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 These days, a healthy lifestyle has become a trend for Indonesians especially those who live in 
big cities. The healthy lifestyle trend has been caused by the fast development of information and 
technology. Many role models, such as celebrities and public figures that have proportional bodies have 
triggered people to be motivated in owning a healthy and ideal body themselves. Country Club Bukit 
Cimanggu City (CCBCC) is one of many sportclubs in Bogor that offers a variety of exercise facilities. 
One of them is the Fit For Two Fitness Center CCBCC. Operating within the service industry, the center 
measures the quality of services that it gives to its customers. In 2007, there was a decline in visitor 
quantity, where one of the causing factors was identified as the customer satisfaction level towards the 
services given. Management must comprehend the whole product service created using the customer's 
point of view so that the satisfied customer will in the end be loyal and not convert to other fitness centers 
which if it happens will affect the revenues and income that the CCBCC receives. 
 The objectives of this study were to: (1) identify the characteristic of customer Fit For Two 
Fitness Center Country Club Bukit Cimanggu City Bogor, (2) analyze the factors influencing customer 
satisfaction in Fit For Two Fitness Center Country Club Bukit Cimanggu City Bogor, (3) identify 
customer satisfaction and loyalty in Fit For Two Fitness Center Country Club Bukit 
Cimanggu City Bogor, (4) analyze the relationship between customer satisfaction and loyalty, and (5) 
formulate useful managerial implications for Fit For Two Fitness Center Country Club Bukit Cimanggu 
City Bogor. The primary data were gathered from August until September 2008 using a 
descriptive and survey method approach through questionnaires and interviews. The Samples were 
gathered using purposive convenience sampling (non probability sampling). The amount of respondents 
that were usable in this study followed the SEM rule of thumb and collected up to 135 
respondents. Structural Equation Modeling, Penalty-Reward Analysis, Correspondence analysis, 
Customer Satisfaction Index, and Customer Loyalty Index were used to analyze the data. 
     The results of this study showed that responsiveness, tangibility, and reliability dimensions had 
significantly contributed in influencing customer satisfaction. Responsiveness was the dimension that had 
the biggest effect in forming satisfaction and has the highest importance level according to the consumers. 
There is a significant relationship between satisfaction and loyalty. Satisfaction is the forming component 
of loyalty. Respondents who were satisfied were willing to come to Fit For Two Fitness Center CCBCC 
despite whether or not other fitness centers of the same kind were more interesting or offered a lower fee. 
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