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Relationship between humor orientation and customer orientation,

and the employees' trust, service quality, relationship quality,

and relationship retention of employee in commercial sports center
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[Purpose] The purpose of this study is to empirically inquire into the relationship between a

commercial sports center employee’s humor orientation & customer orientation and employees’ trust,

service quality, sports center relationship quality and relationship retention through structural equation

model analysis. [Methods] For this purpose, the survey targeted 224 adult men and women who have

used any one of the three commercial sports centers in Chungcheong for over three months. For

sampling method, convenience sampling method was wused, while the questionnaire was

self-administered. In an effort to verify the proposed structural model, this study used IBM SPSSWIN
Ver. 21.0 and AMOS 18.0. [Results] First, humor orientation was found to have a positive influence on

employees’ trust. Second, customer orientation was found to have a positive influence on employees’

trust. Third, employees’ trust was found to have a positive influence on service quality. Fourth,

employees’ trust was found not to have a positive influence on sports center relationship quality. Fifth,

employees’ trust was also found not to have a positive influence on relationship retention. Sixth, service

quality was found to have a positive influence on sports center relationship quality. Seventh, service

quality was also found not to have a positive influence on relationship retention.

Key words: humor orientation, customer orientation, employees’ trust, service quality, sports center

relationship quality, relationship retention
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Fig. 1. The Hypothesized Model
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Table 1. Characteristics of Respondents

Attributes Content Number Frequency(%)
Gender Male 113 50.4
Female 111 49.6
Twenties 21 9.4
Thirties 129 57.6
Age Fourties 63 28.1
Fifties 10 4.5
over Sixties 1 0.4

Average of Age 36.5

Below 6 months 26 11.6
Below 1 year 32 143
Use Below 2 years 59 26.3
Time Below 3 years 27 12.1
Below 4 years 14 6.3
Over 4 years 66 29.5
Employed 163 72.7
Own business 26 11.6
Occupation House worker 17 7.6
Others 14 6.3
Not employed 4 1.8
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Table 2. Confirmatory Factor Analysis and Reliabilities

83l Kwon(2013), An & Kwon(2016)°] AR
St T8 o] AT HAd gt 5] 6o
Tt 2R gAY L 19 o]ol-S WA A7t
H3o 7 E AFshe TAY 14 FAAY HE
=2t Fosta, ol& 437 HslA Crosby et
al.(1990), Martin & Sohi(1993)¢] A& wge
2 HAHE(2005) 0] AHEeE S o] AT Ao %
A st 4R o2 FAAY TAMEAE s 22

248 AR B Hgoz gofsta, ol St

Factors Items SC SE tvalue a CR AVE
Employees’ humor relaxes the members’ tension.* - - -
Employees help visitors laugh when they are in a bad mood. 762 352 -
humor Employees make fun jokes often. .835 286 12.609 845 874 584
orientation  Employees use humor to deliver their opinions. 774 319 11.626 ° ' '
Employees’ humor assist in solving difficult problems. 641 516 9.455
Employees entertain the members with witty talk. .609 424 8.949
Employees prioritizes customer interest.* - - -
customer Employees recognizes the customer importance and acts on it. 793 275 - 806 852 658
orientation  Employees preemptively identifies customer desires and acts on it. 72 269 11487 ° ' '
Employees makes an effort to solve customer problems. 723 363 10.717
Sports center employees care about customers first. 742 331 -
employees' Sports center employees provide good service.* - - - 861 898 746
trust Sports center employees are honest. 870 176 12.689 ' '
Sports center employees can be trusted. 863 190 12.607
The sports center readily grands requirements from the members. 811251 -
' The sports center rapidly responds to requests by the members. 846 226 14.844
Z?gllii; The sports center provides high-quality services to the members. 851 232 14981 921 .940 .758
The sports center provides individual services to satisfy the desires of the members.  .843 225 14.762
The sports center provides rapid service to the members. 839 186 14.663
The sports center provides me with good information. 978 037 -
) I share my opinions often in the sports center.* - - -
relggglrilts}lll P The sports center understands what 1 want. 990 017 50.290 944 935 .836
I can endure time-related sacrifice when using the sports center. .801 318 19.070
It is important to me to use the sports center in the long-term. 802 259 19.110
I will continue to maintain friendly relations with a sports center. 869 249 -
relationship I will maintain continued relations with a sports center. 905 178 19.516 049 048 81
retention | won’t readily change a sports center. 941 119 21249 ° ’ '

I will continuously take exercise at a sports center.

917 176 20.108

Fit: 2=366.395, (df=236, p=.000), GFI=.882, CFI=.970, TLI=.965, RMR=.032, RMSEA=.050

*means item deleted in confirmatory factor analysis
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Table 3. Correlations among Variables

Factors humo.r 01'1st01n.er employees' trust service quality relatioqship relation‘ship
orientation orientation quality retention
humor orientation 1
customer orientation T2THEH 1
employees' trust 69Tk 636%H* 1
service quality WAL e JJO3FF* T38¥E* 1
relationship quality .040 .064 .061 1927 1
relationship retention S2Tk 634%H* 573k 542k 128 1
T p(.001, **p(.01
Table 4. Testing of the Proposed Hypotheses
Hypotheses Paths SC SE t p Acceptance
H1 humor orientation—employees' trust 424 .080 5.281 .000 Accepted
H2 customer orientation—employees' trust 383 .082 4.669 .000 Accepted
H3 employees' trust—service quality 1.108 116 9.524 .000 Accepted
H4 employees' trust—relationship quality -334 .191 -1.748 .080 Rejected
HS employees' trust—relationship retention 621 .166 3.740 .000 Accepted
H6 service quality—relationship quality A87 176 2.762 .006 Accepted
H7 service quality—relationship retention 242 .148 1.637 .102 Rejected

Fit: *=387.968, df =241, p=.000, GFI=.876, CFI=.967, TLI=962 RMR=.044, RMSEA=.052

(.01

**p(.001,
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e 97 (Ha & Kim, 2014)7F S¥tdsta ik ~
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