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Abstract 
With the development of society and economy, as well as the continuous progress of the 
whole fitness program, people realize the importance of physical exercise to health, 
giving birth to a huge demand for fitness consumption. While the number of fitness clubs 
is growing, the competition is also quite fierce. It is difficult for some clubs to maintain a 
stable profit state, accompanied by many social responsibility problems, such as store 
closure, payment escape, noise disturbance, and private change of ownership. Corporate 
social responsibility has become an important factor for consumers to judge business 
operation, and also a hot spot of current academic research. As a form of an enterprise, 
fitness club can not only pursue economic interests, but also in the management process, 
but also need to assume social responsibility. Fitness club fulfilling social 
responsibilities helps to form a good social image in the hearts of consumers, so as to win 
the trust of consumers, and obtain its economic, emotional and behavioral support for 
the fitness club, generating consumer civic behavior, which is crucial to the long-term 
development of the enterprise. By introducing consumer satisfaction and consumer 
trust as intermediary variables, this paper reveals the influence of fitness club social 
responsibility on consumer civic behavior from sociology and psychology, explains its 
internal action mechanism, and can better understand the dynamic process of the 
relationship between consumers and enterprises , so as to provide targeted 
management advice to leaders. 
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1. Introduction 

With the rapid development of economy and society, the behavior of enterprises has an 
influence on all aspects of social life, and attracts increasing public attention.In the context of 
the new era of the rapid development of the Internet and new media, stakeholders' demands 
for enterprises do not only look at the quality and price of products or services, but also 
integrate many social and environmental factors, and also expect enterprises to pay more 
attention and satisfaction.According to the survey, about 90% of the world's top 500 
enterprises put the responsibility of corporate social responsibility (Corporate Social 
Responsibility,CSR) into the formulation of corporate strategy, actively carry out social 
responsibility activities and release corporate social responsibility reports, and regard social 
responsibility performance as an important way to improve the competitiveness of enterprises. 
Practice has shown that the performance of corporate social responsibility helps enterprises to 
build a high-quality enterprise-oriented relationship between enterprises and consumption, 
and become a unique core competitiveness, which is crucial to the long-term development of 
enterprises.Therefore, the effective undertaking of fitness clubs and fulfilling social 
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responsibilities is of great significance to their own development.Harvard Business Magazine's 
1991 report noted that returning consumers could make 25-85% of the company.As for the 
practical problems of fitness clubs performing and assuming social responsibilities and their 
own development, it is of great significance to discuss how fitness clubs fulfill social 
responsibilities and build a high-quality relationship to improve the competitiveness of 
enterprises and the brand and promote the development and growth of enterprises. 
The outbreak of the new epidemic in 2020 has led to a new trend of sports consumption and 
enhanced people's awareness of sports health.In the post-epidemic era, China's sports industry 
faces great challenges, but it also provides opportunities.In order to speed up the 
transformation and upgrading of fitness club, improve their competitiveness, this paper is 
based on rational behavior theory, social exchange theory, with consumer satisfaction and 
consumer trust as the intermediary variable, from the perspective of consumers to explore 
fitness club social responsibility on consumer citizen behavior and influence path, explain its 
internal mechanism, can better understand the dynamic process of the relationship between 
consumers and enterprises. 

2. Literature Review 

Studies have shown that the behavior of corporate social responsibility can not only bring more 
purchase behavior to consumers, but also further bring consumer publicity and other external 
behaviors (Du et al, 2007).Studies by Tu Ming et al. (2013) showed that, Social responsibility 
behavior is conducive to promoting the consumers of the enterprise to engage in civic behavior, 
And the mechanism is that, After the enterprise assumes the social responsibility, It helps 
consumers to establish trust and identity relations with them, Then, the recognition and trust 
between consumers and enterprises further encourages consumers to engage in civic behavior; 
Yu Yao (2013) specifically studied the impact of charity behavior in corporate social 
responsibility on consumer citizen behavior, Empirically shows that consumer identity plays 
an intermediary role in it, And the entrepreneurial violation behavior regulates the influence 
process of charitable behavior to consumer recognition. 
Corporate social responsibility plays an increasingly important role in the prede pendent 
variables of consumer trust.Yi Xie based on the corresponding theory, with the help of empirical 
research verified the corporate social responsibility, consumer trust, satisfaction and consumer 
recognition and consumer support, empirical results found that corporate social responsibility 
to enhance consumer trust, and trust helps to improve consumer support of support for the 
enterprise.Chen Xiaofeng studied the impact of corporate social responsibility on consumer 
loyalty, introduced the consumer brand trust variable as the influencing factor in the process, 
and finally concluded that corporate social responsibility can not only directly affect consumer 
loyalty, but also have an indirect influence through brand trust. Brand trust plays some 
intermediary utility between the two.Huang Xiaozhi and other listed companies are the 
research objects, the research shows that the better the corporate social responsibility 
activities, the higher the consumer trust of consumers, and the more stable the relationship 
between enterprises and consumers, and then promote the improvement of enterprise 
marketing performance. Luo & Bhattachary scholars have proved that enterprises willing to 
undertake and actively fulfill social responsibility are more and easier to gain consumer 
identity with the enterprise, so as to enhance satisfaction and encourage them to produce 
consumer civic behavior that support the enterprise.Tu Ming et al (2013) and Romani et 
al(2013) also demonstrated that corporate social responsibility performance actively affects 
the establishment of consumers' civic behavior, and also pointed out the intermediary role of 
consumer trust and social identity. 
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According to social exchange theory, when consumers feel an obligation to take the form of 
citizen citizenship (Groth, 2005; Di et al, 2010; Yi & Gong, 2008). When consumers are satisfied 
with an organization, citizens returns (Anaza, 2014; Cui & Huang, 2019). Bettencourt (1997) 
found a positive relationship between consumer satisfaction and social support perception and 
consumer citizen behavior.The research on consumer citizen behavior in the network service 
environment shows that satisfaction has a direct and positive impact on consumer citizen 
behavior, and consumer trust also has a positive impact on consumer citizen behavior, and 
consumer trust has an intermediary role between satisfaction and consumer citizen behavior 
(Xie Lishan et al, 2008). Scholars have conducted online and questionnaire surveys on online 
shopping, and the results show that consumer satisfaction plays an intermediary role between 
organizing citizen behavior and consumer citizen behavior (Zhou Xing and Guo Gongcheng, 
2014). 

3. Study Hypothesis 

Social exchange theory states that individual reward behavior is because individuals get certain 
benefits from others.Enterprises if the social responsibility is better, such as fair, care about the 
welfare of the community, improve consumer living environment, strengthen environmental 
protection, consumers can benefit from, will return enterprises, support enterprise products 
and activities, provide good advice to improve products and services, supervise other consumer 
adverse behavior, share good shopping experience and recommend enterprises and their 
products with other consumers (Bettencoutt, 1997). These good suggestions that help other 
consumers and give feedback to businesses are consumer civic behavior. Scholars Shi Wei and 
Chen Xinkang (2014) take corporate social responsibility as the independent variable, take 
consumer civic behavior as the dependent variable, take consumer gratitude and consumer 
recognition as the intermediary variables, and adopt the method of structural equation analysis 
to study the relationship between variables. The results show that the enterprise charity 
responsibility has a positive impact on the consumer reputation recommendation, and the 
moral responsibility has a positive impact on the consumer participation and support. When 
enterprises fulfill their social responsibility, consumers will spread the image of the enterprise 
from positive word of mouth. In addition, consumers are more willing to pay attention to 
enterprises that fulfill good social responsibilities. Based on the above theory and literature 
analysis, Muwen makes the following assumptions: 
H1: The social responsibility of fitness clubs has a positive impact on consumer civic behavior. 
Consumer satisfaction includes consumer satisfaction after a consumption and long-term 
accumulation of consumer satisfaction, the former refers to the consumer one-time evaluation 
or short-term evaluation of specific products or services, the latter is the consumer to the past, 
present and future enterprise products, service performance overall evaluation and long-term 
expectations. Fitness clubs to fulfill their social responsibility is an important way to enhance 
their brand image.Enterprises to effectively fulfill their environmental responsibilities and 
build environment-friendly enterprises are conducive to the realization of sustainable social 
development.The fairness theory believes that the fulfillment of social responsibility shows that 
enterprises to treat consumers as an important stakeholders with a fair and fair attitude will 
enhance consumers' perceived value to enterprises and thus improve consumer satisfaction. 
Enterprises should strengthen social responsibility management on the basis of product and 
service management.For consumers who not only pay attention to their own consumption 
interests, but also to the overall interests of society, enterprises fulfilling social responsibilities 
can not only enhance consumers' recognition of the enterprise, but also effectively improve the 
satisfaction of this consumer group.Second, the more satisfied consumers are with the 
enterprise, the easier it is to make civic behavior. Therefore, the following assumptions: 
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H2: Research on the influence of the social responsibility of the fitness club and the consumer 
civic behavior in the consumer satisfaction ability. 
According to the theory of rational behavior, individual behavior attitude and subjective norms 
come from the stimulation of the behavior subject to a behavior or information in the outside 
world, thus producing an implicit behavior intention to promote the occurrence of its explicit 
behavior. Consumer trust can be regarded as a kind of behavior attitude, which is the reflection 
and evaluation of the overall attitude towards the enterprise in their cognition and emotional 
components based on their understanding of all aspects of the enterprise, and then the trust in 
the enterprise. 
Existing research literature shows that the performance of social responsibility can influence 
consumer trust and consumer citizen behavior. According to the theory of the theory of social 
exchange theory and rational behavior, if consumers attention and learned that the enterprise 
really undertake and implement the social responsibility behavior rather than a formal show, 
they will return their own behavior as a special reward, mainly for consumer citizen behavior, 
and the consumer citizen behavior is not only from the stimulation of social responsibility, and 
by the consumers through the behavior in cognitive and emotional heart or subjective behavior 
attitude. If consumers think that the enterprise is responsible and kind-will, it will promote its 
psychological or subjective trust in the enterprise, so as to have a positive evaluation and good 
impression of the enterprise, and then stimulate the generation of consumer civic behavior. 
Based on the above analysis, corporate social responsibility may affect consumer citizen 
behavior through consumer trust, and consumer trust may play an intermediary role between 
the two. Therefore, the following assumptions: 
H3: Research on the influence of fitness club social responsibility and consumer civic behavior 
in consumer trust energy. 
 

 
Figure 1. Concept model of fitness club social responsibility and consumer civic behavior 

4. Research Design and Empirical Analysis 

In terms of questionnaire design, this paper selected the research of Carroll and Gioneyin, to 
measure the fitness club social responsibility from five aspects, economy, law, morality, charity 
and environment, based on the content of the initial fitness club social responsibility scale 
established here. The measurement of consumer citizen behaviour mainly refers to the 
research conclusions of Groth (2005) and Bove et al (2008), and some items were appropriately 
adjusted according to the specific research situation in this article. For the consumer 
satisfaction scale, Groth (2005) measures satisfaction in the consumer citizen behavior study 
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to include the following four items. The measurement of consumer trust mainly uses the scholar 
Xie Lishan (2007) on the outcome variables, and Yi Xie (2014), adding five questions to evaluate 
the overall trust of fitness clubs. The questionnaire was distributed offline and online, with 450 
copies, lasting 397 for recovery in 3 months, including 363 were valid, and the effective 
recovery rate was 91.43%. 
 

Table 1. Variable reliability analysis 
variable The topic Cronbach's α 

Fitness Club Social Responsibility (CRS) 21 0.894 
Consumer satisfaction (CS) 4 0.837 
consumer confidence (CT) 5 0.816 

Consumer civic behavior (CCB) 11 0.863 

 
This paper still uses the most widely used clonal Bach coefficient (Cronbach's) test for the 
internal consistency of each scale. The Cronbach'α coefficient of the latent variables in this 
study was calculated using SPSS24.0, and the analysis results are shown in the table. The 
minimum coefficient exceeding 0.7 reached the test standards of Nummally (1987) and 
Churchill (1979), indicating the high internal consistency of each scale and the good reliability 
used in this study. 
 

Table 2. Correlation analysis 
variable average value standard error CRS CS CT CCB 

CRS 3.636 0.632 (0.722)    
CS 3.758 0.646 0.600 (0.820)   
CT 3.672 0.641 0.620 0.713 (0.764)  

CCB 3.658 0.62 0.577 0.784 0.678 (0.803) 

 
The table below lists the correlation coefficients between variable fitness club social 
responsibility (CRS), consumer satisfaction (CS), consumer trust (CT) and consumer civic 
behavior (CCB). One asterisk has a P-value less than 0.05 and two asterisks have a P-value less 
than 0.01. Data results showed each variable at the 0.01 level, with a significant correlation 
between the variables. 
The data in Table 3 show that the significant positive relationship of social responsibility of 
fitness club (β=0.589, p <0.001) on consumer citizen behavior, with R2=0.339, indicating that 
after the addition of independent variable fitness club social responsibility, the total 
interpretation rate of the research model on consumer civic behavior increased by 33.9%. On 
the basis of adding control variables, fitness club social responsibility to regression model, and 
regression data showed a significant positive impact on consumer citizen behavior. Adding 
consumer satisfaction to the regression model based on the main effect, consumer satisfaction 
significantly positively affected consumer citizen behavior (β=0.680, p <0.001). In addition, 
after the addition of the consumer satisfaction to the regression model, the social responsibility 
of the fitness club still significantly and positively affects the consumer citizen behavior (β=0.18, 
p <0.001), but it decreases, which shows that the consumer satisfaction plays part of the 
intermediary role. Adding consumer trust to the regression model based on the main effect, 
consumer trust significantly positively affects consumer citizen behavior (β=0.516, p <0.001). 
In addition, after joining the consumer trust to the regression model, the social responsibility 
of the fitness club still significantly and positively affects the consumer citizen behavior (β=0.27, 
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p <0.001), but it is somewhat reduced, which shows that the consumer trust plays part of the 
intermediary role. 
 

Table 3. Hypothesis test 

variable 
Organize civic behavior 

Basic Model 1 model 2 model 3 

controlled variable 

sex -0.069 -0.070 -0.030 
age 0.039 0.066 0.054 

marriage 0.062 0.024 0.037 
record of formal schooling 0.000 0.091 0.087 

occupation 0.030 0.019 0.013 
income 0.017 0.006 0.012 

argument CRS  0.589***  
model R2 0.015 0.352  

statistics 
ΔR2 0.000 0.339  

F 0.927 27.572***  

argument 
CRS  0.589*** 0.180*** 
CS   0.680*** 

model R2 0.015 0.352 0.647 

statistics 
ΔR2 0.000 0.339 0.639 

F 0.927 27.527*** 81.06*** 

argument 
CRS  0.589*** 0.270*** 
CT   0.516*** 

model R2 0.015 0.352 0.515 

statistics 
ΔR2 0.000 0.515 0.054 

F 0.927 27.527*** 47.011*** 
** For P <0.01, *** for P <0.001. 

5. Conclusion 

According to the data processing and hypothesis test results, all hypotheses H1, H2 and H3 
proposed in this paper are demonstrated. On the basis of the fitness club social responsibility, 
consumer satisfaction, consumer trust and consumer citizen behavior literature, expounds the 
importance of enterprise and fulfill social responsibility for consumer satisfaction, promote 
consumer trust, promote consumer citizen behavior, establish high level of enterprise and 
consumer relationship. A model of intermediary relationship between fitness club social 
responsibility, consumer satisfaction, consumer trust and consumer citizen behavior is 
constructed. 
According to the empirical analysis results, the following research conclusions are drawn: the 
social responsibility of the fitness club positively affects the consumer citizen behavior, which 
is consistent with the conclusion of Zhang Chunying and Wu Wenjing (2015), which once again 
proves that the corporate social responsibility behavior is an important source of consumer 
citizen behavior. The social responsibility of the body club is a pro-social behavior with 
altruistic characteristics. The social public, including consumers, may be directly or indirectly 
affected by this "favor" from the social responsibility of the fitness club. Based on the resource-
based dependence relationship between enterprises and consumers, consumers will have the 
psychological motivation to maintain the reciprocal relationship when facing the "favor" from 
fitness clubs, and then adopt a series of reciprocal behaviors beneficial to fitness clubs, such as 
consumer citizen behaviors such as recommendation, help and feedback. 
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This study found that the relationship between consumers who adopt civic behavior and fitness 
clubs far exceeds the simple "material exchange" and is the result of consumer identification 
and trust in fitness clubs that assume social responsibility. This also confirms the results of Wu 
Zhonghua (2015) study that relationship quality plays a partial intermediary role in the impact 
of corporate social responsibility on consumer citizen behavior. Consumer satisfaction plays a 
very important role in the establishment of the relationship, and consumer satisfaction is the 
key to establishing a more stable "enterprise one consumer" association. Based on their 
satisfaction and trust in the fitness club, consumers tend to voluntarily recommend the 
products or services of the fitness club to their relatives and friends, and are actively willing to 
feedback their opinions and suggestions on the products or services of the fitness club. 
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