6.22 0.001
Service quality 3.62 10.86 0.001
Sales policies 4.05 18.62 0.001

Price and advertising strategies 2.99 0.12 0.98
Customer management 3.07 1.40 0.16
Factors related to competitors 3.30 6.22 0.001




Conclusion

Considering the findings, paying attention to pricing
determinants, such as the characteristics and structure of the
club can have a positive effect on customer attraction in
fitness and aerobics clubs, and in addition to developing sales
policies, lead to optimal management of customer needs.
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