8 CATOLICA
2 [ISBON

BVSINESS & ECONOMICS

The Effect of Store Image on
Store Loyalty and the
influence of Service Quality
among leading Portuguese
retailers

Beatriz Almeida

Dissertation written under the supervision of
Prof. Paulo Romeiro

Dissertation submitted in partial fulfilment of requirements for the MSc in
Management with specialization in Strategy & Entrepreneurship, at the
Universidade Catolica Portuguesa,

22 Abril 2020






ABSTRACT

The Effect of Store Image on Store Loyalty and the influence of Service Quality among

leading Portuguese retailers

Helena Beatriz Moura de Almeida

Nowadays, we live in a society deeply characterized by consumption. In order to adapt to
this situation businessmen, especially retailers, had to come up with ever increasingly
innovative and appealing strategies to engage consumers. Competition is fierce and only the

best can, indubitably, increase their market share.

With this study it is intended to sum up the most relevant factors for the consumer in the
moment of purchase, in order to respond to the widest range of demands from the market.
Therefore, the Butcher’s market was chosen to be analyzed, since meat is one of the
cornerstones of any bundle of goods that Portuguese families purchase. This would make

these factors overarching to other categories.

With this dissertation it is indented to determine what most contributes to increase the loyalty
of consumers to a certain store. In order to do that, the two biggest supermarket chains were
compared (Pingo Doce and Continente), since both of them comprehend 44% of the market

share, which for the scope of this study, is a big enough sample.

Keywords: Store Image, Store Loyalty, Service Quality, Price, Quality of the products,

personal selling



SUMARIO

Os Efeitos da Imagem na Lealdade da Loja e a Influéncia da Qualidade de Servigo nos
principais retalhistas Portugueses

Helena Beatriz Moura de Almeida

Atualmente, vivemos numa sociedade extremamente consumidora. Para dar resposta a isso,
0s comerciantes, em especial os retalhistas, tiveram de apresentar estratégias cada vez mais
inovadoras e apelativas para atrair clientes. A concorréncia ¢ cada vez maior € SO mesmo 0s

melhores ¢ que conseguem, efetivamente, aumentar a sua quota de mercado.

Com este estudo pretende-se agregar os fatores mais relevantes para o consumidor, no
momento de decisdo de compra, de forma a dar resposta as mais variadas exigéncias do
mercado. Assim sendo, optou-se por analisar a categoria do talho, ja que a carne ¢ um dos
alimentos mais importantes no cabaz de compras das familias portuguesas, de forma a ser

possivel tornar esses fatores transversais a outras categorias.

Com esta dissertacdo, pretende-se determinar, assim, aquilo que mais contribui para
aumentar a lealdade dos consumidores a loja, sendo que, para isso, optou-se por comparar 0s
dois maiores supermercados portugueses, nomeadamente o Continente e o Pingo Doce, dado
que, no seu conjunto apresentam, aproximadamente 44% de quota de mercado, o que, para

este estudo, representa uma amostra suficiente.

Pavavras-Chave: Imagem da Loja, Lealdade da Loja, Qualidade do Servigo, Preco,

Qualidade dos Produtos, Qualidades do colaborador
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CHAPTER 1: INTRODUCTION

1.1 Background

According to Blackwell et al. (2001), providing value to customers is of paramount
importance for 21% century marketing strategies. In the modern age of globalized competition
and product propagation, it is believed that offering the customer a good/service with a large
amount of imbedded added value is a way to increase the gap from one company to its
competitors, further increasing the advantage one has (or reducing the gap if the company in

question is the one tailgating) (Bums & Woodruff, 1991; Woodruft, 1997).

Over the last few years, store image management has emerged as a key aspect for
organizations, not only due to the fact that we live in an increasingly competitive market, but
also because of all the retailers that want to have a sustainable and viable position in the

market which helps them to retain customer loyalty.

Regarding the impact on customer purchase intention, there hasn’t been achieved a
general agreement about the correct strategy which would have the biggest effect. The
previous literature granted that there were a few key factors that benefit store loyalty,
however, there is no consensus regarding which combination is the most accurate and which

one provides the strongest financial benefits to the retailer.

It is not surprising that customers’ perception of store service and image is closely
related to customer loyalty and satisfaction levels (Solvang, 2007), which translates into an
outstanding importance for those that know how to take advantage of it and implement the
best possible strategies to address this issue. By knowing how to tackle variables such as
customers’ perception, perceived service quality, product selection, price and location
choice, and overall level of satisfaction, one can achieve remarkable positive results and

SucCcCcss.

1.2 Problem Statement

The ultimate goal of the present essay is to further elaborate on customer loyalty
through finding out the most optimal combination of factors that maximizes a retailer’s profit.
In order to achieve this, the researcher is going to analyze the existing customers’ perception

of the meat counter’s products and service.



Thus, the problematic was established as the following:

“The role of store image in customer loyalty: how to increase the retailer’s power in the

meat counter’s market segment”

The statement above is highlighted by the subsequent research questions:

o RQ1: Does a good store experience have an impact in store loyalty?
o RQ2: Does price has the biggest effect in customer’s store loyalty?
o RQ3: Does the type of services provided have an impact in the store loyalty?

o RQ4: Which factors have the highest impact in customer loyalty?

1.3 Relevance

The manner of how to increase customer loyalty is a topic that has been gaining an
increased importance within the retailer market, not only because the market is characterized
by a cutthroat competition level, but also because it has an everchanging goal in achieving

higher profits on a daily basis.

Zairi (2000) said: “Customers are the purpose of what we do and rather than them
depending on us, we very much depend on them. The customer is not the source of a problem,
we shouldn’t perhaps make a wish that customers ‘should go away’ because our future and
our security will be put in jeopardy”. This is the main point why, now-a-days, several

organizations are changing their focus to customer loyalty, retention and satisfaction.

Regarding the concept of customer loyalty by Clarke (2001), it may appear at first
sight to be outdated in the current age, where customers are able to conduct an exploration
and evaluation of different alternatives, as well as check reviews made by others, all of this
with a simple action such as pressing a button. However, evidence proves that age-old rules
of good and profitable management still hold valid: customer retention is still important to
long-term profits, while on the other side there is a high cost or penalty for businesses that

cannot capitalize on high loyalty levels.

From a management point-of-view, the present study aims at providing fruitful

elements to retailers, enabling them to perceive how to build a perfect customer loyalty



through which they can improve their profitability, as Bowen and Chen (2001) claimed:

“there is a positive relationship between customer loyalty and profitability”.

The increased profit stems from decreasing marketing costs, increasing sales and
reducing operational costs. However, thinking about loyal customers’ costs, it is perceived
that is cheaper to take advantage of already gathered information in order to cater to current
customers than to invest in brand-new marketing strategies to gain new ones (Bowen and

Chen, 2001).

A loyal customer doesn’t only focus on prices, but he also acts like a supporter of the
organization and, as such, helps in attracting new customers (acting almost like a brand
ambassador). Therefore, the cost to acquire a new customer can be 15 times higher than that
of attempting to retain an existing one, and increases by up to 5% the customers’ loyalty; the

profit level can also increase between 25%—85% (Jandaghi et al, 2011)

Razavi et al. (2012), based on from previous research, expressed that several service
providers consider customer loyalty as a vital pathway to establish competitive advantage.
Empirical studies conducted establish that keeping a current customer can be up to 10 times
cheaper than attempting to capture a new one. This importance is highlighted when it is
joined with the claim that the loyal customer’s behaviour is characterized by degree of
increased collaboration, less complaints, smaller sensitivity to price and, overall, increased
profitability. The strongest evidence of customer loyalty is the share of customers who are
steady and able to recommend others to a particular product or service. Maintaining loyalty
is achieved when customers show both a positive attitude towards the product/service and a

repeated behaviour pattern.

Furthermore, the way that customers recognize the quality of service that is being
offered has a deep relationship with the overall perceived image of the company, including
expectations, external influences, quality of service, etc... Therefore, if customer’s
experiences exceed their expectations, customer satisfaction, alongside with situational and
personal factors, will result in an increased customer loyalty level (Wilson, Zeithaml, Bitner

and Gremler, 2008).

To conclude, and considering studies made by Bansal and Gupta (2001), creating

customer loyalty is not something that businesses can ignore any longer, since it seems to be



the only way of creating and achieving a sustainable competitive advantage. Building loyalty
with key customers has become an important marketing objective shared by key players in

all industries pandering to business customers.

1.4 Research methods
In order to adequately answer the above-mentioned research questions, all sets of

data, whether they are primary or secondary, were taken into account in this dissertation.

First and foremost, in order to create an in-depth literature review and to establish an
extensive historical know-how related to the variables at hand, an encompassing research
was conducted within the established state-of-the-art about store image and positioning and

store loyalty.

As the primary data source, a quantitative questionnaire was conducted among
customers who go to the meat counter at least once a week. The results from the
questionnaires were analysed and discussed. Furthermore, the present research used primary
data obtained through primary statistical analysis which were used in order to answer the
research questions are “Analysis of Covariance” (ANOVA and T-TEST). The study’s

population sample is Portuguese retail consumers.

In the end, possible improvements were suggested as part of the conclusions of this
dissertation. Thanks to the limited amount of time and resources, this dissertation contained
some restrictions, due to the fact that it will not encompass all the factors that influence store

image.

1.5 Dissertation outlines

The current research is organized in the following manner: the subsequent section
will present the review that was made regarding the literature and the elaboration of all the
hypothesis. This brings forward an academical knowledge related to store image and
positioning and store loyalty. The third section develops the methodology, where the data
collection process and data analysis will be furthermore elaborated. The following chapter
showcases the final outcomes and study of the dissertation. At the end, the final chapter
covers the major results that were achieved and highlights several inferences and constraints

of the present essay.



CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK

2.1 Literature review

The appraisal of retail image is of vital importance when discussing the thematic of
retail and there are plenty of paths to capture retail images and brand positions (Louviere &
Johnson, 1990), due to the fact that all retailers want to have the best image as possible in
order to achieve/increase customer retention (Day, 1984). In an increasingly over-
competitive environment, businesses should be customer oriented (Kotler, 1997), so it’s
important to understand customer interests. That’s why companies invest plenty of resources

measuring the level of customer satisfaction.

In this dissertation, the factors that allow the company to have the correct market
position and that will possibly lead to a wide range of trading benefits (Birtwistle, Clark &
Freathy, 1999) will be discussed. Additionally, it is the aim to prove that store image and
store positioning are the main factors that sway customer loyalty and the overall strategy

SucCCeEss.

It is important to reinforce that a perfect combination between price and product
differentiation will provide a headstart or an increase in competitiveness for organizations,

especially in a market as the retail one (Day & Wensley, 1988).

Although, and considering the present competitive environment that is being the
scope of this work, it really matters to understand the customer behaviour, since there exists
evidence that store loyalty may be related to store image (Mazursky & Jacoby, 1986; Osman,
1993). Although what was mentioned previously stands, the problematic regarding the nature

of this relationship still remains, namely between it being a direct or an indirect one.

Regarding the concept of retail store image, Pierre Martineau (1958) defined it as the
“personality of the retail store”, although over time customers form ideas associated with
stores, which strongly influences their shopping and patronage behaviours (Porter &

Claycomb, 1997).

Image is expressed as a function of the characteristics of a certain store which gives
it a differentiation factor when compared with other stores. Store image can be defined as the
customer’s perceptions of a store on different noticeable characteristics (Bloemer & de

Ruyter, 1998). Another of the most widespread and academically accepted definitions of



retail store image is that someone’s characteristics are inferred from realizations or memory
inputs that are linked to a particular store and which represent what that brand/store or other

signifies to him/her (Baker, Grewal & Parasuraman, 1994; Mazursky & Jacoby, 1986).

Boarden (1977) suggested that price, quality of the product, assortment, atmosphere,
location, facilities and personnel are key characteristics for the literature. However, in recent
years, store image is supposed to consist of different elements of the retail marketing mix
that was introduced by Ghosh (1990). These elements consist of location, merchandise, store
atmosphere, customer service, price, advertising, personal selling and sales incentive

programs. For each retail store a distinct image may exist within customers' minds.

A retail business owner has to make sure that the products which he is offering go in
line with the customers’ expectations, due to the fact that the main goal of retail, as mentioned
previously before, is to increase customer loyalty and, ultimately, retention and increased

purchases. (Bloemer & de Ruyter, 1998).

Store loyalty seems to be an intricate concept due to the fact that it changes differently
from repeating visiting behaviour. Visiting behaviour in a repeated manner can be defined as
the act of coming back to the store (Bloemer & de Ruyter, 1998). However, behavioural
conception is often not adequate in order to explain how and why store patterns occur. The
most vital part of the definition of store loyalty is store commitment. It is stated that store
commitment is a vital condition for store loyalty to happen. Customers whose pattern is not
based on store loyalty may exhibit a link to store attributes and can easily be lured away by
competitors through, for example, price competition. According to Osman (1993) “a
customer who is loyal to a certain retail establishment will give this store his or her priority

visit in any shopping event”.

Marshall (2010) stated (based on several research) that loyalty refers to a commitment
to re-purchase or re-patronize a product or service consistently in the future, therefore causing
same-brand or same organization purchasing, despite influences and marketing efforts

having the potential to cause change.



Considering the definition of store image, we also need to define a large number of
characteristics that could be of relevance in order to gauge and measure it. However, and
having in consideration the actual objective of this dissertation, it will be given focus to only
three of them, which are the personal selling, price, and quality of products. The choice of
these variables is due to the fact that they are the ones that hold a particular importance to the
definition of the concept, not only because they appear in all the reviewed definitions, but
also because they seem to allow to take more conclusions about the customer loyalty when

the most important Portuguese retailers in the meat counter market are being analysed.
Therefore, the following concepts will be analysed and reviewed as follows:

e Personal selling: change from a focus on influencing buyer behaviour to
managing the inherent conflict in buyer and seller relations. The highlight on
building relationships rather than establishing short-term sales and the use of sales
teams dictates changes in the way firms act in the relationships between
salespeople and members of sales teams (Weitz, 1999). In this study, the personal
selling is divided in the type of service that is being offered, which subsequently
divided in personal service of hand cut meat (butcher's sympathy is also included
in this variable) and/or packaged meat;

e Price: price competition is modelled by the market, where the main point of this
factor is to determine the optimal value that the customer is willing to pay, taking
into account market demand as well as competitors’ prices (Bucklin et al.,1998).
In order to achieve a competitive position, the retailer has the possibility to hold
sales. By doing this, the retailer is attracting more customers and consequently,

increase their own market share.

e (Quality of the products: a basic retailing strategy for creating competitive
advantage is to deliver a high-quality service or product (Berry, 1986). A retail
store experience is encompassed by more than a non-retail service experience in
terms of customers’ negotiation, finding the correct product, interacting with store
personnel and products, all of which influence the evaluation of customers about
the overall quality of service.

e We can also analyse the definition of convenience as it appeared in the marketing
literature in relation to the different types of products. The classification proposed

by Copeland (1923) about the consumer products included convenience goods:



intensively allocated products that require the minimum of time, physical and
mental effort to purchase. Later product classification schemes also incorporated
the convenience goods division (e.g., Bucklin, 1963; Murphy and Enis, 1986).
Therefore, in early marketing terminology, “convenience” denoted the time and
effort consumers used in carrying out a purchase of a product, rather than a quality
of it (Brown 1990). Focusing on resources such as time, opportunity and energy
that consumers expend in order to buy products, researchers began to view
convenience as an characteristic that reduces the non-monetary price of a product
(Etgar, 1978; Kelley 1958; Kotler and Zaltman, 1971).

e “Atmosphere is a term that is used to explain our feelings towards the shopping
experience which cannot be seen” (Milliman, 1986). Kotler (1974) explains the
atmosphere as “the design of the retail chain outlet that produces specific
emotional effects on the buyer that enhances his purchasing probability”. The
luring and awe-inducing atmosphere of retail chains creates a sense of happiness
in the customers’ experience, which directly affects their purchase intention and
their decision-making process. Regarding this, Srinivasan & Srivastava (2011)
proved that the probability of customers staying longer within the store increases
thanks to its atmosphere. When a customer feels content from the surroundings
of the store, he spends increased amounts of time in it (Bohl, 2012). The
environment has a large impact on the consumers’ emotion and satisfaction.
Several other researchers have identified the effect of atmosphere on the
behaviour of consumers in the store (Russell & Mehrabian, 1978), but empirical
research on the impact of store atmosphere on the behaviour of consumers is

limited (Zeynep & Nilgun, 2011).

Westbrook (1981) suggests that two wide categories of retailer-related experiences
are important to the customer: “in-store experiences” and “experiences related to products”.
“In-store experiences” include interactions with store employees as well as store layout.
“Experiences related to products” include their quality and availability.

Regarding the meat counter’s market, and considering the Wotruba (1991)
perspective, the nature of personal selling has evolved through four stages: “production”,

“sales”, “marketing”, and “partnering”. In each of these stages, the role of salesmen differs,

an, therefore, salesmen in these roles engage in different activities and need differentiated



sets of knowledge, skills, and abilities to be effective. The nature of sales management also
changes in response to the changing nature of personal selling.

Researchers also acknowledge that sellers have a portfolio of relationships with their
customers (Lambe and Spekman 1997), which will be emphasized in this analysis. These
relationships are based on relational exchanges associated with the partnering role for
salespeople.

In turn, store image should affect behavioural intentions, such as loyalty, since
consumers prefer businesses that have an image with a positive meaning associated.
(Selnes,1993).

Additionally, and considering that store image is a predictor of loyalty, it is expected
to differentiate customer loyalty groups. Based on these events, the hypothesis that comes up

is the following:

H1: “Store image has a positive influence on loyalty”

The next causal link has to do with Price. This factor seems to be really important
since seems to have a direct and positive effect on loyalty when satisfaction evaluations are
weaker or customers have a smaller degree of confidence in their evaluations (Johnson et al.,
2001). According to Mittal, Ross and Baldasare (1998) customers perceive the importance
of price and state that their willingness to pay attention to price regarding their own loyalty

evaluations. Therefore, it is expected that price can lead to loyalty.

H2: “Price has a positive influence on customer's loyalty”

Concerning the personal selling concept, we can talk about commitment, which
suggests two relations in the loyalty model: the “affective relationship” and “calculative
commitment” relationship. As a matter of fact, both of these dimensions maintain a customer
loyal to a product/company, even when satisfaction and/or store image is low.

According to Allen and Meyer (1990), moral store-commitment relates to a feeling
of obligation towards a company. However, Mathieu and Zajac (1990) claim that moral
commitment is rare in business relationships and that “affective commitment” and
“calculative commitment” seem to be truly relevant to business relationships.

“Calculative commitment” has to do almost exclusively with an estimate ratio of

benefits in relation to switching costs (Hemetsberger & Thelen, 2003). In contrast, “affective



commitment” is defined as the desire for a continuation of the relationship and expresses a
sense of loyalty and belonging (Morgan & Hunt, 1994). “Affective commitment” is the
emotional state which develops through the reciprocity between consumers and company
(Gustafsson, Johnson, & Ross, 2005).

Johnson et al. (2001) defines “affective commitment”. It conveys a more emotional
evaluation since it encompasses the effective strength of the relationship that customers have
towards a brand or a business, and the level of involvement and trust that stems from it. The
“calculative commitment” serves as a mental barrier to change, since the calculative
component is based on colder, more rational and economical aspects of the service. The
relationship between satisfaction, commitment and loyalty has been studied and confirmed
in a number of researches (Dick & Basu, 1994; Prado & Santos 2004; Pritchard, Havitz, &
Howard 1999; Santos 2001; Zins, 2001). Based on the arguments given above, researchers

hypothesized that:

H3: “The Personal Selling has a positive impact on loyalty”

In the light of the work carried out by Parasuraman and Grewal (2000) value is a
prognosticator of loyalty. In more practical terms, Santos (2001) claimed that the definition
of relational value presented a rational explanation of loyalty due to the fact that when
consumers realize that their money has an increased value in the relationship, they present a
propensity to keep on purchasing.

However, according to Parasuraman and Grewal (2000), "a lot of research has been
focused on perceived value from the product perspective and not from the service

perspective". Therefore:

H4: “The product quality has a positive influence on loyalty”

Regarding the concept of service quality, it has been found that it presents a direct
and lasting effect on customer satisfaction and loyalty (Bowen & Chen, 2001; Brady &
Cronin, 2000; Cronin & Taylor, 1992; Ganguli & Roy, 2011; Parasuraman, Zeithaml, &
Berry, 1985; Parasuraman, Zeithaml, & Berry, 1988). Above-average levels of service
quality has an impact on organizational outcomes such as improving profitability, high

market share, customer loyalty and probability of purchase (Brady & Cronin, 2001).
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Service quality has different dimensions regarding different service sectors (Pollack,
2009). However, service quality measurement allows the management level to recognize
quality issues and enhance the overall quality of services needed in order to surpass
expectations and reach customer satisfaction. Zeithaml (1988) defines service quality as an
assessment of the customer from the overall excellence of service due to the fact that it is
intangible, heterogeneous and indivisible.

In 1985, Parasuraman, Zeithaml, and Berry advanced the most used model named
SERVQUAL. Firstly, they presented 10 dimensions for service quality, but after some
preliminary studies in the 80’s, they narrowed it down to 5 dimensions for service quality
model. The SERVQUAL model was based upon the difference between perception and
expectation of quality of service through 5 different dimensions.

Following this, in the 90’s, Cronin and Taylor advanced the SERVPERF model that
was based on performance in service quality assessment. SERVPERF was more
comprehensive in terms of variance in overall service quality measurement than
SERVQUAL. In addition, Dabholkar, Thorpe, and Rentz, in 1996, tested SERVQUAL and
reported that this measurement had not been adapted in some areas like retail store
environment. They proposed a new model so called Retail Service Quality Scale (RSQS).

Regarding the SERVQUAL model, they presented the usage of the gap or difference
between expected level of service and delivered level of service for measuring service quality
perception with five dimensions: “Reliability”, ‘“Responsiveness”, “Assurances”,
“Empathy”, and “Tangibility”.

SERVQUAL is an analytical tool, which helps the management group to identify
gaps between variables that affect the quality of the services being offered (Seth, Deshmukh,
& Vrat, 2005). This model is the most used by marketing scholars and scientists, although it
is a “probe” study and does not offer a clear measuring method for evaluating gaps at different
levels.

This model has been improved throughout time, and some researchers think that only
performance is required to be measured in a SERVPERF model in order to find perception
of service quality (Cronin & Taylor, 1992). Throughout this model’s application, it has been
found that SERVQUAL’s factors are inconsistent and the model cannot be taken into account

for different applications (Dabholkar, et al., 1996).
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Customer satisfaction is calculated by the difference between expectations and
perceptions of the service quality (Parasuraman et al., 1988) and it is positively related to

customer loyalty (Ehigie, 2006). Therefore, the following hypotheses is advanced:

H5: “Customer loyalty is mediated by store image towards service quality”

Therefore, service quality is a vital predecessor to maintaining a good store image.
Nguyen and LeBlanc (1998) also demonstrated that service quality was an antecedent of
building a store image. Based on the discussion, they tried to prove the positive influence of
service quality in the restaurant business. For the purpose of this dissertation, the researcher
will consider the concept of store image similar to restaurant image, due to the fact that it

presents equivalent meaning. Therefore, it is logical to consider the following hypothesis:

H6: “The service quality has a positive influence on store image”

2.2 Conceptual Framework

Service Quality
(mediator effect)

Hé
HS \

Store image
H1, H2, H3, H4
-> personal selling — Store loyalty
-> Price

-> quality of the products,

Figure 1: Framework of the concept
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CHAPTER 3: METHODOLOGY

The following section showcases all the methods that were utilized to further
elaborate on the “Research Problem” by answering to the “Research Questions”. The
beginning of the present section analyses the global pathway that has been used in order to
create the hypothesis and the way secondary data was used and applied. Afterwards, it will
be discussed in a more in-depth manner the methodology used in the design of the survey
that was carried out, which encompasses a record of the thought process for the research that
was carried out, the population’s peculiarities, sampling methods, application of the
constructs and a short summary of the statistical tests that were utilized for the subsequent

hypothesis test process.

3.1 Research Approach

There are 3 different types of methodologies that are usually utilized during the
research process: “exploratory, descriptive and explanatory”. “Exploratory research”
represents the first part of the analysis of a hypothetical/theoretical concept. The ultimate
goal is to acknowledge if there are any theories that might help shed some light over what
was noticed and to comprehend in further detail what is occurring (Saunders, Lewis, &
Thornhill, 2009). Frequently, “exploratory research” is able to consider a brand-new subject

in order to further increase the studies in a way that describes and explains in a better fashion.

“Descriptive research” happens during the point that the investigator is attempting to
explain what is occurring in a more detailed manner, “filling in the blanks” and bolstering
the knowledge related to a certain subject. In this stage, the wide range of the activities

regarding the collection of intel to comprehend the “whats and hows”.

“Explanatory research” establishes the connection between the last ones. Analysts
try to build the link between designs and a relationship of causality and effect between
variables with the aim to describe the scene. It’s the way that things interact with each other

(Saunders, Lewis, & Thornhill, 2009).

In the present work, the aim of the researcher is to understand how to explore
customer loyalty through finding out the most optimal combination of factors that maximize
a retailer’s profit. In order to achieve this, the researcher is going to analyse the existing

customers’ perception of products and services provided by the meat counter.
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In order to do that, the researcher began by implementing a descriptive research to
understand what can affect customer loyalty. In this stage, it was intended to achieve a more
in-depth understanding of how the consumer is able to be persuaded and how the shopper
can improve sales and profit margins. Afterwards, it’s fundamental to bring forward a an
“explanatory research”, which occurs during the tests of primary data: a quantitative
questionnaire will be conducted among customers who go to the meat counter at least once
a week. Overall, the goal is to see how some factors can influence store image and,

consequently, customer loyalty.

3.1.1 Primary vs. Secondary Data

“Primary research” is the type of study that is carried out in “first person” for the
problem that is being analysed. It is created by formulating inquiries, carrying out

experimentations and achieving conclusions, and can be “quantitative or qualitative”.

“Secondary research” is the bundling of the last study made by different researchers.

The information that has been compiled is aimed to showcase the results of someone’s study.

Within the scope of this dissertation, the type of information and data used will result
from surveys. When some conclusions have been drawn, it will be possible to test different
assortment options of combinations of different factors that influence the consumer. These

outcomes will become the origin of the “primary data”.

3.2 Research Strategy

To measure store loyalty, a survey (present Annex I) was conducted, showcasing three
characteristics of store image, which were considered by the researcher to be the most

important ones. The three variables were personal selling, price and quality of the products.

From the total number of responses, it was possible to assess that these three variables
were considered by the consumers as the most important ones as well. Further analysis
regarding this thematic can be found in the fourth Chapter. With the collected findings, a

solid foundation to justify the primary data was achieved.
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To get to the previously established goals and the results that bring forward enough
evidence that validates the hypothesis that were set up, two kind of approaches had to be
used, depending on qualitative and quantitative methodologies (exploratory and explanatory,
respectively). A survey was designed for the “quantitative research” part of the dissertation.
In opposition to that, “quantitative approaches” were applied to test particular hypothesis of

the “research problem”.

“Explanatory research” aims to identify the thought process behind the relation that
exists between the variables. This way, it can be treated as the most valid path to investigate

the causality relation between store image and store loyalty.

The research at hand was conducted, and all the hypothesis and tests were carried out

in order to provide a transparent framework of what type of data would need to be collected.

That being said, and as a way to fully understand Store Image factors with further
detail for the two biggest players within the national market (Continente and Pingo Doce), a
survey with random questions was created. As a visual aid (stimulus), a picture of the meat
counter of either of the brands was presented, and from there the answers that followed were
respective to that particular picture/brand, disregarding the actual place where consumers

regularly shopped.

The survey was composed by a bundle of questions that aimed to analyse the
perception, by the consumers, of each supermarket regarding Service Quality, Quality of
Product, Price and Personal Selling. That way it would be possible to understand which of
these factors had a bigger impact on Store Loyalty. Through this analysis it will be possible
to understand the factors that retailers should focus on in order to increase their customer

retention and subsequent profits.

3.3 Secondary Data Analysis
3.3.1 Population

The scope of the population that the study aims for is described as the Portuguese
consumers who go to the same supermarket to buy meat at least once a week. Those used for

secondary data consist of those who go to the supermarket just to buy meat due to their
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understanding the quality of that specific service. This makes for more in-depth realization

of how loyal consumers are when buying meat, ceteris paribus.

3.3.2 Data Collection

The secondary data sources of the present research come from the gathered results of
each of the questionnaires and online surveys answer by Portuguese consumers through
Linked-In, Facebook and e-mail. Those were distributed to different people in order to
understand the multiple choices between men and women considering the different types of

variables.

3.3.3 Data Analysis

All quantitative data gathered was analysed using SPSS. A covariance analysis was
carried out in order to identify the relationships (and all its inherent characteristics) between
all the variables, whether they are the independent or dependent ones. An independent sample
t-test was conducted in order to assess the possibility of identification of direct effects of the
independent variables on the intention of purchase and, namely, to measure differences of
the impact among the information/emotional form of communication on the dependant

variable.

Additionally, in order to evaluate the likely mediator effect of service quality on the
relation among store image and store loyalty, a macro “PROCESS” in the program SPSS was
developed by Andrew Hayes. In the present research, the simple mediation model which only

includes one mediator was implemented as can be seen in “Figure 2”.

Due to this model, the independent variable, X, might disturb the dependent variable,
Y, in 2 distinct manners, a direct and an indirect one. Through a direct link, X disturbs Y
with the effect of M (mediator) being independent. Considering the indirect link, X disturbs
M and ultimately this disturbance have an impact in Y (Preacher & Hayes 2004, 2014 and
2008). Ultimately, M attempts to describe the relationship between X and Y.
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Figure 2: “Statistical diagram Process Model 4”

3.4 Measurement

This sub-chapter further elaborates the measures for the constructs and the motivation
for the selection of the three considered variables. Throughout the survey that was carried out,
the order in which the questions appeared was randomized so that it was possible avoid order

bias. Two photos were also given in the online survey to help the participants.

Service quality

The GAP model (Parasuraman et al., 1985) identifies 7 key gaps in relationship to
managerial perceptions of service quality and tasks associated with service delivery to
customers. 6 of the gaps (Gap 1, Gap 2, Gap 3, Gap 4, Gap 6 and Gap 7) are identified as
functions of the way in which service is delivered, whereas Gap 5 pertains to the customer

and as such, is considered to be the true measure of service quality.

One service quality measurement model that has been extensively applied is the
SERVQUAL model developed by Parasuraman et al. (1985, 1986, 1988, 1991, 1993, 1994)
and Zeithaml et al. (1990). SERVQUAL is the most often used methodology for measuring
service quality. It is used to compare customers' expectations before a service is carried out
and their perceptions of the actual service that was delivered, as is shown by Gronroos (1982),

Lewis and Booms (1983) and Parasuraman et al. (1985). The SERVQUAL instrument has
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been the main methodology utilized to measure consumers’ perceptions of service quality. It

has 5 generic dimensions or factors (van Iwaarden et al., 2003):

o “Tangibles”: physical facilities, equipment and appearance of personnel.

o “Reliability”: ability to perform the promised service in a dependable and
accurate way.

o “Responsiveness”: willingness to help customers and provide prompt service.

o “Assurance”: knowledge and wholesomeness of employees and their ability
to inspire trust and confidence.

o “Empathy”: caring and personalized service that the company provides to its

customers.

In the SERVQUAL instrument, there are twenty-two statements that assess the
performance across these five dimensions using a 7-point Likert scale measuring both
consumer expectations and perceptions, with answered ranging from (1) Strongly Agree to
(7) Strongly Disagree (Gabbie and O'neill, 1996). It is important to highlight that without
proper information on both the quality of services expected and perceptions of services
received, feedback from customer surveys can be highly misleading from a policy and an

operational perspective.

Evaluating service quality and greater understanding about how several dimensions
disturb overall service quality would make organizations to efficiently design the service
delivery process. Organizations give an increased quality of service and, ultimately, provide
outstanding service to external customers stemming from identifying the strengths and

weaknesses related to service quality.

Store Image

A measurement model conducted by Zimmer and Golden (1988) was used. They
considered six dimensions of the store image scale, which are employee service, product
quality, atmosphere, convenience and price/value are three items were finally retained. A 7-

point scale, ranging from (1) Strongly Agree to (7) Strongly Disagree, was used.
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Store Loyalty

Regarding store loyalty and considering what Lastovicka and Gardner (1977)

claimed, the amount of consumer commitment can differ greatly. Therefore, they assume that

there is a process that demands continuity. The questions about store loyalty, adapted from

Birtwistle et al., 1999, will be inquired and are displayed on a 7-point scale, varying from 1

= strongly disagree to 7 = strongly agree.

Construct Number of questions | Adapted from Scale

Service quality 22 Parasuraman et al., | 7-Point Likert scale
1985

Store image 38 Zimmer and Golden | 7-Point Likert scale
1988

Store loyalty 6 Birtwistle et al. 1999 | 7-Point Likert scale

Table 1: Measurement Model
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CHAPTER 4: RESULTS AND DISCUSSION

4.1 Results and Discussion

This chapter seeks to establish and describe in detail the datasets that were acquired
from the online survey using the methodology settled previously. This will guarantee the
researcher consistent findings regarding the research questions advanced in the first section

of this dissertation.
4.1.1 Sample Characterization

Summarized, 300 respondents responded to the present survey. However, just 225 of
them were considered as valid, since the remaining didn't finish the survey or gave answers
in an improper manner. As previously was shown in the methodology section, the survey
consisted of a choice among Pingo Doce and Continente, where participants would have
questions assigned to them regardless of their preference for the brand in question. This
means that someone could have chosen Pingo Doce, for example, and the following questions
would be either for Pingo Doce or Continente, in order to capture the full extent of the scope
to be analysed. Since the scenarios were randomly and uniformly categorized between

respondents, each of them getting practically the same number of partakers.

Focusing only on people who actually chose the Continente scenario, 112 respondents
answered the survey, while for the Pingo Doce scenario, 56 respondents answer the survey.

If the respondents went to another supermarket, they weren’t be consider to the analysis.

Concerning the age groups, the sample is quite dispersed, with 39.4% of people
ranging between 45 and 64 years, 37.2% belonging to the group 25 to 44 years, 15.9%
corresponding to the 18 to 24 year old group, participants with 65 years old or older
represented 6.2% of the sample and the remaining 1.3% corresponds to the younger segment

of respondents with less than 18 years old.

In order to understand the consumers’ influences, it was questioned in the survey the
patterns of consumption, namely regarding purchasing patterns. These answers were capable
of shedding light into understanding that most people go to the supermarket at least 1 time
per month. More than 60% of those who answered go to the supermarket two or more times

per week.
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Figure 3: Descriptive Analysis

4.1.2 Measure Reliability

To determine how reliable and consistent were the variables of the present sample,
the “Cronbach's Alpha Test” was carried out for store image, service quality and store loyalty.
To compute the “Cronbach Alphas™ for the overall sample, the research combined the

questions linked to the 2 supermarkets in 1 analysis.

For the 17 questions which evaluate service quality, the “Cronbach Alpha” is 0.893,
which is an adequate number (all values above 0.7 are considered statistically acceptable
according to the relevant literature, according to George, D. and Mallery, P.,2003) and the

suppression of any item whatsoever will not boost the total accuracy of the constructs.

The store image variable is associated to 35 questions and the Cronbach alpha for
these constructs is equal to 0.811, which is a quite high value, therefore the suppression of

items would not boost the value of the “Cronbach Alpha”.

Regarding store loyalty, the “Cronbach Alpha” of the 6 questions is 0.893 which

makes a statistically relevant value.
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Table 2: Cronbach Alpha Analysis

Cronbach Alpha N of items Continente Pingo Doce Total Sample
Store Loyalty 6 0.906 0.841 0.889
Store Image 35 0.885 0.695 0.811
Service Quality 17 0.910 0.865 0.893

4.1.3 Manipulation check

A “one-sample t-test” was conducted in order to assess if the handling of the stimuli
was the adequate one. Due to the fact that all those who responded to the questionnaire were
asked to evaluate a specific supermarket, a “one-sample t-test” is the correct test in order to
assess if the mean degree of the two supermarkets was substantially disparate. The numbers
showcase that the means of the 2 variables are very disparate (t (225) = 44.049, p <.001).
Therefore, the allegation that was expected to be the most emotional one from the previous
study was, indeed, treated as emotional (showcasing a mean of 1.465 on a “7-point Likert

scale”). Therefore, it can be concluded that the premise was a correct one.

Furthermore, there is a significant negative impact between the variables (p<0.01).
However, there is no impact of service quality, price, personal selling and product quality in
loyalty (p-value > 0.05). In the present model, there is zero evidence of multicollinearity

since VIF is under ten, as can be seen in the table below:

Constructs Total Sample
Price 5.182
Personal selling 2.877
Product quality 2.109
Service Quality 2.941

Table 3: Multicollinearity test

Additionally, the variable store image was not considered for the multicollinearity
test due to the fact that it already encompasses the other 3 (price, personal selling and quality

of products).
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4.1.4 Results from the Hypothesis Test

Hypothesis 1

HI: “Store image has a positive influence on loyalty groups”
The following linear regression is constituted by metric variables:

Store loyalty = B, + fiStore image + ¢,
t=1,..,N

All of the assumptions of the linear regression model were proven, which means that
residuals aren’t correlated, that the error is normally distributed, and it has 0 mean. There is

also evidence of homoscedasticity.

The model is statistically significant (F(1;224) =14.423; p < 0.001) and the store
loyalty only explains 7.32% of the variance in the store image. The f, is 0.856 with p <

0.001, which shows that, on average, one unit increase in store image increases 0.856 units

in the store loyalty, keeping everything else constant.

Therefore, hypothesis 1 is proven. The null hypothesis that store image doesn’t have

an effect on store loyalty was rejected.

store image — store loyalty

—» Sig - » NoSig *p<.05 **p<.01 **%n< 001

Figure 4: Hypothesis 1

A “compare means one-way ANOVA test” was carried out in order to determine the
whether the independent variables “store image” and “service quality” are considered metric
variables as well as if the dependent variable (“store loyalty”) follows the same principle.
The categorical independent variable regards to whether a customer has “chosen” Continente

or Pingo Doce, as can be seen in Appendix 3.

HO: pContinente = pPingo Doce
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H1: uContinente # pPingo Doce

The results of the “ANOVA model” are at a significance level of 5%, and there is
evidence that store image has statistically significant changes between the 2 supermarkets (p-

value = 0,000).

Hypothesis 2

H?2: “Price has a positive influence on loyalty”
The following linear regression is constituted by metric variables:

Store loyalty = [, + [1Price + ¢,

t=1,..,N

All of the assumptions of linear regression were verified which means that residuals
are not correlated, the error is normally distributed and has 0 mean. Furthermore, there is

evidence of homoscedasticity.

The model is statistically significant (F(1;224) =15.813; p < 0.001) and the store
loyalty only explains 9.50% of the variance in the store image. The g, is 0.975 with p <

0.001, which suggests that, on average, one unit increase in Price increases 0.975 units in the

store loyalty, keeping everything else constant.

Therefore, hypothesis 2 is verified. The null hypothesis that price does not have an

effect on store loyalty was rejected.

Price — Store loyalty

—» Sig - » NoSig *p<.05 **p<.01 **%n< 001

Figure 5: Hypothesis 2
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In this specific case, and regarding the “ANOVA model”, with a significant level of
5%, there is sufficient evidence that the variable “price” presents statistically significant

distinctions between the 2 supermarkets (p-value = 0,000).

Hypothesis 3

H3: “The personal selling has a positive impact on loyalty”
The following regression is constituted by metric variables hence:

Store loyalty = By + fiPersonalselling + ¢,

t=1,..,N

All of the assumptions of the linear regression were proven, which translates to that
residuals are not correlated, the error is normally distributed and has 0 mean. There is also

evidence of homoscedasticity.

The general model is statistically significant (F(1;224) =9,644; p < 0.001) and the
store loyalty only explains 3.303% of the variance in the Personal Selling. The g, is 0. 553
with p < 0.001, which suggests that, on average, one unit increase in Personal Selling

increases 0.553 units in the store loyalty, keeping everything else constant.

Therefore, hypothesis 3 is verified. The null hypothesis that Personal Selling does not

have an effect on store loyalty was rejected.

0.553***

Personal Selling Store loyalty

—» Sig - » NoSig *p<.05 **p<.01 **%n< 001

Figure 6: Hypothesis 3
Regarding the personal selling effect, and considering the “ANOVA model”

(significant level of 5%), it can be seen that there is significant amounts of evidence that

personal selling has statistically significant distinctions between the 2 supermarkets (p-value

=0,010).
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Hypothesis 4

H4: “The product quality has a positive influence on loyalty”
The following regression is constituted by metric variables:

Store loyalty = By + [1ProductQuality + ¢,

t=1,..,N

All of the assumptions of linear regression were proven, which roughly means that
residuals are not correlated, that the error is normally distributed and that it has 0 mean. There

is also evidence of homoscedasticity.

The general model is statistically significant (F(1;224) =3,264; p < 0.001) and the
store loyalty only explains 2.209% of the variance in the Product Quality. The g, is 0. 434

with p < 0.001, which suggests that, on average, one unit increase in Product Quality

increases 0.484 units in the store loyalty, keeping everything else constant.

Therefore, hypothesis 4 is verified. The null hypothesis that Product Quality does not

have an effect on store loyalty was rejected.

Product quality |— Store loyalty

—» Sig - » NoSig *p<.05 **p<.01 **%n< 001

Figure 7: Hypothesis 4

Regarding the product quality effect, and considering the “ANOVA model”(
significant level of 5%), there is evidence that product quality has no statistically significant

distinctions between the 2 supermarkets (p-value = 0,070).
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Hypothesis 5

H5: “Store loyalty is mediated by store image towards service quality”

To understand the mediation effect of service quality on the relationship among store
image, and store loyalty, the previously mentioned “PROCESS” macro was carried out in

SPSS by applying the model 4 (simple mediation case) (Appendix 8).

Beginning by the most forefront effects of the variables and assuming the level of
significance of 5%, the effect of loyalty on store image is statistically significant (p.value =

0,00’), which has a positive effect.

The effects of store image and service quality are statistically significant (p.SP=
1.1125; p.PR=1.7464), making up together 63,93% of the variance of store loyalty, Both

have a positive effect on loyalty.

In terms of the possibility of service quality being a mediator on this accord, its
necessary to consider the indirect effect of X on Y through M which is 0,1286, with a
confidence interval of -0,0342 to 0,0845 and the total effect of X on Y is 1,2090 which is
statistically significant (p- value = 0,000).

Due to the fact that 0 is embedded in the bootstrapping confidence interval of 95%, it
is feasible to achieve the conclusion that the indirect effect is not statistically distinct from O.
This hints that the impact of store image with or without service quality as a mediator might
be similar, which means that the mediator addition does not turn the impact of store image
significantly different. This allows to conclude that the effect of X on Y seems to be equal to

the total effect of X on Y. Therefore, the HS is not assessed through the mediation regression.

It is feasible to assess that service quality is not a decent mediator of the relation of

store image and store loyalty, as can be seen by the non-validation of the HS.
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Hypothesis 6
Ho6: “The service quality has a positive influence on store image”
The following regression is constituted by metric variables:

Store loyalty = B, + [1ServiceQuality + ¢,
t=1,..,N

All the assumptions of linear regression were proven, which showcases that residuals
are not correlated, the error is normally distributed and has 0 mean. This also means that there

is evidence of homoscedasticity.

The general model is statistically significant (F (1;224) =9,938; p < 0.001) and the
store loyalty only explains 2.209% of the variance in the Service Quality. The g, is 0.725
with p < 0.001, which suggests that, on average, one unit increase in Service Quality

increases 0.725 units in the store loyalty, keeping everything else constant.

Therefore, hypothesis 6 is verified. The null hypothesis that service quality does not

have an effect on store loyalty was rejected.

0.725***

Service quality ’ Store loyalty

—» Sig - » NoSig *p<.05 **p<.01 **%n< 001

Figure 7: Hypothesis 6

Last but not least, and considering the service quality effect and the “ANOV A model”
(significant level of 5%), it can be stated that there is enough evidence to support the claim
that product quality has statistically significant contrasts between the 2 supermarkets (p-value

=0,002).
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CHAPTER 5: CONCLUSIONS AND LIMITATIONS

5.1 Main Findings and Conclusions

A survey was carried out so that it was possible to perform a quantitative data analysis
over the already established research problem. Respondents were presented 1 of 2 scenarios
where they had to assess one of the two supermarkets. The analysis shed light to some

relevant conclusions, not only theoretical, but also for practical scenarios.

5.1.1 The impact of store image on store loyalty

The ultimate purpose of the current research was to assess how customer loyalty could
be enhanced in order to enhance the consumer’s purchase motivation and eventual business.
This is deeply relevant due to the fact that marketeers are always restless, and with the
increase in competition levels, they are always trying to innovate and coming up with new

ideas to answer the individual needs of consumers.

Having said this, the research question number one is proposed to establish if store
image has a positive or negative influence on loyalty. The results indicate that store image,
in fact, has a direct effect on customer loyalty, the effect is also significant to both

supermarkets.

Compiling the results for the research question number one, it can be stated that store
image has a direct repercussion on store loyalty of the consumer. Within the store image
variable there are several factors that have an impact and can explain on store loyalty. There
is also a need to test whether service quality can be a mediator of the relationship presented

above.

In order to identify which factors within store image would be more effective, we also
need to conduct an “independent t-test”. From the gathered results, it can be claimed that

there are differences between both supermarkets.
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5.1.2 The impact of Price, personal selling and quality of the products on store loyalty

The next research questions (2, 3 and 4) are focused on the impact of price, personal
selling and quality of products on store loyalty considering both supermarkets: Continente

and Pingo Doce.

In fact, it can be claimed that price has a significant and positive effect on store
loyalty. The regression model proposes that, regardless of the supermarket we are
considering, the price is the most important factor, so a higher competitive price leads to a

higher effect on loyalty.

Considering the personal selling factor, this has a significant and positive effect on
both, meaning that a higher personal selling seems to lead to a higher loyalty level. In this

particular case, it seems to be satisfactory, although it is lower than the price effect.

Lastly, when we are discussing product quality, we can also affirm that this factor
doesn’t seem to be essential and it has a weaker effect on store loyalty. This is due to the fact

that the effect seems to be lower in both cases.

5.1.3 Mediation between store image and service quality

PROCESS was used to test if the service quality is a mediator and if it should, or not,
be taken as a significant mediator. This showcases that service quality helps to explain the
relationship between store image and store loyalty. In detail, a better service quality leads to

a higher store loyalty.

However, in this specific case, it is just a partial mediator, since the several regression
model highlights that to the Pingo Doce specific case, the model is not explained by this
factor (it is not statistically significant). To conclude, service quality is just a good factor to

this model to the Continente case.
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5.1.4 The impact of service quality on store image.

Comparing the results of both supermarkets, it can be demonstrated that both have a
direct positive and significant effect on store loyalty. Additionally, it seems that this factor
seems to be the second most important factor and that it has a high impact in both

supermarkets.

5.2 Managerial / Academic Implications
Marketeers work every day in order to increase the loyalty of consumers and that's

why they have to make decisions all the time in order to be more competitive.

They have to understand that if they want to improve and have a good market share,

it is essential to focus on every consumer in order to answer to all their needs.

Additionally, marketeers have to pay attention to what group their customers belong
to and what they want. The conclusions from the cluster analysis indicate that its essential to

focus on the right factors to succeed.

To the knowledge of the researcher, no published studies of this nature had been
carried out in Portugal, let alone regarding the Butcher’s market. Therefore, this study
contributes in a ground-breaking way to possible further academical studies of this nature,

filling an 1dentified gap in the literature with a study of this scope.

Furthermore, this study can also contribute for managers/marketers/decision makers
in order to know which variables have more of an impact on consumers’ decisions and how
they can influence them. This is of great importance due to the fact that in an extremely
competitive market, every competitive advantage is a plus and can make a substantial

difference in sales, consumer engagement and retention.

5.3 Limitations and Further Research

In terms of limitations of this dissertation, firstly, the number of answers collected is
nowhere near enough to establish a reasonable representation of the Portuguese market.
Regarding the answers itself, there is a large age interval that encompasses the ages of 25 to

44. This interval is large enough to include both people that usually shop and those that are
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too young to conduct such activities on a regular basis (either because they live with their
parents or others that do those activities for them). The geographical distribution is also
skewed towards Porto, which is also a limitation. Lastly, and still within the scope of the
answers, one must also take into account that with anonymous online surveys there are

always those who answer in an improper/jokingly manner.

Due to the nature of this study, which is an academical one, and also due to time
constraints, it wasn’t possible to conduct a thorough study that could comprise an amount of
answers that could really create an adequate picture of the average Portuguese consumer of
the Butcher’s market. Additionally, and considering the fact that a convenient sample that

isn’t representative is being used, the results cannot be generalized.

For further research, this study can be applied to other market segments (fish markets,
bakery, fast food, etc.) or to the same segment in other countries, in order to establish a point
of comparison between types of consumers. Additionally, a similar study can also be carried
out in order to encompass an even larger number of answers, so that a true reflection of the

Portuguese consumer within the Butcher’s market can be created.
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APPENDICES

Appendix 1: Online Survey — English Version

1. Explanation and Greeting
My name is Beatriz and I am a Masters’ student in Management at Catdlica Lisbon.

This survey is being conducted for the purpose of a Masters’ Thesis in Product Management
in Consumer-Packaged Goods. It will help me understand, qualitatively, what is the most
optimal combination of factors that the Portuguese customers of the meat counter products
and services value the most. In order to achieve this, I will analyze the role of store image
and positioning in customer loyalty.

You were selected due to having the adequate profile in order for me to answer my
research questions and may provide useful information and positive insights for further
conclusions. Keep in mind that there are no right or wrong answers.

Thank you very much in advance.

Age:
Less than 18
18- 24
25-44
45 - 64

65 - or more

Location:
Porto
Lisboa

Other, which one?




How many times do you usually go to the supermarket?

Daily

4-6 times per week
2-3 times per week
Once a week

2-3 times per month
Once a month or less

Never

Which supermarket do you usually go to?
Continente
Pingo Doce
Lidl
Auchan
Intermarché

Other, which one?

1.Service Quality (questions adapted from Parasuraman et al., 1985)

Q1. Considering the physical facilities of the supermarket (e.g. service desk), the equipment and
appearance of personnel, please choose the best option:
(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly

agree)

E1l. They should have up-to-date equipment.
E2. Their service desk should be visually appealing.

E3. Their employees should be well dressed and appear neat.



E4. The appearance of the service desk in the supermarket should be in keeping with the type

of services provided.

Q2. Considering the ability of the butcher to perform the promised service dependably and
accurately, please choose the best option:
(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly

agree)

ES5. When the butcher promise to do something by a certain time, they should do so.
E6. When customers have problems, they should be sympathetic and reassuring.
E7. The butcher should be dependable and reliable.

E8. They should provide their services at the time they promise to do so.

E9. They should keep their service accurately.

Q3. Considering the willingness to help customers and provide the promised service, please choose
the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E10. They shouldn't be expected to tell customers exactly when services will be
performed.(-)

E11. It is not realistic for customers to expect promised services from employees of the

supermarkets. (-)

E12. Their employees don't always have to be willing to help customers. (-)

E13. It is okay if they are too busy to respond to customer requests promptly. (-)

Q4. Considering the knowledge and courtesy of employees and their ability to inspire trust and
confidence, please choose the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E14. Customers should be able to trust employees of the buster.

E15. Customers should be able to feel safe in their transactions with these firms' employees.
E16. Their employees should be polite.

E17. Their employees should get adequate support from these firms to do their jobs well.
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Q5. Considering the caring and individualized attention that the busters provides to its customers,
please choose the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E18. The supermarket should not be expected to give customers individual attention. (-)

E19. Employees of these firms cannot be expected to give customers personal attention. (-)
E20. It is unrealistic to expect employees to know what the needs of their customers are. (-)
E21. It is unrealistic to expect these firms to have their customers' best interests at heart. (-)

E22. They shouldn't be expected to have operating hours convenient to all their customers.

)

2. Store image (questions adapted from Zimmer and Golden, 1988)

Q6. Considering the Employee Service of Butcher

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E1l. The employees are very friendly.

E2. The employees are honest with customers.
E3. The employees are rude. (R).

E4. The service is excellent.

ES. I am pleased with the service I receive there.

Q7. Considering the Product Quality of Butcher, please choose the best option:_

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E6. They sell only high-quality products.
e They produce is never fresh.
E7. 1like the brand products.
E8. I can count on the products I buy there to be excellent.
E9. The products are unsatisfactory.

e Regarding the Product Selection.
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e They never have what I want in stock.

e They have a large variety of products.

E10. Everything I need, I can find there.
E11. The butcher has many national brands.

e They always seem to lack the size of the package that I buy.

Q8. Considering the Atmosphere of the store, please choose the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E12. I feel comfortable shopping there.
E13. The appearance of the Butcher is appealing.
e The service desk is always dirty.

It is old-fashioned.

e They keep the interior temperature much too hot
e They have the ugliest buildings.

E14. The area around the butcher is clean.

E15. The butcher is located in a nice area.

E16. The store is appealing.

E17. It is a pleasant place to shop.

E18. It is a nice place.

Q9. Considering the convenience of buying meat there, please choose the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E19. The butcher is easily accessible.
E20. It is convenient.
E21. It is well organized.

e [ can never find what I'm looking for.
E22. It is easy to get into the store.

e [t is difficult to reach the products.
E23. The price tags are easy to find there.
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Q10. Considering the price and the value that you pay there, please choose the best option:

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E24. It charges the highest prices.

E25. The prices there are fair.

E26. I obtain value for my money there.
E27. 1 can buy products for less there

e Continente/Pingo Doce is too expensive.

Customer loyalty (questions adapted from Birtwistle et al., 1999)

Qll.

(7-point Likert scale: 1 — strongly disagree; 4 — neither agree nor disagree; 7 — strongly agree)

E1l. I consider myself to be loyal to this store

E2. This store would be my first choice when I want to buy some thing
E3. I will not buy from other stores even if these stores are near to me
E4. I am satisfied with my previous purchases I made at this store

ES. I will buy again at this store

E6. I will suggest others to come and shop at this store

XV



Appendix 2: Online Survey — Portuguese Version

O meu nome é Beatriz Almeida e encontro-me a realizar a minha dissertacdo de mestrado na Catdlica

Lisbon School of Business & Economics. Este questionario ird ajudar-me a perceber quais os fatores

d.

e consumo que os consumidores portugueses ddo mais valor quando se encontram no momento
de decisdo de compra de carne num talho de um supermercado. Para isso, pretendo, entdo,
analisar a lealdade do cliente baseada no posicionamento e importancia que a imagem do talho
apresenta. Este questiondrio é bastante breve e ird fornecer-me resultados que serdo cruciais
para o desenvolvimento do meu trabalho, pelo que pedia que respondesse da forma mais sincera
possivel. Ndo existem respostas certas nem erradas. Agradeco desde ja o tempo disponibilizado.

Q1.2 Quantos anos tem?

Menos de 18
18- 24
25-44
45 - 64

65 - ou mais

Q1.3 Qual o seu local de residéncia?

Porto
Lisboa

Outro, qual?
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Q1.4 Quantas vezes por semana costuma ir ao supermercado?

Diariamente

4-6 vezes por semana
2-3 vezes por semana

1 vez por semana

2-3 vezes por més

1 vez por més ou menos

Nunca

Q1.5 Qual o supermercado que costuma fazer compras?

Continente
Pingo doce
Lidl

Auchan
Intermarché

Outro, qual?
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Q2.1 Considere agora o supermercado Contiente (ex: balcdo de atendimento do talho), o
equipamento e a aparéncia dos funciondrios. Por favor escolha a opg¢ao que melhor se aplica:

ou

Q2.1 Considere, agora e para questoes futuras, o supermercado Pingo Doce (ex: balcdo de
atendimento do talho), o equipamento e a aparéncia dos funcionarios. Por favor escolha a opgao
que melhor se aplica:

Concordo totalmente; Concordo; Concordo parcialmente; Ndao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q2.2 O equipamento é muito sofisticado.

Q2.3 Considera que o balcdo de atendimento é visualmente atrativo?

Q2.4 A apresentac¢do dos funciondrios é adequada?
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Q2.5 O balcdo de atendimento estd preparado para prestar todos os servicos a que se propde?

Q3 Considere agora a capacidade do talhante do estabelecimento anteriormente referido de executar o seu
servico de forma precisa e exata. Por favor, escolha a op¢do que melhor se aplica:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q3.2 O talhante realiza o servigo de forma adequada?

Q3.3 Quando os clientes apresentam problemas, o talhante mostra-se compreensivo e resolve as questdes
adequadamente?

Q3.4 O talhante mostra-se honesto e genuino para com os seus clientes?

Q3.5 O talhante realiza o seu servico num tempo adequado?

Q3.6 O servigo é realizado com precisdo?

Q4.1 Considere a vontade do talhante de ajudar os seus clientes e de realizar corretamente o seu servigo.
Por favor, escolha a opgao que melhor se aplica:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q4.2 Nao é suposto esperar que o talhante diga ao cliente o momento exato que o servigo ira ser finalizado,
pois ndo o consegue prever.

Q4.3 Nao é realistico que o consumidor espere, por parte do talhante, que num supermercado o servico seja
feito exatamente como tal pedido.

Q4.4 O talhante ndo tem de estar sempre totalmente disponivel para ajudar o cliente.

Q4.5 Quando estd ocupado, é compreensivel que o talhante ndo responda aos pedidos do seu cliente
naquele preciso momento.
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Q5.1 Considere o conhecimento e cortesia do talhante, bem como a sua capacidade para inspirar confianga
e lealdade no cliente. Por favor, escolha a opgao que melhor se adequar:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q5.2 O cliente é capaz de confiar totalmente no talhante.

Q5.3 O cliente é capaz de acreditar totalmente na honestidade do talhante.

Q5.4 Os funcionarios do talho sdo sempre educados.

Q5.5 Os talhantes ajudam em tudo aquilo que conseguem e/ou podem de modo a proporcionar o seu
servigo da melhor forma.

Q6.1 Tendo em conta a atencdo e servico individualizado prestado pelos talhantes ao seu cliente, escolha,
por favor, a opgao que melhor se aplica:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q6.2 O supermercado presta um servico totalmente individualizado a cada cliente.

Q6.3 Os funcionarios do talho tém especial atencdo a cada cliente.

Q6.4 Os talhantes sabem exatamente aquilo que os clientes precisam e procuram.

Q6.5 Os talhantes apresentam um servico padrdo e exemplar para com todos os clientes durante todo o seu

horario expediente.

Q7.1 Considere agora o servico do talhante. Por favor, escolha a opgao que Ihe parecer mais adequada:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente
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Q7.2 Os funcionarios do talho sdo amaveis.

Q7.3 Os funcionarios do talho sdo honestos com os seus clientes.

Q7.4 Os talhantes conseguem ser grosseiros e incorretos.

Q7.5 O servigo é sempre excelente.

Q7.6 Quando fago compras no talho, encontro-me sempre totalmente satisfeita com o servigo que recebo.

Q8.1 Considere agora a qualidade do talho deste supermercado, por favor escolha a melhor opgao:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q8.2 Apenas sdo vendidos produtos de boa qualidade.

Q8.3 A marca propria é do meu agrado.

Q8.4 Quando compro um produto no talho, sei que a sua qualidade serd boa.

Q8.5 Considerando a selegdo de produtos desta insignia, os seus produtos sdo de boa qualidade.

Q8.6 Muitas vezes ndo tém stock suficiente.

Q8.7 Este supermercado tem uma vasta e variada gama de produtos no talho.

Q8.8 Consigo sempre encontrar tudo aquilo que eu preciso.

Q8.9 Consigo encontrar marcas de variadas origens internacionais no talho deste supermercado.
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Q9.1 Considere agora o ambiente dentro da loja. Escolha, por favor, a op¢do que melhor se aplica.

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q9.2 Sinto-me confortdvel a realizar compras nesse estabelecimento

Q9.3 A sec¢do do talho é apelativa e apropriada as minhas necessidades.

Q9.4 A secgdo do talho é antiquada e pouco moderna.

Q9.5 Dentro do supermercado a temperatura é desagradavel.

Q9.6 A loja é desorganizada e confusa.

Q9.7 A area em redor do talho é limpa e airosa.

Q9.8 0O talho esta localizado num local adequado.

Q9.9 A loja é apelativa e acolhedora.

Q9.10 Na minha opinido, é um sitio agradavel e bom para se fazer compras.

Q9.11 A loja em questdo é um local atrativo e uma boa escolha para fazer compras.

Q10.1 Considere agora a conveniéncia e comodidade de comprar carne neste talho. Por favor, escolha a
opcdo que considera mais correta:

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q10.2 O talho é facilmente acessivel.

XXI



Q10.3 E conveniente comprar carne neste talho.

Q10.4 Na montra do talho posso encontrar tudo aquilo que procuro de forma organizada e cuidada.

Q10.5 Consigo, facilmente e de forma intuitiva, encontrar o talho deste supermercado.

Q10.6 Consigo, facilmente, encontrar o preco de cada produto exposto.

Q10.7 Os pregos praticados no talho sdo justos.

Q10.8 A relagdo qualidade-preco é adequada, pelo que considero que o dinheiro que dispenso na carne é
apropriado.

Q10.9 Os pregos praticados sao demasiado caros.

Q11.1 Considero-me uma pessoa leal a este supermercado.

Concordo totalmente; Concordo; Concordo parcialmente; Nao concordo nem discordo; Discordo
parcialmente; Discordo; Discordo totalmente

Q11.2 Esta loja seria a minha primeira opgao quando necessito de comprar alguma coisa.

Q11.3 N&o iria fazer compras noutro supermercado mesmo que tivesse algum perto de mim.

Q11.4 Encontro-me satisfeita com as compras que fiz neste supermercado apriori.

Q11.5 No futuro, irei certamente fazer compras neste supermercado.

Q11.6 Sugiro com frequencia os meus amigos a fazerem compras neste supermercado
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Appendix 3: Descriptive Statistics and Frequencies

Sample characterization:

Estatisticas

Quantos anos tem?

N Vdlido 226
Omisso 0
Quantos anos tem?

Porcentagem = Porcentagem

Frequéncia = Porcentagem valida acumulativa

Valido Menos de 18 3 1,3 1,3 1,3

18 - 24 36 15,9 15,9 17,3

25 - 44 84 37,2 37,2 54,4

45 - 64 89 39,4 39,4 93,8

65 - ou mais 14 6,2 6,2 100,0

Total 226 100,0 100,0

Tabela de Frequéncias

Qual o seu local de residéncia? - Selected Choice

Porcentagem = Porcentagem

Frequéncia  Porcentagem valida acumulativa
Valido Porto 132 58,4 58,4 58,4
Lisboa 15 6,6 6,6 65,0
Qutro, qual? 79 35,0 35,0 100,0
Total 226 100,0 100,0

Quantas vezes por semana costuma ir ao supermercado?

Porcentagem  Porcentagem

Frequéncia  Porcentagem valida acumulativa
Vdlido Diariamente 19 8,4 8,4 8,4
4-6 vezes por semana 16 7,1 7,1 15,5
2-3 vezes por semana 70 31,0 31,0 46,5
1 vez por semana 87 38,5 38,5 85,0
2-3 vezes por més 18 8,0 8,0 92,9
1 vez por més ou 13 5,8 5,8 98,7
menos
Nunca 3 1,3 1,3 100,0
Total 226 100,0 100,0
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Estatisticas

local_aleatdrio

N Valido 226
Omisso 0
local_aleatério
Porcentagem  Porcentagem
Frequéncia Porcentagem valida acumulativa
Valido Continente 121 53,5 53,5 53,5
Pingo Doce 105 46,5 46,5 100,0
Total 226 100,0 100,0
Appendix 4: H1 Independent-Samples t-Tests
H1:
Resumo do modelo Especificacoes de bootstrap
Método de amostragem  Estratificado
R q.uad rado Erro pAad T;O Nidmero de amostras 1000
Modelo R R quadrado ajustado da estimativa N“‘%‘ ch e 95,0%
confianca
1 ,856a ,733 ,732 ,57336 Tipo de intervalo de Percentil
confianca
a. Preditores: (Constante), store_image Varidveis de estrato local_aleatério
AN ()VAa %+ Oneway
Soma dos Quadrado ANOVA
Modelo Quadrados df Médio z Sig. store_image
Sum of
1 Regressio 202,362 1 202,362 615,559 ,000° Sopen | OF Mewsenl F 1 %
Between Groups 8.353 1 8353 14423 000
Residuo 73,639 224 ,329 UL e e
Total 276,001 225
a. Varidvel Dependente: Loyalty
b. Preditores: (Constante), store_image
Appendix 5: H2 Independent-Samples t-Tests
H2:
Resumo do modelo
Modelo R Rouadrado | Sstide’ | de esimaua Especificacdes de bootstrap
1 975 951 \950 24651 Método de amostragem  Estratificado
a. Preditores: (Constante), Price Namero de amostras 1000
Nivel de intervalo de 95,0%
ANOVA? confianga
Tipo de intervalo de Percentil
Modelo 3?1?;2535 df Q“ﬁ‘iéfﬁ N z sig. confianga
1 Regressio 262,390 1 262,390 4318,126 000" Varidveis de estrato local_aleatério
Residuo 13,611 224 061
Total 276,001 225 . .
a. Varidvel Dependente: Loyalty Unidirecional
b. Preditores: (Constante), Price
ANOVA
Coeficientes® Price
Coeficientes Soma dos Quadrado
Coeficientes nio padronizado Quadrados df Médio z Sig.
padronizados s
Modelo B Erro Erro Beta t sig Entre Grupos 9,575 1 9,575 15,813 ,000
1 (Constante) -3,712 101 -36,591 000 Nos grupos 135,643 224 ,606
Price 1,344 020 975 65,712 000 Total 145,218 225

a. Varidvel Dependente: Loyalty
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Appendix 6: H3 Independent-Samples t-Tests

Resumo do modelo

R quadrado Erro padrao
Modelo R R quadrado ajustado da estimativa
1 ,5532 306 ,303 92470
a. Preditores: (Constante), Personal_selling
ANOVA?
Soma dos Quadrado
Modelo Quadrados df Médio z Sig.
1 Regressdo 84,465 1 84,465 98,781 .CHDOb
Residuo 191,536 224 ,855
Total 276,001 225
a. Variavel Dependente: Loyalty
b. Preditores: (Constante), Personal_selling
Coeficientes?
Coeficientes

Coeficientes nao
padronizados

padronizado
5

Modelo B Erro Erro Beta t Sig.
i (Constante) 1,155 ,183 6,316 ,000
Personal_selling ,504 ,051 ,553 9,939 ,000

a. Varidvel Dependente: Loyalty

Appendix 7: H4 Independent-Samples t-Tests

H4

Resumo do modelo

Especificacdes de bootstrap

Método de amostragem  Estratificado

Nimero de amostras 1000

Nivel de intervalo de
confianga

Tipo de intervalo de
confianga

Percentil

Variaveis de estrato local_aleatério

95,0%

Unidirecional

ANOVA
Personal_selling

Soma dos
Quadrados df

Quadrado
Médio

z

Sig.

Entre Grupos 9,644 1
322,673 224

332,317 225

Nos grupos
Total

9,644
1,441

6,695

,010

R quadrado Erro padrao
Modelo R R quadrado ajustado da estimativa
1 457 ,209 205 ,98735
a. Preditores: (Constante), Quality_products
ANOVA?
Soma dos Quadrado
Modelo Quadrados df Médio z Sig.
1 Regressdo 57,633 1 57,633 59,119 ‘OOOh
Residuo 218,368 224 975
Total 276,001 225
a. Variavel Dependente: Loyalty
b. Preditores: (Constante), Quality_products
Coeficientes®
Coeficientes
Coeficientes ndo padronizado
padronizados s
Modelo B Erro Erro Beta t Sig.
1 (Constante) -,235 ,409 -576 1565
Quality_products 724 ,094 457 7,689 ,000

a. Variavel Dependente: Loyalty

Bootstrap

Especificacdes de bootstrap

Método de amostragem  Estratificado
Nimero de amostras

Nivel de intervalo de
confianga

Tipo de intervalo de
confianga

Percentil

Varidveis de estrato local_aleatdrio

1000
95,0%

Unidirecional

ANOVA
Quality_products

Soma dos
Quadrados df

Quadrado
Médio

z

Sig.

Entre Grupos
Nos grupos
Total

1,580 1
108,431 224
110,011 225

1,580
,484

3,264

,072
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Appendix 8: HS PROCESS Model 4 Output

HS

Run MATRIX procedure:
skkakkkakkakkxtik PROCESS Procedure for SPSS Version 3.4 ## &k sk kkkaksx
Written by Andrew F. Hayes, Ph.D. www.afhayes.com
Documentation available in Hayes (2018). www.guilford.com/p/hayes3

Model : 4
Y : Loyalty
X :store_im
M :service

Sample

Size: 225

OUTCOME VARIABLE:
service_
Model Summary

R R-sq MSE F dfl df2

7996 6393 2195 3953252  1.0000 223.0000 .0000
Model

coeff se t p LLCI ULCI

constant 2.0111  .1343 149704 .0000 1.7464 2.2758
store_im 7940  .0399 19.8828 .0000 .7153  .8727

OUTCOME VARIABLE:
Loyalty
Model Summary

R R-sq MSE F dfl df2

.8585 .7371 3253 311.1903 2.0000 222.0000  .0000
Model

coeff se t p LLCI ULCI

constant -1.4197 2316 -6.1308 .0000 -1.8761 -.9634
store_im  1.0804 .0810 13.3463 .0000 .9209 1.2399
service_  .1619  .0815 1.9863 .0482 .0013  .3226
sk R Rk Rk k TOTAL EFFECT MODEL
OUTCOME VARIABLE:
Loyalty
Model Summary

R R-sq MSE df2 p

8558 7324 3296 610.3740 1.0000 223.0000 .0000
Model

coeff se t p LLCI ULCI

constant -1.0941  .1646 -6.6461  .0000 -1.4185 -.7697
store_im  1.2090  .0489 24.7057 .0000 1.1125 1.3054
Fokrkkkkktk TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y bbbtk
Total effect of X on Y

Effect se t P LLCI ULCI

1.2090  .0489 24.7057 .0000 1.1125 1.3054
Direct effect of X on Y

Effect se t P LLCI ULCI

1.0804  .0810 13.3463 .0000 .9209 1.2399
Indirect effect(s) of X on Y:

Effect BootSE BootLLCI BootULCI
service_  .1286  .0845 -.0342  .3001
kbR ok Rk ANALYSIS NOTES AND ERRORS ok okt skt ook
Level of confidence for all confidence intervals in output:
95.0000
Number of bootstrap samples for percentile bootstrap confidence intervals:
5000

NOTE: Variables names longer than eight
characters can produce incorrect output.

Shorter variable names are recommended.
------ END MATRIX -----

Appendix 9: H6 Independent-Samples t-Tests

Heé

Resumo do modelo

R quadrado  Erro padrio
Modelo R R quadrado ajustado da estimativa
1 7257 526 ,524 76404

a. Preditores: (Constante), service_quality

ANOVA?
Soma dos Quadrado
Modelo Quadrados df Médio Fd Sig.
NE Regressio 144,534 1 144,534 247,596  ,000°
Residuo 130,176 223 584
Total 274,711 224
a. Varidvel Dependente: Loyalty
b. Prediteres: (Constante), service_quality

Coeficientes®

Coeficientes
Coeficientes ndo padronizado
s

padronizados

Modelo B Erro Erro Beta t Sig.
1 (Constante) -1,894 ,307 -6,181 000
service_guality 1,032 066 725 15,735 ,000

a. Varidvel Dependente: Loyalty

Bootstrap

Especificacoes de bootstrap

Método de amostragem _ Estratificado
Numero de amostras 1000
Nivel de intervalo de 95,0%
confianca
Tipo de intervalo de Percentil
confianca
Varidveis de estrato local_aleatdrio
Unidirecional
ANOVA
service_quality
Soma dos Quadrado
Quadrados df Médio z Sig.
Entre Grupos 5,791 1 5,791 9,938 ,002
Nos grupos 129,944 223 .583
Total 135,734 224




