
1

Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

11th - 12th May 2017

Research Centre for Spatial and Organizational Dynamics
University of Algarve

Faro, Portugal

BOOK OF PROCEEDINGS

II International Congress on Interdisciplinarity in 
Social and Human Sciences



2

Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

TECHNICAL INFORMATION

Proceedings of  the II International Congress on Interdisciplinarity in Social and Human Sciences

11th - 12th May 2017

University of  Algarve, Faro, Portugal

Editors: Saul Neves de Jesus and Patrícia Pinto

Publisher:
CIEO – Research Centre for Spatial and Organizational Dynamics
University of  Algarve
Gambelas Campus, Faculty of  Economics, Building 9
8005-139, Faro
cieo@ualg.pt
www.cieo.pt

Editing, Page Layout and Cover:
Marlene Fernandes
CIEO Secretariat

Organizing Commission:
Saul Neves de Jesus, University of  Algarve (Chair)
Patrícia Pinto, University of  Algarve
Alexandra Gomes, University of  Algarve
Joana Santos, University of  Algarve
João Viseu, University of  Algarve
Julieta Rosa, University of  Algarve
Marlene Fernandes, University of  Algarve

NOTE:
Please take in consideration that the articles language published in this issue correspond to the original version submitted 
by the authors.

ISBN: 978-989-8472-82-3



3

Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

INTRODUCTION

Interdisciplinarity is the main topic and the main goal of  this conference. 

with the creation of  the Fine Arts Academies, the world of  science and arts began to work independently, on the contrary of  

often only a piecemeal approach of  the research object, not taking into account its overall complexity. So, it is important 

interdisciplinary perspective.

encompassing and useful answers for their research questions. 

CIEO (Research Centre for Spatial and Organizational Dynamics) organises this conference, being Interdisciplinarity an 
important issue. 

It is focused on social sciences with an integrative focus in the questions of  well-being in society, and it is funded by the 

for this good evaluation was surely our potential for Interdisciplinarity. 

This conference was an excellent opportunity for strengthening and enriching our interdisciplinary systematic approach, 

It was also an opportunity to show innovative research in social and human sciences, and to improve networks between 

Psychology, Education, Sport, Tourism, Landscape Architecture, Geography and Political Sciences, just to mention a few. 
As the CIEO is structured along three research areas, we have tried to organize the communications in parallel sessions 

corresponding to these three areas: 1) Cities and Spatial Dynamics; 2) Organizations, Innovation and Learning Spaces; 3) 

In this conference we had more than 300 communications presented in symposiums, parallel sessions, conferences and 
posters. 

topics, which we hope will provide many opportunities for stimulating exchange between participants in an interdisciplinary 
perspective. 

of  the congress was English, presentations in Portuguese and Spanish were permitted. 

101 of  the communications presented at the conference are published here. They are organized in six parallel sessions 
and posters, corresponding to the structure of  the conference program. 

in Social and Human Sciences.

The editors
Saul Neves de Jesus

Patrícia Pinto



4

Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

TABLE OF CONTENTS

Introduction ...............................................................................................................................................................................................3

PARALLEL SESSION I .........................................................................................................................................................................7

Utilización de internet en la promoción de estrategias de éxito en la universidad ......................................................................... 8

Liderança para a melhoria dos resultados escolares: Estudo de caso .............................................................................................15

Evaluation of  stakeholder engagement of  Brazilian companies: A text mining approach .........................................................25

 ...35

students .....................................................................................................................................................................................................47

 ............................................................................................

Why does language matter? Evidence from EU and MERCOSUR trade .....................................................................................

Equidade e bem-estar no uso de paragens de autocarro ..................................................................................................................80

The social and spatial structures in management situations .............................................................................................................91

Sociology of  tourism education in Argentina: An analysis of  the educational offer and research structures in tourism....101

PARALLEL SESSION II ....................................................................................................................................................................114

Régimen de responsabilidad en la contratación de viajes vinculados ...........................................................................................115

¿Quo Vadis Derecho turístico de la Unión Europea? A propósito de las competencias normativas de las regiones del 

estado español ........................................................................................................................................................................................122

Bienes comunales y bienes comunes: Viejas y nuevas estrategias para una gestión sostenible del territorio .........................134

Análisis de las políticas de inclusión y acogida de inmigrantes en Europa ..................................................................................144

Promotion of  the economy and social development in Honduras. Integrated municipal markets (MERCOIM): Master 

plan and logical framework ..................................................................................................................................................................

Implementing continuous improvement. The case of  Cantabria .................................................................................................

Collective action and tourism ..............................................................................................................................................................173

Food and nutritional education in schools ........................................................................................................................................183

Analysis of  the viability a non-invasive cardiologic method of  diagnosis and its contribution for the patient’s quality of  

life ............................................................................................................................................................................................................187

Espacios de aprendizaje de nueva generación en la formación profesional ................................................................................192

Interdisciplinarity and interprofessionality in professional master’s: Concepts, practices and skills developed according 

to master’s students ...............................................................................................................................................................................197

The implementation of  a core of  university extension of  transdisciplinarity and entrepreneurship: A proposal for 

professional complementation for the market .................................................................................................................................205

The phases of  serial killers ..................................................................................................................................................................213

Espacios verbales del lenguaje visual: Arteterapia y secuencias narrativas en personas mayores .............................................221

PARALLEL SESSION III ..................................................................................................................................................................282

Los trabajadores fronterizos y su afectación turística .....................................................................................................................283

Construção de testes de escolha múltipla ..........................................................................................................................................291

WOLFRAM|ALPHA: Uma ferramenta de aprendizagem ativa em Cálculo I...........................................................................301

Innovation as a mediating variable on the cooperation and performance of  agribusinesses ...................................................307

Comportamiento del consumidor de turismo gastronómico en sistemas conversacionales de mensajería móvil: Los 

chatbots...................................................................................................................................................................................................315

Study of  female entrepreneurship. An empirical evidence in the municipality of  León in Nicaragua ...................................323

The quality of  life as presupposed by the social management in public politics ........................................................................335



5

Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

The azorean-madeiran (i)migration of  middle of  the eighteenth century and the process of  occupation and spatial 

organization of  the Santa Catarina Island, southern of  Brazil ......................................................................................................340

restructuring ...........................................................................................................................................................................................348

A paisagem sonora de Évora no século XVII: Perspectivas a partir da actividade musical das instituições religiosas da 

cidade ......................................................................................................................................................................................................355

Evaluation of  customers satisfaction in hypermarkets: The impact of  national culture and SERVQUAL dimensions......

Cod-nations: Trade of  an expanding commodity ............................................................................................................................370

 ..............................................................379

Trabajar por proyectos en educación primaria: Una experiencia desde ciencias .........................................................................

Trabajar actividades económicas en el Grado de Educación Primaria: Una experiencia en la Ciudad del Arcoíris ..............417

PARALLEL SESSION IV ..................................................................................................................................................................423

Prediction of  irregular socio-economic data ....................................................................................................................................424

Modelo matemático + sistema físico = teoria dos sistemas ...........................................................................................................433

Aplicações de transformadas integrais em processamento de sinais ............................................................................................442

Bem-estar psicológico e rendimento académico: Um estudo com estudantes do ensino secundário .....................................445

Dream makers Erasmus+ project: A creative approach to education ..........................................................................................452

Determinantes da indisciplina escolar em alunos do 2.º e 3.º Ciclo do Ensino Básico .............................................................459

A utilização de aprendizagem ativa no ensino superior resulta num melhor desempenho do aluno? ....................................

 ...............................................472

Estratégias de aprendizagem ativa versus aprendizagem tradicional: Resultados de um pequeno estudo de caso ...............479

e educadores ...........................................................................................................................................................................................

continuada ..............................................................................................................................................................................................497

The use of  a global management simulator to consolidate transversal knowledge....................................................................505

Attitudes towards social robots: The role of  gender, belief  in human nature uniqueness, religiousness and interest in 

 ........................................................................................................................................................................................509

Who wants to work with social robots? Using the theory of  reasoned action and the theory of  planned behavior to 

predict intention to work with social robots .....................................................................................................................................515

Pedestrian and cycling routes and paths: Tourist animation in the Algarve ................................................................................523

The relevance of  cross-border cooperation (CBC) processes to achieve territorial cohesion and sustainable 

development ...........................................................................................................................................................................................542

Quality of  life of  students in an undergraduate nursing course from a portuguese public school .........................................552

Innovation as an ally of  strategic management in small and medium business enterprises: A case study of  Brazil ............

Innovation management in micro and small commercial enterprises: An analysis of  the level of  innovation .....................580

Sociedade algorítmica, pluriactividade e rendimento básico universal (RBU): Uma utopia para o século XXI? ..................587

Como os alunos jovens vêem a escola do século XXI? ..................................................................................................................595

Relationship between education in pharmaceutical sciences and profession: An interdisciplinary perspective ....................

Teaching in two cycles of  professional life: A comparative brazilian case study ........................................................................

 .....................

PARALLEL SESSION V ....................................................................................................................................................................

People, ageing communities and diversity .........................................................................................................................................

Community interventions to promote healthy aging.......................................................................................................................

Retirement experiences, mental health and quality of  life in seniors of  the republican national guard transit detachment 

of  Beja ....................................................................................................................................................................................................



Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

Sense of  community and productive aging: Protective factors of  wear of  an elderly informal caregiver..............................

 ......................................................

Solving second-order linear ordinary differential equations by using interactive software .......................................................

Bilingual teaching in Algarve and its advantages ..............................................................................................................................

Extending the social tradition on organisational learning - ethics, gender and citizenship .......................................................

Sustentabilidade: Práticas na hotelaria ...............................................................................................................................................

Diabetes literacy among higher education students ........................................................................................................................

Mental health and sleep-vigil disturbances in high school students: Sleep hygiene consultation .............................................707

Reaching for the moon: An observational study on the invisibility of  women in city urbanization .......................................713

The cinematographic cultural practice in the pedagogy students teaching training ...................................................................719

Impact of  service quality, brand image, perceived value, customers’ satisfaction and behavioural intentions in the traditional retailing 

in the north of  Portugal .........................................................................................................................................................................................................

Padrões de mobilidade do idoso em Faro .........................................................................................................................................738

Incorporação da experiência de consumo no desenho do serviço de alojamento hoteleiro no Alentejo ..............................747

.....................................................................

Structural empowerment and satisfaction in nursing work in primary health care ....................................................................

Escola: Cenário de violência simbólica ..............................................................................................................................................

Initial motivation and pedagogical support to physical education academics of  unipampa-rs as spaces to learn positively 779

PARALLEL SESSION VI ..................................................................................................................................................................785

Consumer behaviour of  babies mothers. Repercussions in the psycophysical separation........................................................

Education today: 12 + 5 < 4 – lessons of  educational reforms in Portugal and beyond .........................................................798

Knowledge-based economy ................................................................................................................................................................

 ............................................................

The olympic gaze ..................................................................................................................................................................................830

Service culture as a key determinant in services marketing ............................................................................................................840

Transformações urbanas em Santos SP Brasil: Turismo como uma alternativa para promover o bem estar ........................849

 .......................................................................................................

Vulnerabilidades e solidariedades em contexto urbano ..................................................................................................................878

rodoviários..............................................................................................................................................................................................882

of  education sciences in Kwanza South province ...........................................................................................................................895

Educação afetivo-sexual e prevenção de abusos sexuais em lares de acolhimento de menores...............................................904

Psicología del lenguaje diplomático y político ..................................................................................................................................918

Assessing the impact of  precision agriculture techniques in maize production under mediterranean conditions ...............929

POSTERS ..............................................................................................................................................................................................

A voyage in time. History at the museum: Educational space for dynamic intervention ..........................................................937

A teoria da mente em indivíduos socialmente ansiosos e não-ansiosos – Avaliação da dimensão sócio-percetiva ..............

A qualidade e internacionalização no ensino superior em Portugal: Um estudo de caso nas universidades do Minho, 

Aveiro e Algarve ....................................................................................................................................................................................

 ........972



Proceedings of  the International Congress on Interdisciplinarity in Social and Human Sciences

EVALUATION OF CUSTOMERS SATISFACTION IN HYPERMARKETS: THE 
IMPACT OF NATIONAL CULTURE AND SERVQUAL DIMENSIONS

Cláudia Miranda Veloso
UNIAG; Instituto Politécnico de Bragança; Universidade de Aveiro

(claudiamiranda@ipb.pt; cmv@ua.pt)

Paula Odete Fernandes
UNIAG; Instituto Politécnico de Bragança; NECE

(pof@ipb.pt)

Daniel Margaça Magueta
Universidade de Aveiro

(dmagueta@ua.pt)

ABSTRACT 

The importance of  the retail industry for the Portuguese economy coupled with the criticality of  the retailing market 
for its growth and the relationship between service quality and effectiveness of  business deliver the motivation for this 
study. The aims of  this research focus on the intend to develop a methodology for assessing the impact of  service quality 

of  SERVQUAL) and  indirectly contributes to customer satisfaction and (2) this impacts directly on the intent to return 

Portuguese hypermarkets retailing.

Keywords: Customer Satisfaction, Modern Retail Industry, Service Quality, National Culture. 

1. INTRODUCTION
Globalisation, strong competition, instable consumer demands and changes both in economic, technological and political 

2004). Some of  the fastest growing sectors of  the global economy are related to the focus on customer satisfaction. In a 
period of  economic recession, remarkable performance will depend on those retailers who are able to create customer 
loyalty by answering to consumer demand (Ghosh, Tripathi and Kumar, 2010). Furthermore, customer needs and buying 
patterns have altered enormously. To meet several needs, enterprises to adopt customer-oriented marketing strategies and 
differentiated to rise a competitive advantage in the market, which allows them to stand out in the competition (Ko, Kim, 
Kim, and Woo, 2007). Additionally Ko et al. (2007) advocate that improved relationships with consumers can main to better 

relationship with customers in today’s competitive society. Presently, providing quality of  service is seen as the way to remain 
competitive in markets where global competition and technology have turned products and services into commodities 
(Nadiri and Gunay, 2013). 

The retail industry is not indifferent to customer loyalty and satisfaction with the service. Although most customers do 
not immediately associate a commercial surface with a service, the service is one of  the main tools in obtaining consumer 
satisfaction and loyalty (Yuen and Chan, 2010). Continued aggressive promotion based in price, such as the creation of  
coupons, temporary discounts, and others, while widely used, often have a minimalist effect on company results, as they tend 

store (Simmers and Keith, 2015). However, the focus on customer retention in this area of  business is one of  the right 

that satisfaction is a consequence of  the quality of  the service, and guaranteeing it, increases the likelihood of  involving 
the customer and loyalty. Several studies have shown that there is a positive relationship between quality of  service and 
consumer loyalty (Yuen and Chan, 2010). 

In a highly competitive industry, as is the retailing sector, it is critical that organizations have a good knowledge of  the 
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business aspects that are important to their customers (Yuen and Chan, 2010). Only with a deep understanding, is it possible 
to respond positively to the expectations of  customers regarding the services offered. To this extent, the strategy for creating 

and Bilgin, 1998) and customer retention (Callan and Kyndt, 2001), dimensions which are essential for the survival of  the 
retail industry.

Nevertheless, various authors have evaluated the relation between culture and service quality, in other words, how cultural 

and Phan, 2015; Tanvir, Hussain and Janjua, 2011; Veloso and Monteiro, 2013).  This is so because customers of  different 
nationalities perceive service quality in different ways, due to cultural and environmental differences (Wen, Qin and  Blankson, 
2012). For this reason, cultural differences have to be considered in a study which evaluates service quality (Laroche, Ueltschy, 
Abe, Cleveland and Yannopoulos, 2004). 

measuring quality in the manufacturing sector. Since service quality is an elusive concept, there is considerable debate in 

is the result of  the comparison customers make between their expectations about service and their perceptions of  the way 
the service has been performed (Grönroos, 1984; Parasuraman, Zeithaml and Berry, 1985, 1988). If  service quality is to 
be improved, it must be reliably assessed and measured. According to the SERVQUAL model (Parasuraman, Zeithaml and 
Berry, 1988), service quality can be measured by identifying the gaps between customers’ expectations of  the service to be 
rendered and their perceptions of  the actual performance of  the service. 

Several authors have studied the relationship between perceived service quality and customer satisfaction (Al Khattab and 

service quality is an important antecedent of  satisfaction. In this regard, Dabholkar, Thorpe and Shepherd (2000) argue that 
traditionally, most researchers conclude that customer satisfaction resulting from a particular experience of  consumption, 
leads to an evaluation/attitude about the quality of  service over a period of  time. However, the reverse situation has stood 
out as the most relevant.

According to a recent meta-analysis, only a few outcomes of  satisfaction have been investigated in the satisfaction 

WOM recommendation (Word-of-Mouth communication intention). Several researchers suggest that behavioural loyalty 

nowadays more concerned with service quality received, it is of  value to study the effect of  service quality on customer 
loyalty (Yuen and Chan, 2010).  

In the Portuguese retail industry, few research has been undertaken to directly evaluate the relationship between service 
quality, customer satisfaction and behavioural intentions.  In this context, the main objective of  this paper is to propose a 
methodology that allows for the examination of  the antecedents and consequences of  customer satisfaction, in retailing 

and perceived service quality promote customer satisfaction, intention to return and recommendation of  services.
Although the quality of  service in the retail industry has been extensively researched internationally (Dabholkar et al., 

2001; Das et al., 2010; Durvasula and Lysonski, 2010; Khare et al., 2010; Martinelli and Balboni, 2012; Mahfooz, 2014; 
et al., 2015; Yuen and Chan, 2010; Yu 

and Ramanathan, 2012), there has been little research done in Portugal to examine service quality as an antecedent of  
satisfaction and behavioural intention of  customers in the Portuguese  retail industry. The choice of  this topic is due to the 
need for retailers to properly understand whether the service meets customer perceptions in the different dimensions of  
SERVQUAL, contribute to their satisfaction and behavioural intention (intention to return and recommend services), since 

This research is particularly important for retail managers (survival and growth of  retail companies), politicians (wealth 
creation, economic growth, etc.) and for the development of  the literature in the Portuguese retail industry. In this paper, 
after this present introduction, a review of  the main literature on customer satisfaction and their behavioural intention is 
made, then we propose the conceptual model and research hypotheses, ending with the presentation of  the methodology 
and the contribution of  the research.

2. THEORETICAL BACKGROUND

2.1 National Culture, Service Quality, Consumer Satisfaction and Behavioural Intentions

et al.

to the way customers perceive the service provided (Furrer et al., 2000; Mattila, 1999; Nguyen, Cao and Phan, 2015; Tanvir et 
al., 2011; Veloso and Monteiro, 2013). Moreover, according to Tanvir et al.
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Service quality has assumed a major role both in public and private institutions, as an indispensable requirement to the 

other from the costumer’s perspective. The quality from the customer’s perspective is the main objective of  this study because 
it reorients the retail managers to the customer´s needs. Firstly, it should be noted that the measurement of  service quality 

various authors (Parasuraman et al., 1985). These authors, who represent the American school, have designed an instrument 
for measuring quality of  service, called SERVQUAL. Initially, the proposed model incorporated 10 dimensions of  quality 
(tangibility, reliability, responsiveness, professionalism, courtesy, credibility, security, access, communication and customer 

et al., 1988). The 
dimensions of  courtesy, credibility, security, competence and communication have led to a new dimension: assurance, while 
the dimensions of  understanding/knowing customers generated the dimension of  empathy. A Parasuraman et al. (1988) 

Tangibles: Physical facilities, equipment and appearance of  personnel;
Reliability: Ability to perform the promised service dependably and accurately;
Responsiveness: Willingness to help customers and provide prompt service;

SERVQUAL measures service quality from the customer’s perspective of  customer perceptions, through the amplitude 
of  the discrepancy that exists between the expectations and perceptions of  customers. Cronin and Taylor (1992) view that 
the validity of  the use of  expectations in the  SERVQUAL model was called into question when consumers had no well- 

centered only in measuring consumer perceptions regarding the quality of  service. Despite the criticisms of  SERVQUAL 

services so that, in the literature there are numerous studies that apply the SERVQUAL scale to assess quality of  services 
across physical (Donnelly, Hull and Will, 2000; Mukherjee and Nath, 2005) and in digital environments (Wang and Tang, 

hypermarkets in Bragança, city of  Portugal. 
Customer satisfaction is the outcome of  the customer’s perception of  the value received in a transaction or relationships, 

where value equals perceived service quality, compared to the value expected from transactions or relationships with competing 
vendors (Blanchard and Galloway, 1994; Heskett, Sasser and Hart, 1990; Zeithaml, Parasuraman and Berry 1990). According 

considered by customers as their needs and expectations. As Valdani (2009) points out, enterprises exist because they have a 
customer to serve. The key to customer satisfaction lies in identifying and anticipating customer needs and especially in being 

than those which fail to understand and satisfy them  (Barsky and Nash, 2003; Dominici and Guzzo, 2010). In order to be 
successful, especially in the service industry, managers must concentrate on retaining existing customers by implementing 
effective strategies towards customer satisfaction and loyalty, since the cost of  attracting new customers is higher than the 
cost of  retaining existing ones (Dominici and Guzzo, 2010). On the other hand Bennett and Rundle-Thiele (2002) argued 
that for customers to escalate their loyalty, their perceived value of  the good or service presented need be at par with reality, 
forming an integral part of  the corporate aims of  the organization. Additionally Sirdeshmukh et al. (2002) reported that 
customers’ satisfaction has close relationship to brand loyalty as well as service quality. Analogous claim is presented by Hoq 
and Amin (2010), who postulated that customer satisfaction is the emotional tendency of  a customer towards repurchase 
of  products and services offered by a retail store. In order to be successful, especially in the retail industry, managers must 
concentrate on retaining existing customers by implementing effective strategies towards customer satisfaction and loyalty, 
since the cost of  attracting new customers is higher than the cost of  retaining existing ones (Dominici and Guzzo, 2010).

The literature suggests behavioural intentions as a construct which permits the evaluation of  customer loyalty (Yang and 
Peterson, 2004). These are behaviours related to the intention to repurchase and even to the intention of  recommending 
the product/service (Clemes et al., 2008; Lai and Chen, 2011; Sumaedi et al., 2012; Yuen and Chan, 2010; Zeithaml et al., 
1990). Some studies developed in service industry have found the positive relationship between perceived service quality and 
loyalty (De Ruyter and Van Birgelen, 1998; Wong et al., 1999). Customers frequently develop an attitude toward purchasing 

image of  the retail in the market and even by word of  mouth (WOM recommendation). With reference to the previous 

over time and retain positive attitudes towards the enterprise delivering the goods or services (Yuen and Chan, 2010). 
Service providers are increasingly developing loyalty, as they consider that it helps to rise income, and leads to largest market 

to others. We conceptualize behavioural intentions as a higher-order construct consisting of  (1) positive word of  mouth 
(Boulding, Kalra, Staelin, & Zaithaml, 1993), (2) willingness to recommend (Parasuraman et al., 1991), and (3) intentions to 

intention in this study may be described as a stated likelihood to repurchase in the hypermarkets in the North of  Portugal 

of  behavioural intention, such as making it a tendency for retailers to follow, as well as developing and maintaining a loyal 
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behavioural intentions (Parasuraman et al., 2005; Sousa and Voss, 2010).  According to Chaudhuri and Holbrook (2001), 
behavioural intentions, and not attitudinal intentions, can be related to increased market share. Zeithaml et al.

effect of  perceived service quality on customers’ favourable behavioural intentions, such as repurchase, tendency to say 

et al.

demonstrated associations between service quality and particular dimensions of  behavioural intentions, like as Parasuraman 
et al. et 
al.
to recommend. Several authors point out that customers may not necessarily buy the greater quality service and that there 

et al., 2004; Ryu and Han, 2010). Therefore, we 
expect customers who perceive the quality of  the service as high to be more likely to demonstrate intentions, and we again 
believe that this relationship will hold regardless of  the buyers’ collectivist orientation. Loyal customers are main assets to 

with the company. It is supposed that positive perceptions of  service quality enhances the possibility of  customers being 
dedicated in supporting the company and developing and strengthening loyalty behaviour (Yuen and Chan, 2010).  

3. CONCEPTUAL RESEARCH MODEL AND HYPOTHESES
In according this theoretical background, the aim of  this study can see in Figure 1, propose a model that consists of  

(Intention to return and WOM recommendation).

Figure 1. Conceptual model

The hypermarkets managers should focus their attention on customer service quality evaluation as they must have actual 
knowledge that the service quality perceived by the client meets their expectations, as contended by Parasuraman et al. (1985, 
1988). Based on these assumptions the purpose of  this study is to examine whether the perception of  the services provided 
in the different dimensions of  SERVQUAL, exceeds the customer expectations.

However, the main objective of  this study is to test the conceptual model shown in Figure 1, which includes four research 
hypotheses, as explained below.

The literature suggests that national culture constitutes an important construct in the study of  service quality since it 
et al., 2011; Furrer et al., 2000).  In this study we 

intend to, as have Furrer et al. (2000), who evaluated the impact of  national culture on perceived service quality, test the 
following hypotheses: 
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H
1

H
1.1

H
1.2

H
1.3

H
1.4

H
1.5

The relationship between service quality and satisfaction has not been consensual in the literature as several authors argue 
that, on the one hand, both concepts are identical, while others consider them as distinct (Dabholkar, 1995; Dabholkar et 
al., 2000; Oliver, 1993). According with Dabholkar (1995), while evaluation of  service quality is essentially cognitive, for 
its part, satisfaction integrates both cognitive and affective components. This author claims that these two concepts are 
distinct for recent consumers of  a product. However, in the long run, the affective dimension tends to be blurred and to that 
extent, the concepts tend to overlap. Meanwhile, Ngobo (1999) also reinforces the distinction between perceived quality and 
satisfaction level of  the three dimensions. Assuming that these two concepts are distinct, a question that immediately arises 
relates to the order of  their occurrence in the mind of  the consumer and as such, the causal relationship between them. In 
this regard Dabholkar et al. (2000) argues that, most investigators traditionally hold that consumer satisfaction results from 
a particular consumer’s experience of  a service which leads to an evaluation/attitude on the overall quality of  service over a 
given period of  time (Parasuraman et al., 1988). Recently, however, the reverse situation has stood out as the most relevant. 
This position is particularly evidenced by Oliver (1993) who suggested that the quality of  service should be an antecedent 
of  consumer satisfaction irrespective, of  the experiential or the time factor. Similarly, Cronin and Taylor (1992) analysed the 
effect of  these concepts in both directions and concluded that the quality of  service perceived exerts a greater impact on 
customer satisfaction than otherwise. Recently, several authors have considered service quality as an important antecedent of  
satisfaction (Ekinci et al., 2008; Zhang and Prybutok, 2005; Chiou et al., 2002; Saleh and Ryan, 1991). Most studies assessing 

studies of  the retail industry. In line with this, and based on SERVQUAL, the following hypotheses are proposed in the 
present study.

H
2

H
2.1

 – The higher the tangibility, the greater the degree of  the customers’ satisfaction.
H

2.2
 – The higher the reliability, the greater the degree of  the customers’ satisfaction.

H
2.3

 – The higher the assurance, the greater the degree of  the customers’ satisfaction.
H

2.4
 – The higher the responsiveness, the greater the degree of  the customers’ satisfaction.

H
2.5

 – The higher the empathy, the greater the degree of  the customers’ satisfaction.

In reviewing the literature, we have found that marketing services have extensively researched behavioural attitudes 

Churchill and Peter, 1993; Zeithaml et al.
it is generally believed that satisfaction leads to repeat purchases and positive WOM recommendations

willing to spread positive WOM. Thus, we propose our third and fourth hypotheses:

H
3

H
4

 recommendations.

return and WOM recommendations. In this study we intend to also propose this relationship and the following hypothesis:

H
5

4. METHODOLOGY
A questionnaire was designed as the survey instrument, which were included all the constructs of  the proposed model. 

The questions in the questionnaire were based on a review of  the literature in the area of  the retail industry, described above 
in the theoretical background. This study was applied to customers from of  hypermarkets of  Bragança during the months 
of  February and March 2017. It was used a non-probabilistic sampling using convenience technique. The questionnaires 
were distributed online and the answers came from several cities of  the district of  Bragança. Also some questionnaires 

section contained the characterization of  purchase process. The last section includes the statements of  dimensions and 
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their sub dimensions. The measurement items to measure primary and sub-dimensions of  service quality were adapted 
from several researchers (Chen et al., 2011; Cronin and Taylor, 1992; Dabholkar et al. et al., 2011) and a series of  
items focusing on the behavioural intentions, customer satisfaction and national culture, which were adapted on the basis of  
several researchers’ results (Furrer et al., 2000; Mattila, 1999; Nguyen, Cao and Phan, 2015; Tanvir et al., 2011; Wu, 2013; Yu 
and Ramanathan, 2012; Yuen and Chan, 2010; Zeithaml et al.

will used to measure the intensity of  the linear correlation between variables. Multiple linear regression will used in order 

equation model, given that the theoretical model includes the complex relationships between latent variables measured with 
different items that are presented simultaneously as independent and dependent variables.

5. FINDINGS AND CONTRIBUTION OF RESEARCH

by obtaining sales growth and a better return of  investments. With this in mind, the manager retail needs to know the real 
customer service needs and expectations, so that the service is tailored to the customer’s satisfaction, in order to retain them 
and attract potential new customers.

Thus, this study proposes to develop and analyse a conceptual model that aims to explain the relationship between 
national culture, perceived service quality, customer satisfaction and behavioural intentions (intentions to return and WOM 
recommendation). 

in Portugal, which relates to the knowledge of  the factors affecting customer satisfaction and behavioural intention. It is 
hoped that this research will contribute to the development of  the literature, politicians (wealth creation, economic growth, 
etc.) and managers of  hypermarkets (the survival and growth of  hypermarkets retailing). From a practitioners’ point of  view, 

contribute to the retail manager’s development when establishing strategies and contribute to the  improvement of  services 

Westlund, 2000).

quality dimensions and customer satisfaction and yet we expected to prove that the cultural dimensions and service quality 
dimensions are interrelated (Tanvir et al., 2011; Furrer et al., 2000). Furthermore we will try to show like as Furrer et al. (2000) 
also have demonstrated, that the relationships between cultural dimensions and the relative importance of  the dimensions 

shown that the relative importance of  the service quality dimensions varies from one culture to another Retail service 

appropriate strategy for competitive advantage over domestic and international players competing for share of  an expanding 
consumer base (Mahfooz, 2014).

cultural dimensions and by focusing on overall service quality expectations in the context of  the retailing industry of  Portugal 
which receives little attention from scholars. We will hoped that the culture values show a quite good match with Hofstede’s 
national culture scores. Furthermore, this study similar the research developed by Nguyen et al. (2015) will extends prior 

namely: the modern retail store should carefully segment their targeted customers given that service quality expectations 
differ across individuals in a country; moreover, in order to reduce customers’ uncertainty about services and supermarkets 
should be implemented informational interventions. Also, it is believed that customer relationship management should be 
considered as this help to reinforce customers’ belief  that they and retail modern stores are carefully linked as a group, at the 
same time the employees should deal with customers’ complain and solve their problems in an effective manner to enhance 
hypermarkets’ power. These contributions could increase customers’ satisfaction and their loyalty to hypermarkets (Nguyen 
et al., 2015). 

The study results will help retail stores owners and managers to recognize and prioritize the primary and sub-dimensions 

the primary and sub-dimension of  service quality. Moreover, retail management will should structure their infrastructure, 
processes, operations and resource allocation in terms of  the relative importance of  the service quality dimensions to their 

way customers perceive the service provided is related.
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