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Market Orientation and Service Innovation of Sport Business: Fitness

Center in Thailand

Khorntawatt Sakhonkaruhatde;'

'Program in Sports Management, Faculty of Liberal Arts, Thailand National Sports University Chonburi

Abstract

This article is an academic article discussing the concepts of market orientation that
could lead to the service innovation in the fitness center business which is considered an
important sector providing employment opportunity through a variety of professions in sports
business. In Thailand, sport business could also be regarded as one of the national economy
driver. The growth rate of fitness centers in Thailand has been rather stable, resulting in higher
competition. Development of service innovation is thus important to the fitness center business.

Major consideration that should be included in market focus are concerning availability
of information in response to customers’ search, and the integration of information in order to
feed the information back to potential customers. The marketing orientation concerning innovative
market communication is hence considered an important factor leading to appropriate positioning
of the fitness center according to demand in the market. That is to say, this commercial
innovation is related to both market orientation regarding contextual and innovative development.
In terms of immediate innovation development, the major aim is on prompting the market with
immediate responses while gradual innovative development is focusing on long term competition.

Keywords: Market Orientation, Service Innovation, Sport Business
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