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This study aims to analyze the influence of Operational Excellence and 

Customer Experience on Customer Loyalty with Satisfaction and Word 

of Mouth as mediating variables in House of Metamorfit members. This 

study is motivated by the increasing competition in the fitness services 

industry, so companies need to understand the factors that can build 

customer loyalty sustainably. Customer loyalty is not only influenced by 

the quality of operational services, but also by customer experience and 

positive communication between customers formed during the process 

of using the service. This study uses a quantitative approach. Data were 

collected by distributing questionnaires to House of Metamorfit 

members who met the research criteria. The number of respondents 

analyzed in this study was 396 respondents with a sampling technique 

using purposive sampling. The data analysis method used is Structural 

Equation Modeling (SEM) based on Partial Least Squares (PLS) with 

the help of the Smart PLS application. The results of the study indicate 

that Operational Excellence and Customer Experience have a positive 

and significant effect on Satisfaction and Word of Mouth. However, 

Operational Excellence and Customer Experience do not have a 

significant direct effect on Customer Loyalty. Satisfaction and Word of 

Mouth are proven to have a positive and significant effect on Customer 

Loyalty. Furthermore, satisfaction fully mediates the relationship 

between Operational Excellence and Loyalty, as well as between 

Customer Experience and Loyalty. Word of Mouth also acts as a 

mediator in the relationship between Operational Excellence and 

Customer Experience on Loyalty. The findings of this study indicate 

that customer loyalty is formed primarily through customer satisfaction 

and word of mouth communication, which emerges from the customer's 

service experience. Therefore, companies need to strengthen the quality 

of the customer experience, maintain consistent operational quality, and 

encourage positive word of mouth to increase customer loyalty. 

 

"© 2026 by the Author(s). Published by IJAR under CC BY 4.0.Unrestricted use allowed        
with credit to the author."
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Introduction: - 
The fitness center industry in Indonesia has experienced significant growth as public awareness of healthy lifestyles 

increases, particularly among millennials and Gen Z. However, national sports development achievements remain 

relatively low, with a Sports Development Index (SDI) score of 0.334, indicating disparities in access and quality of 

fitness services across regions.In the fitness services industry, various studies have shown that service quality, store 

atmosphere, and customer experience significantly influence customer satisfaction and loyalty (Khairiyadi et al., 2024; 

Jovabzah et al., 2025). Furthermore, word of mouth (WOM) and digital promotions also play a crucial role in 

influencing customer decisions, particularly among the younger generation (Alfarisi et al., 2025; Pratama, 2025). 

Technological advancements and increasing competition are driving companies to focus not only on providing facilities 

but also on the overall quality of the customer experience. In this regard, Operational Excellence is a strategic approach 

that emphasizes efficiency, service consistency, and continuous improvement through standardization and digital 

integration (Patil et al., 2025); (Manori et al., 2022)). On the other hand, Customer Experience reflects the overall 

customer interaction with the service provider that shapes customer perceptions, emotions, and responses to the service 

(Nyagadza et al., 2025). Theoretically, customer satisfaction is a key factor in shaping loyalty, as explained in the 

Expectancy-Disconfirmation theory (Oliver, 1999). Satisfied customers tend to make repeat purchases and provide 

positive recommendations. In this context, WOM acts as a social mechanism that strengthens the relationship between 

customer satisfaction and loyalty (Abidin et al., 2025); (Sutriani et al., 2024). 

 
 

Figure Organization number of branches and members (2018-2025) 

 

Empirical data from PT Metamorfit Raga Sukses (HOM) indicates that significant branch expansion from 2018 to 2025 

was followed by an increase in the number of members, reaching over 11,000 in 2024. However, by 2025, there were 

signs of stagnation or even a decline in the number of members, leading to potential market saturation. Furthermore, the 

increase in customer numbers was also accompanied by an increase in complaints, particularly regarding instructor 

quality, facility comfort, and service consistency. This situation indicates a gap between the image of premium service 

and actual customer experience. 

 

Previous research has shown that service quality and operational performance have a more significant influence on 

satisfaction and loyalty than brand image alone (Hidayat et al., 2022). This underscores the importance of operational 

consistency and customer experience in maintaining loyalty, particularly in subscription-based service industries like 

fitness centers. However, research that simultaneously integrates Operational Excellence and Customer Experience, 

particularly considering the mediating role of customer satisfaction and Word of Mouth (WOM) in the Indonesian fitness 

industry, is still limited. This situation indicates a relevant research gap requiring further investigation. Based on this 

description, this study focuses on answering the influence of Operational Excellence and Customer Experience on 

customer loyalty, both directly and indirectly through customer satisfaction and Word of Mouth (WOM) as mediating 

variables. Therefore, this study aims to comprehensively analyze the relationship between these variables to provide 

theoretical contributions to the development of service marketing literature and practical implications for fitness center 

management in increasing customer satisfaction and loyalty. 

 

 THEORETICAL FRAMEWORK & HYPOTHESES 
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Customer loyalty is a strategic goal for service companies, including fitness centers, because it contributes to repeat 

purchases, positive recommendations, member retention, and long-term profitability. Recent research confirms that 

loyalty does not emerge instantly, but rather is a consequence of the quality of the experience, service performance, 

operational efficiency, and customer satisfaction (Rane et al., 2023); (A. R. Abidin et al., 2025). Operational Excellence 

(OE) reflects an organization's ability to create consistent, efficient, and high-quality service processes. (Okoth et al., 

2024c) show that operational efficiency has a positive influence on customer satisfaction and increases service reliability. 

These findings are supported by (Nur Jalilah et al., 2025), who state that effective and innovative operational processes 

can increase satisfaction and impact loyalty. Thus, OE plays a role in improving the quality, accuracy of service, and 

perceived value of service. 

 

Meanwhile, Customer Experience (CX) describes the overall interaction customers experience when receiving service. 

(Huddin et al., 2024b) and (Saputra et al., 2023) demonstrate that a positive customer experience has a direct influence 

on satisfaction and loyalty, particularly through perceptions of service, facilities, and digital interactions. In fitness 

services, factors such as facility comfort, instructor quality, workout atmosphere, and ease of digital services like class 

booking and payment are crucial elements in increasing member loyalty. Customer satisfaction is positioned as a key 

mediator in this study. (Sutriani et al., 2024a) and (Safitri&Widyastuti, 2023a) emphasize that satisfaction is the link 

between customer experience and loyalty. Customer evaluations of service benefits play a role in driving repeat usage 

intentions and fostering long-term loyalty. Therefore, OE and CX not only directly influence loyalty but also indirectly 

through customer satisfaction. 

 

(Kotler & Keller, 2022) also emphasize that satisfaction is a crucial step before forming loyalty. Therefore, both OE and 

CX not only directly influence loyalty but also indirectly through customer satisfaction. In addition to satisfaction, this 

study also included Word of Mouth (WOM) as a second mediator. (Ngoma & Ntale, 2019) showed that WOM mediates 

the relationship between relationship marketing and customer loyalty through positive recommendations. This finding is 

supported by (Tjahjaningsih et al., 2022) who proved that WOM mediates the effect of service quality on customer 

loyalty. Based on this description, the conceptual framework of this study aligns with the title, emphasizing the role of 

Operational Excellence and Customer Experience on Customer Loyalty, with Customer Satisfaction as a mediator. 

 

HYPOTHESES 

 
Figure Hypotheses 

 

 Based on the literature, the following hypotheses are proposed: 

H1 : Operational Excellence has a positive effect on customer satisfaction. 

H2 : Customer Experience has a positive effect on customer satisfaction. 

H3 : Operational Excellence has a positive effect on Word of Mouth (WOM). 

H4 : Customer Experience has a positive effect on Word of Mouth (WOM). 

H5 : Operational Excellence has a positive effect on customer loyalty. 

H6 : Customer Experience has a positive effect on customer loyalty. 

H7 : Customer satisfaction has a positive effect on customer loyalty. 

H8 : Word of Mouth (WOM) has a positive effect on customer loyalty. 

H9 : Customer satisfaction mediates the effect of Operational Excellence on customerloyalty. 

H10: Customer satisfaction mediates the effect of Customer Experience on customer loyalty. 

H11: Word of Mouth (WOM) mediates the effect of Operational Excellence on customer loyalty. 

H12: Word of Mouth (WOM) mediates the effect of Customer Experience on customer loyalty. 
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Methods: - 
This study uses a quantitative approach with an associative design to examine the causal relationship between 

Operational Excellence (OE), Customer Experience (CX), customer satisfaction, Word of Mouth (WOM), and customer 

loyalty (Sugiyono, 2022). The unit of analysis is active members of House of Metamorfit (HOM) in the Greater Jakarta 

and Bandung areas. Respondents were selected using a purposive sampling technique with the following criteria: (1) 

active members for at least 3 months, (2) training frequency of at least 4 times per month, and (3) age ≥ 17 years. The 

study population was 36,394 members, and the sample size was determined using the Slovin formula (5% error), 

resulting in 396 respondents. The data used consisted of primary data through a Likert-based questionnaire (1–5) and 

secondary data from scientific literature. Data collection was carried out online using Google Forms distributed through 

digital media. Variable measurements refer to indicators that have been validated in previous studies, including: OE 

(QCDS), CX (sense, feel, think, act, relate), customer satisfaction, WOM, and customer loyalty. Data analysis used the 

Partial Least Squares – Structural Equation Modeling (PLS-SEM) method with the help of SmartPLS 3 (Hair et al., 

2021). The analysis stages include: (1) evaluation of the outer model through validity and reliability tests, (2) evaluation 

of the inner model through R², and (3) hypothesis testing using a p-value <0.05 as the significance criterion. 

 

Results and Discussion: - 
This research shows that Operational Excellence (OE) and Customer Experience (CX) act as initial factors that increase 

customer satisfaction and significantly drive positive word of mouth (WOM). Customer satisfaction is formed through 

the match between service performance and expectations (Oliver, 1980), while a holistic customer experience 

strengthens positive evaluations of the service (Lemon & Verhoef, 2016; Saputra et al., 2023). 

However, OE and CX do not directly influence customer loyalty. Loyalty has been shown to form through a mediating 

process, with customer satisfaction and WOM being key variables linking operational and experiential quality to loyalty. 

Satisfaction serves as an evaluative pathway, while WOM serves as a social pathway in strengthening customer 

relationships with the company (Kotler & Keller, 2022; Hair et al., 2021). 

Thus, customer loyalty does not emerge instantly from service quality or experience, but rather through a gradual 

mechanism involving customer satisfaction and positive communication as full mediators. 

 

 
Figure Inner Model Source: Smart PLS3 (2026) 
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Table Direct Path Test 

 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Customer Experience ->Loyalty -0,020 -0,018 0,061 0,330 0,742 

Customer Experience -> Satisfaction 0,658 0,658 0,041 15,949 0,000 

Customer Experience -> Word of 

Mouth 
0,686 0,685 0,039 17,628 0,000 

Operational Excellence ->Loyalty 0,029 0,029 0,040 0,726 0,468 

Operational Excellence -> Satisfaction 0,262 0,262 0,044 5,883 0,000 

Operational Excellence -> Word of 

Mouth 
0,244 0,246 0,042 5,797 0,000 

Satisfaction ->Loyalty 0,703 0,702 0,053 13,154 0,000 

Word of Mouth ->Loyalty 0,219 0,218 0,071 3,072 0,002 

      

 

Table Indirect Path Test 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Customer Experience -> Satisfaction ->Loyalty 0,463 0,462 0,044 10,425 0,000 

Operational Excellence -> Satisfaction ->Loyalty 0,184 0,184 0,034 5,461 0,000 

Customer Experience -> Word of Mouth ->Loyalty 0,151 0,149 0,050 3,011 0,003 

Operational Excellence -> Word of Mouth ->Loyalty 0,053 0,054 0,020 2,700 0,007 

 

Source: Smart PLS 3 (2026) 

The test results show that not all relationships meet the significance criteria, where there are relationships with t-statistic 

values <1.96 and p-values >0.05, namely on the influence of Customer Experience → Loyalty (T = 0.330; P = 0.742) 

and Operational Excellence → Loyalty (T = 0.726; P = 0.468) which are declared insignificant; meanwhile, other 

relationships have t-statistics >1.96 and p-values <0.05, so they are declared significant, both on direct influences such as 

Customer Experience and Operational Excellence on Satisfaction and Word of Mouth, as well as the influence of 

Satisfaction and Word of Mouth on Loyalty, as well as on all indirect influences through mediating variables; thus, these 

findings indicate that Customer Experience and Operational Excellence have a significant influence on Loyalty, 

especially through the mediating mechanism of Satisfaction and Word of Mouth, not through a direct path. 

 

Conclusions and Suggestions :- 
Summary 

This study shows that Operational Excellence (OE) and Customer Experience (CX) have a positive and significant effect 

on customer satisfaction and Word of Mouth (WOM), indicating that consistent operational quality and positive service 

experiences can improve customer evaluations while encouraging positive communication between customers. However, 

OE and CX are not proven to have a direct effect on customer loyalty, so loyalty is not formed directly from service 

quality or experience, but through an evaluative process. In this case, customer satisfaction and WOM are proven to have 

a significant effect on loyalty and act as full mediators in the relationship between OE and CX on loyalty. These finding 

notes that customer loyalty in the fitness services industry is formed through two main mechanisms, namely the 

evaluative pathway (customer satisfaction) and the social pathway (Word of Mouth). 

 

Suggestions 

Based on these findings, companies need to prioritize strategies focused on improving customer satisfaction through 

comprehensive service experience management, such as improving the quality of interactions between members, 

coaches, and staff, creating a comfortable training environment, and ensuring consistent service experiences. 
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Furthermore, strengthening Operational Excellence remains necessary through improving facility cleanliness, equipment 

readiness and safety, scheduling accuracy, and responding to customer complaints to maintain the perception of service 

quality. Optimizing Word of Mouth also needs to be done both in person and digitally through referral programs, 

utilizing customer testimonials, and strengthening social media activities. Academically, further research is 

recommended to develop the model by adding variables such as trust, perceived value, and emotional attachment, as well 

as expanding the research object to other service sectors to increase the generalizability of the research results. 

 

References: - 
1. Abidin, A. R., Yudistira, Y., & Ramli, H. A. (2025). The Influence of Work Environment and Compensation on 

Employee Job Satisfaction at Al Syukro Universal Ciputat. JurnalIlmiahManajemenKesatuan, 13(2), 685–701. 

https://doi.org/10.37641/jimkes.v13i2.2930 

2. Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179–

211. https://doi.org/10.1016/0749-5978(91)90020-T 

3. Hair, jr, Joseph, f, Ringle, C. M., Sarstedt, M., Danks, nicholas p, & Ray, soumya. (2021). Partial Least Squares 

Structural Equation Modeling ( PLS-SEM ) Using R. 

4. Hidayat, H., Jen Zainal Asyikin Hans, &Jhoni Iskandar. (2022). Pengaruh Brand Image dan KualitasPelayanan 

Terhadap LoyalitasPenggunaAplikasi Jaga dengan Kepuasansebagai Intervening. MASTER: 

JurnalManajemenStrategikKewirausahaan, 2(1). https://doi.org/10.37366/master.v2i1.458 

5. Jovabzah, M. putra, Anggriani, R., Faerrosa, Lady, Jati, L. J., &UmamAssa’ady, M. C. (2025). 

PengaruhKualitasLayanan Personal Trainer Dan Customer Experience Terhadap LoyalitasPelanggan Gym. 

JurnalEkonomiManajemen Dan Bisnis (JEMB), 4(2), 544–554. https://doi.org/10.47233/jemb.v4i2.3502 

6. Khairiyadi, M. R., Sadat, A. M., & Rahmi, R. (2024). Pengaruh Fitness Experience dan Store Atmosphere terhadap 

Revisit Intention Pelanggan Fitness dengan Customer Satisfaction sebagaiVariabel Intervening. AKADEMIK: 

JurnalMahasiswaEkonomi& Bisnis, 4(3). https://doi.org/10.37481/jmeb.v4i3.872 

7. Kotler, P., Kartajaya, H., &Mussry, J. (2024). Reimagining Operational excellence. Wiley. https://www.wiley.com/en-

us/Reimagining+Operational+Excellence%3A+Inspirations+from+Asia-p-9781394239245 

8. Kotler, P., & Keller, K. L. (2022). Marketing management (15th ed.). J: Pearson Education. 

9. Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey. Journal 

of Marketing, 80(6), 69–96. https://doi.org/10.1509/jm.15.0420 

10. Manori, P. K., Saman, T. W. S. Y., & Champa, H. (2022). A Comprehensive Definition for ‘Operational Excellence.’ 

Vidyodaya Journal of Management, 8(II). https://doi.org/10.31357/vjm.v8iii.6089 

11. Manyanga, W., Makanyeza, C., & Muranda, Z. (2022). The effect of customer experience, customer satisfaction and 

word of mouth intention on customer loyalty: The moderating role of consumer demographics. Cogent Business and 

Management, 9(1). https://doi.org/10.1080/23311975.2022.2082015 

12. Najihah, M., Syamsudin, F., & Fajar Widya Permana, D. (2025). ║P Cites this Article: Najihah, Miftahul; Syamsudin, 

Fajar; Permana, Dhias Fajar Widya. Survey Of Member Satisfaction Levels Regarding Service Quality AtDefilla Sport. 

Competitor: Jurnal Pendidikan KepelatihanOlahraga, 17(3), 2396–2405. 

13. Nyagadza, B., Bashar, A., Khan, I., Wasiq, M., & Chuchu, T. (2025). Customer Experience (CX) in Virtual Realms: A 

Theories-Contexts-Characteristics-Methodologies (TCCM) Guided Bibliometric Study. Journal of Global Marketing. 

https://doi.org/10.1080/08911762.2025.2549706 

14. Okoth, D. O., Patel, N., & Awuor, E. (2024). Operational Excellence and Customer Satisfaction in the Service Industry 

in Kenya. International Journal of Research Publication and Reviews, 4781–4786. 

https://doi.org/10.55248/gengpi.5.0624.1576 

15. Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.Jurnal Riset 

Pemasaran, 17(4), 460–469.  

16. Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing,63(4), 33–34. 

https://doi.org/10.1177/00222429990634s105 

17. Park, J., Hyun, H., &Thavisay, T. (2021). A study of antecedents and outcomes of social media WOM towards luxury 

brand purchase intention. Journal of Retailing and Consumer Services, 58. 

https://doi.org/10.1016/j.jretconser.2020.102272 

18. Patil, A., Shamsher, S., &Basu, A. (2025). Enhancing Operational Excellence: Through use TQM, Lean and 6 Sigma. 

Greenation International Journal of Engineering Science, 2(4). https://doi.org/10.38035/gijes.v2i4.347 

19. Pereira, M. de S., de Castro, B. S., Cordeiro, B. A., de Castro, B. S., Peixoto, M. G. M., da Silva, E. C. M., & 

Gonçalves, M. C. (2025). Factors of Customer Loyalty and Retention in the Digital Environment. Journal of 

Theoretical and Applied Electronic Commerce Research, 20(2). https://doi.org/10.3390/jtaer20020071 

20. Pratista, ilham, Mardani, M. R., &Bastomi, M. (2025). Pengaruh Customer Experience terhadap LoyalitasPelanggan 

Melalui Brand Image dan Customer Satisfaction (Studi pada PelangganWarteg Sari Rasa. E – Jurnal Riset Manajemen, 

14(01), 764–780. 



1572 

ISSN:(O)2320-5407, ISSN(P) 3107-4928                             Int. J. Adv. Res. 14(03), March-2026, 1566-1572  

 

21. Rosiyan, D., Nurranto, H., Mursito, H., Lestiyono, S., & Dharma Bumiputera, S. (2024). The Influence of Facilities And 

Service Quality On Member Satisfaction Of The Golden Stik KelapaDua Depok Gym. 

Https://Ecbis.Net/Index.Php/Go/Index 

22. Saputra, M. E., Sumiati, S., &Yuniarinto, A. (2023). The effect of customer experience on customer loyalty mediated by 

customer satisfaction and customer trust. Journal of Economics and Business Letters, 3(3), 27–37. 

https://doi.org/10.55942/jebl.v3i3.205 

23. Sutriani, S., Muslim, M., & Ramli, A. H. (2024). The Influence Of Experience, Satisfaction And Service Quality On 

Word Of Mouth Intentions And Customer Loyalty. JurnalIlmiahManajemenKesatuan, 12(4), 1037–1052. 

https://doi.org/10.37641/jimkes.v12i4.2605 

24. Tjahjaningsih, E., Rivai, A. R., Widyasari, S., & Cahyani, A. T. (2023). The Role of Satisfaction and Word of Mouth in 

Influencing Loyalty: A Study on Karya Kriya Batik in Semarang, Indonesia. Hong Kong Journal of Social Sciences, 62, 

77–88. https://doi.org/10.55463/hkjss.issn.1021-3619.62.8 

25. Wahyuni, S., Pujiharto, P., Pratama, B. C., & Azizah, S. N. (2023). Analysis of the rate of growth of intellectual capital 

ability in predicting present and future profitability of Sharia commercial banks in Indonesia. Asian Journal of 

Accounting Research, 8(2), 194–206. https://doi.org/10.1108/AJAR-10-2021-0226 

 


