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How can the management of fitness centres be improved
through corporate image and brand image?

M. Alguacila , J. Garc�ıa-Fern�andezb , F. Calabuiga and P. G�alvez-Ruizc

aFaculty of Sport Sciences, Department of Physical Education and Sport, University of Valencia,
Valencia, Spain; bDepartment of Physical Education and Sport, University of Sevilla, Sevilla, Spain;
cSport Management, Valencian International University, Valencia, Spain

ABSTRACT
The aim of this research is to test the role of corporate image in
predicting credibility, trust, and brand recognition. In addition, it
is intended to verify whether these variables can explain the atti-
tudes and future intentions of fitness centre users to better
understand their behaviour. Through an online survey, the opin-
ions of 325 fitness centre users were collected regarding the pre-
viously mentioned variables. A structural equation model was
made by means of EQS 6.4 to confirm, first, the reliability of the
scales used and subsequently test the different relationships
between variables. The results show the importance of corporate
image as a starting point to explain future intentions. Between
78% and 91% of the variance of credibility, trust, and recognition
and, consequently, up to 90% of attitudes and 62% of future
intentions can be explained by the equation. Thus, managers
should not only focus on the variables related to the experience
or performance of the service but also attend to brand variables.
This research represents a contribution to the literature on brand
perception and its relationship with consumer behaviour in fitness
centres, an uncommon topic in this context.
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1. Introduction

In recent years, there has been a significant increase in the offerings of fitness centres
attending to different segments of the population. According to the European Health &
Fitness Market Report (Deloitte, 2020), there are 63,644 centres with a total of 64.8 mil-
lion members, which means a growth of 3.8% and a total revenue of 28.2 billion euros,
demonstrating that fitness centres are important within the sports sector. Parallel to
this growth, there has also been an increase in the literature related to sports manage-
ment in these fitness centres, with the intention of better understanding their peculiar-
ities and analysing possible improvements in such management. Therefore, the sport
management literature has analysed aspects such as perceived quality, perceived value,
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satisfaction, and future intentions (e.g., Baena-Arroyo et al., 2020; Biscaia et al., 2021;
Garc�ıa-Pascual et al., 2020; Newland & Yoo, 2021; Yu et al., 2014).

Marketing has a lot to contribute to the improvement of sports services manage-
ment, in the same way that it has been helpful in other contexts, providing useful
information to managers to establish strategies in a more appropriate way. It is
known that marketing is a fundamental element for understanding consumer behav-
iour (De Mooij, 2019) and that the analysis of brand image has had great impact
(Balmer et al., 2020; Iglesias et al., 2019; Lin et al., 2021). Although there are some
related studies in the field of professional sport, sport sponsorship and esports (e.g.,
Alonso-Dos-Santos et al., 2018; Amor et al., 2020; Grohs, 2016), the literature analy-
sing this construct in sports services is very scarce, even more so if we focus on fit-
ness centres. Therefore, the research problem we aim to address is the lack of
literature on the benefits and consequences of working corporate image to improve
future intentions in fitness centres.

This lack of information forces sport managers to decide based on the information
of different contexts, which can make those decisions inadequate; therefore, we want
to use specific data on the fitness sector and its peculiarities to make more effective
decisions. This research would help sport managers to better understand their context
and the importance of working on the brand because the brand has proven to be an
important aspect to understanding consumer behaviour (Chopra et al., 2021; Kunkel
& Biscaia, 2020). Therefore, this research is novel because it addresses a non-common
methodological approach in the sporting context—brand perception and the growing
sector of fitness centres—a research topic that is attracting increasing attention from
researchers and sport managers.

2. Theoretical background and hypotheses

2.1. Corporate image and Brand image

Corporate image has attracted the attention of researchers over time and continues to
referenced in the study of brands (Balmer et al., 2020; Da Silva & Alwi, 2008; Dennis
et al., 2007; Greyser & Urde, 2019). Corporate image includes the analysis of different
factors (Bravo et al., 2010), and it is related to the physical and behavioural attributes
of the brand, such as business name, products/services offered, tradition, and the
quality communicated through each person interacting with the brand’s clients
(Nguyen & Leblanc, 2001). At a conceptual level, corporate image is understood as a
sum of the impressions and expectations that consumers and nonconsumers have
about the brand (Howcroft, 1991) and as an image that the public has about an
organization created thanks to the accumulation of all the information received
(Fombrun, 1997). According to other definitions, corporate image is the mental pic-
ture of a company that appears from the moment someone sees the logo or hears
about it (Gray & Balmer, 1998). This is why it is so important to develop and manage
corporate image properly from the moment the brand is born.

In that sense, the closely related concepts of brand identity, corporate image and
brand image can cause confusion (Mart�ınez-Cevallos et al., 2020). Identity has to do
with how a brand wants to be perceived and is related to the mission, vision and
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values of the organization (Ruzzier & De Chernatony, 2013). On the other hand, cor-
porate image relates to the general impression of consumers about a company
(Barich & Kotler, 1991) oriented to a wide range of stakeholders (Chang et al., 2015)
considering corporate aspects such as ethics (Souiden et al., 2006) or corporate social
responsibility (Ali et al., 2020; Kraus et al., 2021). Finally, brand image refers to the
set of meanings that consumers have about a brand (Dowling, 1986), in this case of
those brands through which companies advertise and sell their products (Capriotti,
1999). This brand image, in contrast to corporate image, will be primarily targeted at
current and potential consumers (Mart�ınez-Cevallos et al., 2020).

2.2. Credibility, trust and recognition

When addressing credibility, we understand the concept to mean the promises an
entity makes and how those promises are or are not subsequently fulfilled (Herbig &
Milewicz, 1995). Other authors link it to the credibility of the product’s information
contained in a brand (Erdem & Swait, 2004). Moreover, credibility does not corres-
pond to a specific moment; it addresses the cumulative effects of marketing activities
carried out over time, influencing psychological processes and transferring an object-
ive quality into a subjective one (Erdem et al., 2002). Therefore, if the brand ever fails
to ensure the quality of its product, consumers credibility towards it will be dimin-
ished (Lee & Kim, 2020). Furthermore, this concept is related to signal theory
(Spence, 1974). This theory states that there is an agent that transmits information to
a receiver, so if the signals it transmits are credible, they will be more effective and
may influence the improvement of certain aspects such as brand usefulness (Spry
et al., 2011). In marketing, brands become an essential element, especially in the ser-
vice context, since there is a high level of asymmetric information (Mahadevan et al.,
2017; Spence, 1974; Zhang & Xu, 2021). In addition, there are situations where infor-
mation on the service may be incomplete so that brands and their credibility will
serve to determine the success of the company (An et al., 2018) and contribute to
changing the beliefs, attitudes and behaviour of users (Abu Zayyad et al., 2021; Wang
& Scheinbaum, 2018).

Trust, on the other hand, is related to the feeling of security that consumers have
when interacting with a brand (Delgado-Ballester et al., 2003). This concept is also
related to the hope that if a problem arises, the brand will do everything possible to
solve it (Kim et al., 2018). Brand trust is another element that determines the rela-
tionship that a brand can have with a consumer, since, as Sobel’s theory (1985) estab-
lished, consumers must decide whether to grant credibility and whether to trust the
other part with which they interact. In this sense, generating trust reduces the uncer-
tainty of the commercial relationship (Frasquet et al., 2017). Therefore, it is clear that
brand trust has an important influence on the relationship established in the purchas-
ing process (Cuong, 2020; Kim & Walker, 2013; Sanny et al., 2020).

Brand recognition is related to the extent to which the user is able to recognize
the brand, being an influential element in the attitudes he or she develops towards it
(van Grinsven & Das, 2016). Other authors define recognition as the quickness with
which a consumer recognizes a brand, discriminating it through visible elements,
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such as the logo (Keller, 1993; Machado et al., 2021). In this regard, consumers
mainly choose things that are familiar to them (Coates et al., 2006). This is in line
with the idea of heuristic recognition proposed by Goldstein and Gigerenzer (2002),
which states that when we do not know the right answer in a situation, we tend to
choose those things that we recognize.

Therefore, if brands try to increase their exposure, they will achieve higher levels of
recognition and will be able to generate more positive attitudes towards the brand. This
is especially for complex logos, since these relationships would mean short-term benefits
for visually simple brands and long-term benefits for complex logos (van Grinsven &
Das, 2016). In this sense, Pieters et al. (2010) establish that the complexity of a brand’s
advertising is an aspect that favours attracting the attention of users and creating favour-
able attitudes towards such advertising. Finally, to increase brand exposure, different
strategies can be followed in the sports context including event or athlete sponsorship
actions as well as collaborations with influencers or celebrities through social media.

From a corporate point of view, credibility is related to consumers’ perception of
the company and its ability to implement the necessary management activities (Kim
et al., 2014). In addition, credibility is also related to the promises made by the com-
pany (Herbig & Milewicz, 1995) and its trustworthiness and expertise to carry them
out (Erdem & Swait, 2004). Therefore, the extent to which the entity meets these
requirements make its corporate image more credible to consumers, which leads us
to propose H1.

In the same way, corporate image has been shown to be an important element
since the image of the entity affects the behaviour of stakeholders (Yu et al., 2021),
including consumers, which is why companies strive to develop and properly manage
their image (Upamannyu et al., 2015). This relationship also exists between corporate
image and trust (Flavi�an et al., 2005; Purwanto et al., 2020) since consumers feel trust
and like more brands when they perceive the company as a more desirable organiza-
tion (Moon, 2007). This leads us to propose H2. On the other hand, the relationship
between credibility and trust and its importance for the establishment of commercial
relations between brands and consumers has also been discussed (Lou & Yuan, 2019).
If consumers perceive a brand as more credible, they have higher levels of trust
(Alguacil et al., 2020; Ngo et al., 2020) and that trust leads to better expectations of
the brand’s intentions (Pauwels-Delassus & Descotes, 2013; Rather et al., 2019). This
leads us to propose H3. Finally, corporate image is linked to consumer recognition;
for instance, the communication of ethical aspects to consumers at a corporate level
leads to recognition benefits (Iglesias et al., 2019). In the same way that visual aspects
are used, corporate logos trigger positive emotions and improve brand recognition
(Foroudi et al., 2014; M€uller et al., 2013; van der Lans et al., 2009). This leads us to
propose H4.

For these reasons, here we propose H1, H2, H3, and H4:

� H1. Corporate image is significantly related to credibility.
� H2. Corporate image is significantly related to trust.
� H3. Credibility is significantly related to brand trust.
� H4. Corporate image is significantly related to brand recognition.
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2.3. Attitudes towards the Brand and future intentions

Attitudes refer to a state of mind of disposition, which is organized through experi-
ence and influences the response of individuals in the situations in which they find
themselves (Allport, 1935). Other authors with more marketing-oriented definitions,
Eagly and Chaiken (2007), stated that attitudes are related to the disposition that con-
sumers have towards a brand; it is the psychological tendency that is expressed when
evaluating a particular entity with a certain degree of agreement or disagreement.
Interest in knowing attitudes has led to the emergence of different theories and mod-
els that attempt to explain the consumer information processes influencing their deci-
sions (Arnould et al., 2002; Copeland & Zhao, 2020; Nimri et al., 2020; Xiao, 2020).
Within these models and theories, we find, for instance, the theory of reasoned
action, theory of planned behaviour, or the tri-component model of attitudes
(Makanyeza, 2014). According to this last model, which has been used to understand
consumer behaviour (Asiegbu et al., 2012; Pangriya & Kumar, 2018), consumer
behaviour is formed by three components: affect (feelings/emotions), cognition
(thinkings/beliefs), and conative (behaviour).

In these components, we can work from brand management to generate percep-
tions, emotions, or feelings towards it and establish beliefs to obtain the desired
behaviour through it. These concepts interact and cause a greater or lesser extent of
cognitive dissonance during the purchasing process. As explained by Festinger’s the-
ory of cognitive dissonance (1957), any dissonance that makes the consumer uncom-
fortable will lead them to try to eliminate that dissonance. Usually, it is understood
that the way to eliminate this dissonance is not only by buying the product but also
by the convincing the consumer, through other aspects or perceived benefits of the
brand, that he or she truly needs the product, which also makes the dissonance dis-
appear and allows more space for managers to try to trigger these mechanisms.

In the case of brands, through advertising, attempts are made to transmit their
characteristics and benefits, and the users are the ones who evaluate it and begin to
create positive or negative attitudes towards the brand (Low & Lamb, 2000). These
attitudes are also related to other important aspects at a business level, such as ethics
and corporate social responsibility (Ferrell et al., 2019; Vizca�ıno et al., 2021). In rela-
tion to the hypothesis, if a brand is more credible, attitudes are improved (Chin
et al., 2020; Nayeem et al., 2019). In the same way, greater trust will improve those
attitudes (Kim et al., 2019). Finally, as mentioned, brand recognition leads to
improved attitudes towards the brand (Norman et al., 2020). All this leads us to pro-
pose H5, H6, and H7.

� H5. Credibility is significantly related to attitudes.
� H6. Brand trust is significantly related to attitudes.
� H7. Brand recognition is significantly related to attitudes.

Finally, in support of H8, that attitudes favour future intentions, as previously
mentioned, users evaluate brands, and accordingly they generate positive or negative
attitudes that are never neutral (Ratneshwar & Shocker, 1991). Obviously, when we
talk about brands and specifically about services, trying out the service is an element
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that can either reinforce positive attitudes or negative attitudes. In any case, whether
positive or negative, attitudes have an effect on purchase intentions (Shah et al.,
2012) since they are responsible for mediating the effect of perceptions on brand
advertising and purchase intentions (Sarkar et al., 2019) on the basis of the general
perception of the brand (Ko et al., 2008). From these premises, we propose H8:

� H8. Attitudes are significantly related to future intentions.

For all the abovementioned reasons, this research aims to verify how, from corpor-
ate image perceptions of a fitness centre, brand image perceptions of its users can be
improved, specifically in terms of perceived credibility, trust, and recognition.
Consequently, it is intended to test whether this has an impact on their attitudes and
future intentions (see Figure 1). With this proposal, we contribute scientific literature
analysing corporate image, brand image, and fitness centre users’ behaviour. This
provides specific information on this context to managers so that they can perform
better management.

3. Methods

3.1. Instrument

The instrument used was an online questionnaire developed from validated scales
extracted from the literature. Table 1 shows the detailed items as well as the mean val-
ues and standard deviations obtained from their opinions. First, the corporate image
scale was extracted from Balmer et al. (2006) and is made up of five items, while the
credibility scale (three items) was adapted from Sweeney and Swait (2008). On the
other hand, the trust scale is composed of three items extracted from the contribution
of Hur et al. (2014), and the brand recognition scale is based on the proposal of Tong
and Hawley (2009) with three statements. Finally, the attitude scale is composed of
four items (Besharat, 2010; Gwinner & Bennett, 2008) and the future intentions scale
contains four items and is based on the contribution of Zeithaml et al. (1996).

Figure 1. Research hypotheses.
Source: elaborated by authors from the statistical data.
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As shown in the results section, all the scales that make up the instrument show
adequate psychometric properties, with composite reliability (CR) values above .70
(Hair et al., 2006), Cronbach’s alpha values above .70 (Hair et al., 2006), and average
variance extracted (AVE) values above .50 (Fornell & Larcker, 1981). Regarding dis-
criminant validity, the Fornell and Larcker (1981) criterion that indicates that the cor-
relations between pairs should not exceed the value of the square root of AVE is met,
but not strictly in two cases. In this sense, recognized authors such as Folger (1989)
recommend not treating the AVE-SV outcome as binary but rather that validity
should be studied in combination with other indicators. So, given that the cut-off lev-
els are minimally exceeded in these cases and the rest of the indicators are adequate,
discriminant validity is considered to be adequate (Table 2).

3.2. Procedure

First, the questionnaire through which the data would be collected was elaborated.
This questionnaire was made up of validated scales, as previously mentioned in the
instrument section. Once the questionnaire was created, was reviewed by research
and marketing experts, and subsequently the items were transferred to an online plat-
form, through which the survey could be sent to the users of the fitness centre,
always in coordination and with the permission and transfer of the data from the dir-
ector of that centre. To collect the data, the respondents were properly informed,
clarifying that their participation was voluntary and anonymous, and their answers
were only used for academic purposes. The survey was available for completion for
two weeks, and at the end of this time, thanks to the online survey all the data was
automatically transferred to the SPSS statistical program for subsequent analysis.

Table 1. Items and descriptive values.
Factor Item M SD

Corporate Image Brand name is innovative and pioneering. 3.23 1.160
This brand is successful and self-confident 3.57 1.077
This brand is persuasive and shrewd 3.28 1.151
Brand Name does business in an ethical way 3.47 1.132
This brand is open and responsive to consumers 3.52 1.188

Credibility I think brand name delivers what it promises 3.64 1.151
The claims about this brand are believable 3.69 1.113
This brand has a name you can trust 3.75 1.089

Trust I trust this brand 3.40 1.235
I rely on this brand 3.46 1.174
Brand name is an honest brand 3.46 1.221

Recognition Some characteristics of brand name come to my mind quickly 3.52 1.135
I can recognize Brand Name quickly among other competing brands 3.77 1.085
I am familiar with Brand Name 3.80 1.036

Attitudes I like Brand Name 3.86 1.029
Brand name is a very good brand 3.71 1.070
I have a favourable disposition toward Brand Name 3.81 1.036
My attitude toward this brand is very positive 3.74 1.095

Future Intentions I would re-register at my sport centre 3.53 1.280
Say positive things about Brand Name to other people 3.52 1.268
Recommend Brand Name to someone who seeks your advice 3.54 1.277
I will keep on participating in the services of this sport centre 3.63 1.199

Source: elaborated by authors from the statistical data.
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3.3. Sample

The target population of this research corresponds to users of fitness centres.
Specifically, the sample of participants is composed of 325 users of a fitness centre
located in Seville. The convenience sample was collected from a total target popula-
tion of 3000 users, and information was collected through an online questionnaire
sent by e-mail. Of the 325 participants,147 were men (45.2%), and 178 were women
(54.8%). In terms of their sociodemographic characteristics, 5.2% (n¼ 17) were under
20 years old, 36% (n¼ 117) between 21 and 30, 20.9% (n¼ 68) between 31 and 40,
19.4% (n¼ 63) between 41 and 50, 13.2% (n¼ 43) between 51 and 60, and 5.2%
(n¼ 17) over 60 years old. On the other hand, in relation to the frequency of attend-
ance, 1.8% (n¼ 6) of the total respondents reported attending less than once a week,
3.1% (n¼ 10) once a week, 19.4% (n¼ 63) twice a week, 42.5% (n¼ 138) 3 times a
week, and 33.2% (n¼ 108) more than 4 times a week.

In terms of the time they have been registered at the centre, 17.5% (n¼ 57)
reported that they have been there less than 3months, 18.8% (n¼ 61) between 3 and
6months, 8.9% (n¼ 29) between 6 and 12months, 14.8% (n¼ 48) between 1 and
2 years, and 40% (n¼ 130) for over 2 years. Finally, as to whether they had previously
been enrolled at another centre,29.8% (n¼ 97) reported that they had not been regis-
tered in another centre before belonging to the fitness centre analysed, 8.6% (n¼ 28)
reported that they had been registered in that same centre, while 61.5% (n¼ 200)
reported that they had been registered in a different centre before being enrolling in
the fitness centre where the study was conducted.

3.4. Statistical analysis

To carry out the statistical analysis, first, using SPSS software (Statistical package, ver-
sion 25, IBM corporation, NY, USA) a frequency and percentage analysis was carried
out to determine the sociodemographic characteristics of the sample. Later, already
centred in the structural model by means of EQS 6.4 software, a confirmatory factor-
ial analysis was carried out applying robust maximum likelihood estimation (MLR)
since it enables correction of the possible absence of normality in our data, consider-
ing Satorra-Bentler’s chi-square statistic (Chou et al., 1991). This allows us to verify,
on the one hand, that the proposed measurement model obtained an appropriate
model fit within the parameters indicated by the literature.

On the other hand, the scales that conform the model fulfilled the reliability crite-
ria that assure their suitability for the measurement of the proposed constructs.

Table 2. Discriminant validity indicators.
CI (F1) CR (F2) TR (F3) RG (F4) AT (F5) FI (F6)

CI (F1) .86
CR (F2) .87 (.84-.89) .94
TR (F3) .89 (.87-.91) .88 (.85-.90) .94
RG (F4) .78 (.73-.82) .74 (.69-.79) .74 (.69-.79) .80
AT (F5) .85 (.82-.88) .89 (.87-.91) .85 (.82-.88) .78 (.73-.82) .94
FI (F6) .71 (.65-.76) .78 (.73-.82) .75 (.70-.79) .64 (.57-.70) .75 (.70-.79) .94

Note: The values of the square root of AVE are on the diagonal. Interval correlations in parentheses.
Source: elaborated by authors from the statistical data.
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Finally, with the EQS 6.4 software, an analysis of the structural model was carried out
to check whether the model complied with the necessary model fit indicated by the lit-
erature. Additionally, we checked whether the proposed relationships were significant
and, if so, to what extent and their capacity to predict the different variables of interest.

4. Results

4.1. Measurement model and scale reliability

First, a confirmatory factor analysis was carried out to check that the proposed meas-
urement model had a good fit (S-Bv2¼ 360.97; v2¼ 522.82; df ¼ 194; v2/df ¼ 2.69;
NFI¼ .95; NNFI¼ .97; CFI¼ .98; IFI¼ .98; RMSEA¼ .05). In this sense, the value of
the v2/df ratio is below 3 (Byrne, 2013), the fit indexes are above the threshold of .90
(Hu & Bentler, 1999) and the error is below the criterion of .08 (Browne & Cudeck,
Browne & Cudeck, 1993). The reliability values of the scales used (see Table 3) all
met the reliability criteria, with Cronbach’s alpha and composite reliability values
above .70 (Hair et al., 2006), factorial weights of the items above .60 (Bagozzi & Yi,
1988), and AVE values above .50 (Fornell & Larcker, 1981).

4.2. Structural model

Once the reliability and suitability of the structural model were confirmed, the ana-
lysis of the structural equation model was carried out. This analysis is composed of
six factors—corporate image, credibility, trust, recognition, attitudes, and future inten-
tions—and the eight relationships between them that correspond to hypotheses.
The results of the analysis indicate that the structural model has an adequate fit
(S-Bv2¼ 389.73; v2¼ 562.56; df ¼ 201; v2/df ¼ 2.80; NFI¼ .95; NNFI¼ .97;
CFI¼.97; IFI¼ .97; RMSEA¼ .05), again meeting the criteria outlined above (Browne
& Cudeck, 1993; Byrne, 2013; Hu & Bentler, 1999).

For the results of the proposed relationships (see Figure 2), all of them were sig-
nificant, with the exception of the relationship that links trust with attitudes. More
specifically, corporate image is significantly related to credibility, trust, and recogni-
tion (b¼. 93; p< .05; b¼ .61; p<.05, and b¼ .88; p< .05, respectively) and credibility
with trust (b¼ .35; p<.05). On the other hand, credibility and recognition are

Table 3. Scale reliability.
Construct N b Rjx a CR AVE Construct N b Rjx a CR AVE

Corporate Image 1 .84 .82 .94 .94 .74 Recognition 12 .90 .70 .85 .85 .65
2 .91 .89 13 .82 .81
3 .80 .79 14 .69 .67
4 .87 .82 Attitudes 15 .92 .91 .97 .97 .89
5 .89 .83 16 .95 .93

Credibility 6 .92 .90 .96 .96 .88 17 .95 .93
7 .93 .92 18 .95 .93
8 .96 .91 Future Intentions 19 .91 .89 .97 .97 .88

Trust 9 .93 .90 .96 .96 .88 20 .96 .93
10 .94 .92 21 .97 .95
11 .95 .91 22 .92 .91

Note: b¼ standardized beta coefficient; a¼ Cronbach’s Alpha; CR¼ composite reliability; AVE¼mean variance
extracted; Rjx¼ item-scale correlation.
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significantly associated with attitudes (b¼.66; p<.05; and b¼.29; p<.05, respectively),
while they are not the same in the case of trust (b¼.05; p>.05).

Finally, we confirm the significant relationship between attitudes and future inten-
tions (b¼.78; p<.05). Considering the explanatory capacity of the model, from the
corporate image, up to 87% of the credibility and 78% of the brand recognition can
be explained at a theoretical level, while from the corporate image and credibility, up
to 91% of the brand trust can be explained. On the other hand, credibility and recog-
nition significantly influence attitudes towards the brand and how these attitudes sig-
nificantly predict the future intentions of users, with explanatory percentages of 90%
and 62%, respectively.

Finally, to conclude with the results obtained, Table 4 shows the summary of the 8
hypotheses raised in the study that were tested by creating the structural equa-
tion model.

5. Discussion

Brand image and corporate image has been widely studied in the field of marketing
in different aspects throughout the literature (Gray & Balmer, 1998; Iglesias et al.,
2019; Nguyen & Leblanc, 2001; Ramesh et al., 2019). More specifically, there are also
examples in the sports context (Ko et al., 2008; Mart�ınez-Cevallos et al., 2020; Pope
& Voges, 2000); however, the study of brands in the sports context has less input,
and is an emerging topic.

In relation to the present study, it has been confirmed that corporate image has an
effect on credibility, trust, and recognition. This is in line with other studies, such as
Flavi�an et al. (2005). Therefore, sports or marketing managers must develop and
manage their brand very carefully from the beginning; otherwise, they may create
perceptions that work against them. In the same way, credibility has been shown to
influence the trust generated by users. This relationship has been studied in the litera-
ture (Lou & Yuan, 2019), indicating that credibility decreases perceived risk, an aspect
that, by reducing uncertainty, lessens the importance of trust (Moorman et al., 1992).

Figure 2. Causal relationships model.
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Therefore, one must fulfil what is promised and have a good disposition to try to carry
it out, since it has been demonstrated that the willingness to accomplish what has been
promised is more important than the real capacity to achieve it (Erdem & Swait, 2004).

On the other hand, we see that credibility influences attitudes towards the brand,
as is the case in other studies (Chin et al., 2020). It is logical to think if we perceive
an organization as credible, it is more likely that there will be a favourable disposition
towards it. However, trust has not shown any influence on attitudes. This absence of
influence contradicts the findings in contributions such as Chaudhuri and Holbrook
(2001), in which they confirm the relationship of trust with improved attitudinal loy-
alty. Perhaps the fact that credibility and trust, which are related variables, are part of
the same prediction influences the weight of the relationship contributed by each
variable, it would be interesting to analyse these possible influences. Finally, we see
that brand recognition favours attitudes, which was expected from marketing publica-
tions that discuss the influence and moderating role of recognition on such attitudes
(Evans et al., 2017; van Grinsven & Das, 2016). The same happens with the attitudes
that the users of the fitness centre have towards the brand, since they explain to a
great extent their future intentions, a relationship that has been widely studied in the
context of sports services marketing (Ahn & Back, 2018; Alguacil et al., 2020) but not
often in the specific case of fitness centres.

6. Implications, limitations, and future lines of research

The results and conclusions drawn from this study have different implications. On a
theoretical level, the findings contribute to our understanding of fitness centres, provid-
ing new information on how the variables relate to each other and what influence they
have on others to improve the future intentions of consumers. This serves to help to
lay the foundations and to progressively learn more about this topic, while attending to
its peculiarities and not following the guidelines for general marketing studies or those
in other contexts. On a practical level, the contribution helps to gather new specific
information about this context for the managers of fitness centres in relation to the
work of their brand. This new information will help them understand how the relation-
ships of these variables function in the context of fitness centres to better orient their
strategies. In addition, it allows us to verify the importance of working on the corpor-
ate image of the service, showing managers that this is a key aspect to which they need
to pay more attention to improve business performance. Moreover, with this type of
research, we contribute to the increasing knowledge of the behaviour of the sports

Table 4. Summary of the hypotheses.
Hypotheses b T Value Significance

H1 Corporate-Credibility .93 24.48� Supported
H2 Corporate-Trust .61 6.92� Supported
H3 Credibility-Trust .35 3.90� Supported
H4 Corporate-Recognition .88 21.98� Supported
H5 Credibility-Attitudes .66 7.07� Supported
H6 Trust-Attitudes .05 .536 Non-Supported
H7 Recognition-Attitudes .29 4.23� Supported
H8 Attitudes-Future Intentions .78 19.39� Supported

Note: �¼ Significant value of T-Statistic.
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consumer in fitness centres. Therefore, this study also benefits users, who may receive
a service more in line with their needs and interests.

Regarding the limitations of the study, analysing only one centre makes the results
difficult to generalize. However, this type of study is an initial step towards contribu-
ting to the analysis of brand image in fitness centres, which is vastly understudied. In
the same way, carrying out a study on future intentions in which there is no subse-
quent follow-up enables assessing participants’ intentions but not whether they have
been expressed in a concrete behaviour. Finally, it would be important to establish a
sample balance to ensure that all target groups have a representative sample and that
this is not random. In future studies, it would be interesting not only to include
more centres but also to differentiate by typologies and price positioning (low-cost,
premium) and even examine perceptions of the users of each centre according to the
frequency and type of use or activities within the service. Considering these aspects,
we will be able to better understand how brand variables develop and interact accord-
ing to the different types of centres and user profiles. Furthermore, it would be inter-
esting to carry out studies on future intentions of consumers with a subsequent
follow-up to determine whether the intentions resulted in specific actions; this would
also allow us to understand the relationship between intentions and final behaviours.

7. Conclusions

The results confirm the importance of corporate image to trigger brand trust and
brand recognition through credibility and its significant influence on the attitudes and
future intentions of users. This highlights a new approach that differs from that cur-
rently conceived in sports centres, confirming that not only service experience and tan-
gible features influence consumer behaviour. This contribution demonstrates that based
on brand perceptions, which are modifiable using the appropriate strategies, we can
improve variables to help increase the future intentions of fitness centre users.
Therefore, the work of the brand must be considered carefully by sports managers,
starting from a clear identity, to communicate a desirable corporate image. This,
together with the rest of the tools, will allow us to carry out appropriate strategies to
improve those variables that are key for the success and sustainability of any company.
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