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Abstract: Firms aim at achieving their economic interests without neglecting the needs of local and
regional communities and the environment itself. The process involves defining and implementing
Social Responsibility strategies that leverage organizational competitiveness and sustainability. In
this context, the current study purposes to demonstrate how Corporate Social Responsibility (CSR)
and a sustainable orientation influence the satisfaction and loyalty of academic tourists to the Metro
of Porto (in Portugal). More specifically, our study aims to assess the satisfaction of academic tourists
with the Metro of Porto and, additionally, to analyze the variables that determine the satisfaction
and loyalty of these tourists to this specific transport company, which has never been achieved
before. Our proposed research model seeks to determine how CSR and a sustainable orientation
influence academic tourists’ loyalty to the Metro of Porto transport services as well as their link
to Service Quality, Perceived Value, Corporate Image and Tourist Satisfaction. From a sample of
256 academic tourists, customers of the Metro of Porto, a quantitative analysis was carried out using
the structural equation model (SEM-PLS). The results obtained allow us to conclude that CSR and
Service Quality have an impact on academic tourists’ satisfaction and loyalty to the Metro of Porto.
The development of a region is intrinsically linked to transport networks that promote the integration
and growth of productive systems. Our results demonstrate the relationship between regional
development and business sustainability strategies that integrate Social Responsibility practices.
We show the importance that Social Responsibility policies have for companies as a precursor to
customer satisfaction and loyalty to a company. Hence, as a guarantee of obtaining economic results,
firms must simultaneously contribute to the sustainable development of territories.

Keywords: service quality; social responsibility; metropolitan transport; customer loyalty; academic
tourism; sustainable orientation

1. Introduction

Academic tourism is an important opportunity for the tourism industry and for the
growth of academic knowledge [1]. Thus, the continued growth of academic tourism has
provided opportunities for tour operators, as well as for educational service providers, so
that students have become a potential source of long-term investments for destinations [2].
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In addition, transport and mobility opportunities in tourist destinations are extremely rele-
vant for academic tourism, especially as a result of the fact that transport can be considered
as a primary factor in tourism [3]. More specifically, the unavailability of transport will
negatively affect the image of a particular tourist destination, which will, therefore, lead
to a reduction in the likelihood that that destination will be visited again [4–8]. However,
while academic tourism has been one of the fastest growing tourism alternatives in the
tourism and travel industry over the past 40 years, this area has been ignored by tourism
and marketing professionals [3]. Similarly, although transport infrastructure provides the
basis for transport services, this has been an often-overlooked element in the literature [9].
Accordingly, and in view of the importance attributed to academic tourism, as well as to
the transport that enables tourism in general, the present investigation aims to assess the
satisfaction of academic tourists with Metro do Porto and also analyze the variables that
determine the satisfaction and loyalty of these tourists to this transport company.

The justification of the present investigation is based on the premise that the develop-
ment of tourism in any region is directly dependent on the development of the transport
system. In this sense, the understanding of the use of the transport system by its users
is of paramount importance to increase the competitiveness of the destination, since the
availability and quality of transport from a given destination have a significant impact on
the tourist experience and, consequently, on their satisfaction [4]. In addition, the transport
system plays a significant role in the development of tourism, as it enables the creation
and successful development of new attractions, in addition to stimulating the growth of
existing attractions [10].

This paper is divided into six parts. In addition to this brief introduction, the present
investigation is structured in five other sections. The following is the theoretical framework,
in which academic tourism, transport and regional development are discussed, as well as
the mediators of satisfaction and loyalty in Metro do Porto. Then, the research method
used and the research hypotheses established to achieve the objectives proposed in that
research are exposed. Subsequently, the results are presented, constituting the focal point
of the investigation and, finally, the main conclusions obtained in this study are presented.

2. Literature Review
2.1. Academic Tourism

There is a gap in the literature regarding the definition of academic tourism; however, it
can be characterized as a stay of usually less than a year, spent for academic reasons, outside
the usual environment of a particular individual, with the aim of completing an academic
degree in a university or attending language courses offered by these institutions [11].
Adding to that, academic tourism can contribute substantially to the development of the
tourism sector more broadly [12], since characteristics such as change, leadership and
innovation are prevalent in academic tourism [13].

Academic tourism can be characterized by two aspects, related to domestic academic
tourism, carried out by students who move to study within their own country, or with
international academic tourism, in which students go beyond the borders of their own
countries [14]. In addition, given its characteristics, academic tourism can be considered
as more sustainable than conventional tourism because it has a greater relative economic
impact than conventional tourism (i.e., it is more efficient), does not generate significant
impacts on the environment, and contributes to socio-cultural sustainability (i.e., it enables
the expansion of knowledge through the interrelationships between different students with
different backgrounds) [15,16]. In this sense, academic tourism has a series of elements
that distinguish it from traditional tourism, such as the length of stay, rental patterns of
accommodation and the large consumption of local goods, while maintaining similari-
ties with conventional tourism, such as standard choice of destination or frequency of
sightseeing [17].

Ref. [2], when investigating the economic and non-economic determinants of academic
tourism demand, using panel data from 31 countries during the period from 2000 to
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2010, found empirical evidence that transport costs together with variables such as living
standards and relative prices between different countries are determining factors for
modeling demand for international academic tourism. In the same sense, the authors
of [11], when evaluating the determinants of demand for academic tourism in Galicia, Spain,
using a sample of 324 observations from a panel composed of students from 36 countries
during the period between 2001 and 2009, found evidence that among the economic factors
analyzed, only the cost of travel was significant to model the demand for academic tourism.
With regard to the economic impacts of academic tourism, the authors of [17] point out
that the economic effects of this type of tourism remain small and that its economic impact
is mainly driven by student spending channels, according to an assessment using panel
data from 29 European countries during the 2000–2016 period.

2.2. Transport and Regional Development

Among the multiple factors related to the attractiveness of a given destination, from a
tourist perspective, accessibility is one of the factors that is of great relevance. Although a
given region has important tourist attractions, such as beautiful natural landscapes, beaches
and historic monuments, its success as a tourist destination depends largely on the transport
infrastructure, which must be convenient, comfortable and safe [18]. It has also been found
that tourists will be more likely to change their tourist destinations if they are inhibited
in any way by inefficiencies in the transport system [19]. The transport infrastructure
promotes easy access to tourist destinations in addition to enabling an increase in business
activities in a given region, substantially impacting the living standards of its residents [20].
In this sense, the development of infrastructure and the sustainable development of a
region are closely related, so that the infrastructure system is an important basis for the
construction and implementation of the local development of a given region, exercising a
direct influence on this development by bringing tourist opportunities to less frequented
areas [21]. In addition, it is known that infrastructure is also an essential element for the
development of the described function in the most valuable natural areas [22].

More exactly, tourist flows tend to be concentrated in areas that have a greater number
of attractions and other well-developed objects of tourist interest; one of the criteria of great
relevance for this concentration is the available infrastructure in which they are inserted.
Transport can, in turn, be one of the fundamental elements for regional development, since
an efficient transport system in all areas can favor the development of tourism in other less
visited or internationally famous areas [23].

When assessing the importance of transport infrastructure in the attractiveness of
a tourist destination, using panel data from 28 countries during the 1990–2000 period,
the authors of [9] found empirical evidence that transport infrastructure has significant
influence in the flow of tourism to a given destination.

Similarly, the authors of [24], when investigating the factors that impact the satisfaction
of tourists in a city in Vietnam, found empirical evidence that, among other factors such
as historical and cultural attractions, infrastructure services have a significant impact on
the satisfaction of tourists. In the same sense, the authors of [25] identified, through an
exploratory investigation using a sample of 155 tourists in Vietnam, that infrastructure
services, together with the safety of tourists, are a factor of significant influence for the
profitability of tourism companies.

Specifically, with regard to academic tourism, the authors of [26], when assessing the
critical determinants of the selection of tourist destinations by students from countries
such as Canada, Poland and Trinidad and Tobago, found evidence that the quality and
efficiency of transportation services’ locations are determinant factors for the choice of
students, being closely related to their ease of use and the costs associated with their use.

2.3. Mediators of Satisfaction and Loyalty to Metro do Porto

Social Responsibility has come to be seen as a key factor for companies to contribute
to sustainable development and achieve competitive advantages. Corporate Social Re-
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sponsibility consists of the voluntary adoption of policies, strategies and measures that
contribute to a more equitable society and a less polluted environment. According to the
authors of [27], Social Responsibility for companies can be understood as an investment
that creates benefits for the company, society and the environment. In this way, Social
Responsibility can be integrated as a policy or into the main business strategies, allowing
the organization to improve its competitive advantage, which can be a relevant component
to differentiate itself from the competition and maintain sustainable relationships with
stakeholders [28]. In the wake of the understanding of Social Responsibility and its effects,
as a strategy that fosters the growth of corporate profitability and stimulates the customer’s
perception, the customer will look for companies whose products will be able to satisfy
them and simultaneously involve social sustainability and environmental practices. In this
way, Social Responsibility strengthens the company’s image towards customers and society.
Implementing an SR policy is, therefore, relevant and essential for sustainable operations
and the long-term development of a company. The adoption of good Social Responsibility
practices is a differentiating and enhancing element of the image of companies, territo-
ries and tourist destinations in which they are inserted [29]. This sense of responsibility
contributes to regional and local development and the image of tourist destinations with
national and international tourists. To sum up, Social Responsibility is recognized as an
ethical theory comprising the civic duty of individuals as well as their underlined actions
to benefit the welfare of the society.

Within the concept of customer loyalty there are several academic and scientific
works, which address the evolution and the different points of the concept loyalty as
well as analyze the variables that foster Customer Satisfaction and Loyalty. According to
several scientific studies, in the area of service marketing, which point to the importance of
companies assessing the determinants of Customer Satisfaction and Loyalty, the authors
of [30–46] also argue that customer loyalty should be seen as a commitment established in
the mission and culture of business organizations. Therefore, organizations must develop
their operations without neglecting Social Responsibility, Quality of Service, Perceived
Value, Corporate Image, and Customer Satisfaction since these studies concluded that
these dimensions contribute positively to the promotion of customer loyalty.

Thriving companies balance profitability and profit objectives with social objectives,
incorporating social and environmental concerns into their main operation, policies and
business strategy [47]. The present work aims to show the response of a transport company
to meet the needs, when the company’s image can be environmentally friendly and socially
responsible and, consequently, bring reflections at the level of the destination for academic
tourists.

3. Methodology

The main objective of the study is to evaluate the Satisfaction and Behavioral Intentions
of academic tourists in relation to Metro do Porto; more specifically, it is intended to analyze
how Social Responsibility can affect the loyalty of academic tourists as users/customers,
through their interaction with the Quality of Service, the Corporate Image, the Perceived
Value and Satisfaction of the academic tourist. As a data collection instrument, a question-
naire survey was used, adapted from [30], to assess the perception of academic tourists in
relation to the transport company Metro do Porto. Subsequently, data were collected from
this research study, through a questionnaire survey, applied to 256 students, who elected
higher education institutions in the city of Porto and are users of the transport service of
the company Metro do Porto. To successfully achieve random selection, the researchers
received a list of students meeting the criteria and randomly selected 256 people from
this list.

The application of the questionnaire was carried out in 2019, the questionnaires were
prepared on the Google platform and also on paper, and were distributed in person, at
Metro do Porto stations/stops, to students who moved from their areas of residence to
carry out their studies, at Higher Education Institutions (HEI) in the city of Porto, and also
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disseminated through the network of authors and friends, through email and Facebook,
to academic tourists who use Metro do Porto’s transport services [48–52]. The question-
naire is structured in three parts, the first part is composed of questions related to the
characterization of the perception of the quality of transport service, Social Responsibility,
and also the antecedents of Satisfaction and Behavioral Intentions of the academic tourist,
such as: the Perceived Value and the Corporate Image of Metro do Porto. The second part
refers to the characterization of the use of transport by the academic tourist. The third
part seeks to obtain the sociodemographic characteristics of the respondents. To measure
the importance of attributes, the Likert scale was used, which has five possible answers:
1—Totally disagree (TD); 5—Totally agree (TA).

After data collection, statistical treatment was carried out, which was processed with
the help of the SPSS program-Statistical Package for Social Sciences, version 21. For the
treatment of the information provided by the data, descriptive statistics techniques were
used. In the characterization of the results, tables of relative and absolute frequencies
were used, as well as the statistical measures: minimum, maximum, average and standard
deviation. For the evaluation of the psychometric properties of the latent variables of
the first order of Corporate Social Responsibility and Quality of Service, and for the
analysis of the measurement model and the structural model, the software Amos (v.21,
SPSS Inc., Chicago, IL, USA) was used using the maximum likelihood method applied
to the original items. The results obtained were considered in the adjustment analysis:
for the comparative fit index (CFI), which must be greater than 0.9, for the Parsimony
Gooddness of Fit Index (PGFI), which must be greater than 0.6, and for the root mean square
error of approximation (RMSEA), which must be less than 0.10, in order to consider the
quality of the adjustment good. In the confirmatory factor analysis, the Cronbach’s Alpha
coefficient and the composite reliability were used as reliability measures, considering
that composite reliability values above 0.7 indicate an appropriate construct reliability.
For Cronbach’s Alpha values between 0.7 and 0.8, the internal consistency is reasonable,
for values between 0.8 and 0.9, the consistency is good, and for values above 0.9, the
consistency is very good [53]. Validity is the property of the instrument and consists of
three components: factorial, convergent and discriminant. Factorial validity is generally
assessed by standardized factorial weights, it is usual to assume that if these are at least
0.5, the factor has factorial reliability. The square of the standardized factorial weights
designates the individual reliability of the item; this is appropriate if the value obtained is
at least 0.25. Convergent validity occurs when the items are a reflection of a factor, that
is, they are strongly saturated in that factor; in other words, the behavior of the items is
essentially explained by this factor. This validity is assessed using the average extracted
variance (AVE); if this value is at least 0.5, then there is adequate convergent validity. In
turn, the discriminating validity assesses whether items that reflect one factor are not
correlated with other factors. The discriminant validity is demonstrated by calculating the
correlation coefficients of the constructs that must present statistically significant values
and the values of the square root of the AVE that must be higher than the correlations
between the constructs [54].

The defined methodology enables the answering of the study objectives according
to the development of the research model based on a previous study [30], which makes
it possible to obtain the necessary data for the development of a conceptual model that
aims to assess: (1) Social Responsibility contributes directly to the perceived Quality of
Service, the Corporate Image, the Perceived Value, the Satisfaction and the Behavioral
Intentions of academic tourists; (2) the quality of the perceived service directly influences
the Satisfaction of the academic tourist, the Brand Image, the Perceived Value and the
Behavioral Intentions; (3) the Perceived Value contributes directly to the Satisfaction of
the academic tourist and to the Corporate Image; (3) the Corporate Image contributes
directly to the Satisfaction and Behavioral Intentions of the academic tourist; (5) academic
Tourist Satisfaction contributes directly to their Behavioral Intentions (intention to return
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and service recommendation). To this extent, this model aims to respond to the following
research hypotheses:

Hypothesis 1 (H1). Corporate Social Responsibility (CSR) has a direct influence on Service Quality.

Hypothesis 2 (H2). Social Responsibility has a direct impact on Perceived Value and Corporate Image.

Hypothesis 3 (H3). Service Quality has a direct impact on the Corporate Image and Perceived Value.

Hypothesis 4 (H4). CSR, QS, Perceived Value and Corporate Image have a direct and positive
influence on academic Tourist Satisfaction.

Hypothesis 5 (H5). The Satisfaction of academic tourists has a direct impact on their Behavioral
Intentions.

Hypothesis 6 (H6). The Quality of Service has a direct influence on the Behavior Intentions of the
academic tourist.

Hypothesis 7 (H7). Corporate Social Responsibility contributes directly and positively to the
Behavioral Intentions of the academic tourist.

Hypothesis 8 (H8). The Corporate Image contributes positively and significantly to the Behavioral
Intentions of the academic tourist.

4. Data Analyses and Discussion
4.1. Sociodemographic Characterization and Transport Utilization Process

The sample is composed of 256 students who chose educational institutions, located
in the city of Porto, to carry out their studies, and use Metro do Porto for travel, of which
54.7% (140) are female. It is observed that 23% attend secondary education (59) and 77%
(197) attend higher education. As for the average annual income, it is verified that 51.2%
(127) stated that it varied between 10,000 and 27,500 euros. The majority, 65.6% (168),
answered that they had a driving license and 60.5% (155) stated that they did not have a
motor vehicle. It is observed that the majority, 60.2% (154), have a pass, and that 55.9%
(143) are frequent customers. In fact, 42.2% (108) said they used the metro almost every
day and 25.4% (65) said they did it one to four times a week. The most relevant reason for
using the metro is commuting to school. The majority of students, 57% (146), reported that
they did not transfer between metro trains. Regarding the waiting time at the stop, it is
observed that in 87.9% (225) of the cases it is less than 10 min.

4.2. Evaluation of the Measurement Model and the Structural Model
4.2.1. Assessment of the Psychometric Properties of Latent Variables of the First Order of
the Perception of Social Responsibility

The absolute values of asymmetry and flatness are within the limits proposed by [55]
for all constructs, which allows the assumption of normality; therefore, according to [56],
given a set of variables that have a normal univariate distribution, the conditioned dis-
tribution of the variables is normal multivariate. The estimated model showed a good
adjustment, according to the adjustment quality indicators used: CFI = 0.943; PGFI = 0.645;
RMSEA = 0.072.

Regarding the reliability of the constructs, it is observed that the values of composite
reliability vary between 0.839 and 0.955, exceeding the cut-off point of 0.70 that is con-
sidered acceptable. The reliability measured by Cronbach’s Alpha coefficient is also an
indicator of good results since the minimum observed was 0.729. This is appropriate if
the value obtained is at least 0.25, which is verified in this study (Table 1). In terms of
the individual reliability of the items, all standardized coefficients have values greater
than 0.5 (Table 1), which translates into factorial reliability. The square of the standardized
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factorial weights designates the individual reliability of the item; this is appropriate if the
value obtained is at least 0.25, which is verified in this study (Table 1). Convergent validity,
composite reliability (CR) and average extracted variance (AVE) were calculated for the
measurement model, as shown in Table 2. The convergent validity is assessed through
the average extracted variance (AVE), which is intended to be at least 0.5. Table 2 shows
that the AVE values vary between 0.463 (close to 0.5) and 0.818, which translates into the
verification of convergent validity.

Table 1. Statistics of the Social Responsibility Model.

Construct Items SC SC2

Academic Tourists-Customers
P1—Metro do Porto provides enough information for my purchase decision. 0.539 *** 0.291
P2—Metro do Porto has several channels for complaints and establishes transparent and effective communication. 0.665 *** 0.442
P3—Metro do Porto respects and protects customers’ personal information and privacy (data protection). 0.620 *** 0.384
P4—As a customer, when there is a problem, Metro do Porto shows determination to solve it. 0.645 *** 0.416
P5—Metro do Porto offers high quality services to all customers. 0.659 *** 0.434

Employees
P6—Metro do Porto offers training to employees. 0.711 *** 0.506
P7—Metro do Porto offers a safe and healthy work environment. 0.849 *** 0.721
P8—In Metro do Porto, there is no labour discrimination (race, gender). 0.755 *** 0.570

Community
P9—Metro do Porto supports organizations in need. 0.875 *** 0.766
P10—Metro do Porto conducts/participates in charitable activities for the community. 0.913 *** 0.834
P11—Metro do Porto sponsors activities that promote community education. 0.789 *** 0.623
P12—Metro do Porto supports community development. 0.726 *** 0.527

Environment
P13—Metro do Porto publishes information on its environmental policy. 0.816 *** 0.666
P14—Metro do Porto practices effective (concrete) environmental policies. 0.908 *** 0.824
P15—Metro do Porto strives to reduce the environmental impacts of its services. 0.889 *** 0.790
P16—Metro do Porto participates in environmental improvement projects for the local community. 0.833 *** 0.694

SC—Standardized coefficients (factorial weight); SC2—Square of standardized coefficients; *** p < 0.001. Source: Authors’ elaboration.

Table 2. Reliability and validity measures, correlations between the dimensions of Social Responsibility.

Dim. Cronbach Alpha CR AVE Tourists Employees Community Environment

Tourists 0.729 0.839 0.512 (0.716)

Employees 0.797 0.887 0.724 0.633 *** (0.851)

Community 0.891 0.940 0.798 0.389 *** 0.473 *** (0.893)

Environment 0.911 0.955 0.843 0.381 *** 0.485 *** 0.652 *** (0.918)

CR—Composite Reliability; AVE—Average extracted variance; the diagonal values (shaded) correspond to the square root of the AVE and
the remaining values to the correlations between the constructs. *** p < 0.001. Source: Authors’ elaboration.

In turn, the discriminating validity assesses whether items that reflect one factor
are not correlated with other factors. The verification of the discriminant validity was
performed considering the correlation coefficients of the constructs that present statistically
significant values and the values of the square root of the AVE, which must be higher than
the correlations between the constructs [54]; this allows us to conclude that none of the
constructs verify the condition of discriminant validity, as shown in Table 2.

4.2.2. Evaluation of Psychometric Properties of Latent Variables of First Order of
Perception of Quality of Service

The absolute values of asymmetry and flatness are within the limits proposed by the
authors of [55] for all constructs, which allows the assumption of normality; therefore,
according to [56], given a set of variables that have a normal univariate distribution, the
conditioned distribution of the variables is normal multivariate. The estimated model pre-
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sented a good adjustment, according to the adjustment quality indicators used: CFI = 0.859;
PGFI = 0.644; RMSEA = 0.085. Regarding the reliability of the constructs, it is observed that
the values of composite reliability vary between 0.899 and 0.916, exceeding the cut-off point
of 0.70 that is considered acceptable. The reliability measured by Cronbach’s Alpha coeffi-
cient is also an indicator of good results, given that the minimum observed was 0.884. As
for the individual reliability of the items, all standardized coefficients have values greater
than 0.5 (Table 3), which translates into factorial reliability, after excluding item 33 “The
Metro in Porto always has seats available” in the Response Capacity construct, which had
a coefficient of less than 0.5. The square of the standardized factorial weights designates
the individual reliability of the item; this is appropriate if the value obtained is at least 0.25,
which is verified in this study (Table 3). The convergent validity is evaluated through the
average extracted variance (AVE), which is intended to be at least 0.5. Convergent validity,
composite reliability (CR) and average extracted variance (AVE) were calculated for the
measurement model, as shown in Table 4. Table 4 shows that the AVE values vary between
0.604 and 0.698, which translates into the verification of convergent validity.

Table 3. Service Quality Model Statistics.

Construct Items SC SC2

Tangibility
P17—The Metro do Porto has a modern interior and exterior. 0.781 *** 0.610
P18—The Metro do Porto is visually attractive. 0.824 *** 0.679
P19—Metro do Porto employees have a well-groomed appearance and dress appropriately for their duties. 0.573 *** 0.328
P20—The support materials and equipment associated with the provision of the Metro do Porto transport
service have a careful and appealing aspect. 0.753 *** 0.567

P21—Metro do Porto is comfortable and has a clean look. 0.684 *** 0.468
P22—Metro do Porto stops are comfortable and have adequate equipment (guard, benches, etc.). 0.487 *** 0.237

Reliability
P23—Metro do Porto fulfils what it promises in the provision of its services. 0.768 *** 0.590
P24—As a user, when you have an unresolved situation, the Metro do Porto service shows determination to
resolve it. 0.608 *** 0.370

P25—Metro do Porto provides the transport service that is designated according to your ticket. 0.678 *** 0.460
P26—Metro do Porto provides its transport services at predefined times. 0.778 *** 0.605
P27—Metro do Porto’s equipment makes it possible to keep records updated without fail (e.g., reading
the ticket) 0.655 *** 0.429

Responsiveness
P28—Metro do Porto employees and/or equipment to inform you exactly when the transport service will be
provided 0.694 *** 0.482

P29—Metro do Porto employees provides a service immediately. 0.801 *** 0.642
P30—Metro do Porto employees always try to help you. 0.857 *** 0.734
P31—Metro do Porto employees are always available to answer your questions promptly. 0.831 *** 0.691
P32—Metro do Porto, in terms of operating period and frequency, is adequate. 0.548 *** 0.300

Assurance
P34—The driving practiced by Metro do Porto drivers is reliable. 0.749 *** 0.561
P35—As a user, you trust the service provided by Metro do Porto. 0.818 *** 0.669
P36—Metro do Porto employees are always kind and polite to you. 0.734 *** 0.539
P37—Metro do Porto employees know how to answer the questions you are asked. 0.712 *** 0.507

Empathy
P38—The Metro do Porto service gives you individual attention. 0.640 *** 0.360
P39—Metro do Porto’s opening hours are appropriate for different users. 0.593 *** 0.407
P40—Metro do Porto has employees who provide you with a personalized service (e.g., they indicate the best
stop to reach your desired destination). 0.667 *** 0.333

P41—The Metro do Porto service always seeks what is best for the customer. 0.809 *** 0.191
P42—Metro do Porto services/employees understand your specific needs (e.g., mobility or communication
difficulties). 0.732 *** 0.268

SC—Standardized coefficients (factorial weight); SC2—Square of standardized coefficients; *** p < 0.001. Source: Authors’ elaboration.
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Table 4. Reliability and validity measures, correlations between the Service Quality dimensions.

Dim Cronbach Alpha CR AVE Tangibility Reliability Responsiveness Assurance Empathy

Tangibility 0.832 0.899 0.604 (0.777)

Reliability 0.823 0.889 0.619 0.661 *** (0.786)

Responsiveness 0.826 0.916 0.692 0.524 *** 0.732 *** (0.832)

Assurance 0.839 0.902 0.698 0.736 *** 0.760 *** 0.772 *** (0.835)

Empathy 0.806 0.884 0.606 0.550 *** 0.732 *** 0.785 *** 0.733 *** (0.778)

CR—Composite Reliability; AVE—Average extracted variance; the diagonal values (shaded) correspond to the square root of the AVE and
the remaining values to the correlations between the constructs. *** p < 0.001. Source: Authors’ elaboration.

In turn, the discriminating validity assesses whether items that reflect one factor
are not correlated with other factors. The verification of the discriminant validity was
performed considering the correlation coefficients of the constructs that present statistically
significant values and the values of the square root of the AVE, which must be higher
than the correlations between the constructs [54], which allows us to conclude that all the
constructs check the condition of the discriminating validity, as shown in Table 4.

4.2.3. Measurement Model

In the validation of the measurement model relative to the proposed model, the
reliability of the constructs, factorial validity, convergent validity and discriminant validity
were evaluated, also following the recommendations mentioned by [57–59]. The estimated
model presented a good adjustment, according to the indicators of the quality of the
adjustment used: CFI = 0.909; PGFI = 0.663; RMSEA = 0.073. Regarding reliability, it is
observed that the values of composite reliability vary between 0.758 and 0.938, exceeding
the 0.70 cut off point that is considered acceptable by several authors [53,54]. The reliability
measured by Cronbach’s alpha coefficient is also an indicator of good results, given that the
minimum observed was 0.740. As for the individual reliability of the items, all standardized
coefficients have values greater than 0.5 (Table 5), with the exception of the environment in
Corporate Social Responsibility, which is approximately 0.5, which translates into factorial
reliability. The square of the standardized factorial weights designates the individual
reliability of the item, this is appropriate if the value obtained is at least 0.25, which is
verified in this study (Table 5). Convergent validity, composite reliability (CR) and average
extracted variance (AVE) were calculated for the measurement model, as shown in Table 6.
The convergent validity is verified through the condition of the AVE of at least minus 0.5, it
can be seen in Table 6 that the AVE values vary between 0.477 (approximately 0.5) and 0.775,
which translates into the verification of convergent validity. In turn, the discriminating
validity assesses whether items that reflect one factor are not correlated with other factors.

In turn, the discriminating validity assesses whether items that reflect one factor
are not correlated with other factors. The verification of the discriminant validity was
performed considering the correlation coefficients of the constructs that present statistically
significant values and the values of the square root of the AVE, which must be higher
than the correlations between the constructs [54], which allows us to conclude that all the
constructs verify the condition of the discriminating validity, as shown in Table 6. However,
this condition was not always verified, because the square root of the AVE of the CSR factor
is slightly lower than the correlation between the Image and CSR factors. As a consequence,
the items that reflect these factors may be correlated with the other factors mentioned.
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Table 5. Measurement model statistics.

Construct Items SC SC2

Corporate Social Responsibility
Customers 0.681 *** 0.464
Employees 0.706 *** 0.498
Community 0.502 *** 0.252
Environment 0.503 *** 0.253

Service Quality
Tangibility 0.722 *** 0.521
Confidence 0.808 *** 0.653
Responsiveness 0.832 *** 0.692
Safety 0.823 *** 0.677
Empathy 0.781 *** 0.610

Perceived Value
P47—The ticket price is suitable for the transport service provided by Metro do Porto. 0.563 *** 0.317
P48—The payment methods provided by Metro do Porto are adequate. 0.698 *** 0.487
P49—Metro do Porto offers a shuttle service that is worth the price paid. 0.616 *** 0.379

Corporate Image
P50—Metro do Porto and its features are well known. 0.563 *** 0.317
P51—Metro do Porto is concerned with the reputation it demonstrates to its customers and users. 0.698 *** 0.487
P52—Metro do Porto has a better reputation than other public transport services. 0.616 *** 0.379
P53—Always had a good impression of the transport service provided by Metro do Porto. 0.853 *** 0.728
P54—Metro do Porto has a good image of its services in the perception of customers. 0.852 *** 0.726

Customer Satisfaction
P55—Metro do Porto is a good decision for carrying passengers on a daily basis. 0.789 *** 0.623
P56—The services provided by Metro do Porto have always met my needs. 0.749 *** 0.561
P57—In general, I am satisfied with the services provided by Metro do Porto. 0.868 *** 0.753

Behavioural Intentions
P58—I am a loyal customer to this transport service (Metro do Porto). 0.670 *** 0.449
P59—I intend to continue to be a client of Metro do Porto. 0.748 *** 0.560
P60—Metro do Porto is my first choice when traveling on public transport. 0.695 *** 0.483
P61—I would recommend Metro do Porto to family and friends or when requested by others. 0.876 *** 0.767
P62—It is likely that I will say positive things about Metro do Porto. 0.801 *** 0.642

SC—Standardized coefficients (factorial weight); SC2—Square of standardized coefficients; *** p < 0.001. Source: Authors’ elaboration.

Table 6. Reliability and validity measures, correlations between the dimensions of the measurement model.

Dim Cronbach Alpha CR AVE CSR QS Perceived Value Image Satisfaction IB

CSR 0.740 0.781 0.500 (0.691)

QS 0.894 0.938 0.753 0.690 *** (0.868)

p Value 0.780 0.758 0.513 0.405 *** 0.510 *** (0.716)

Image 0.839 0.900 0.650 0.625 *** 0.829 *** 0.613 *** (0.806)

Satisfaction 0.840 0.907 0.765 0.610 *** 0.788 *** 0.617 *** 0.803 *** (0.875)

IB 0.870 0.922 0.706 0.622 *** 0.702 *** 0.424 *** 0.750 *** 0.842 *** (0.849)

CR—Composite Reliability; AVE—Average extracted variance; the diagonal values, correspond to the square root of the AVE and the
remaining values to the correlations between the constructs. *** p < 0.001. Source: Authors’ elaboration.

4.2.4. Characterization of the Dimensions of the Measurement Model

Table 7 presents the descriptive statistical measures of the dimensions of the scales:
Corporate Social Responsibility (CSR), Service Quality (QS) and the dimensions of the mea-
surement model: CSR, QS, Perceived Value, Image, Satisfaction and Behavioral Intentions.
Given these results, it appears that, in all dimensions, they vary between a minimum of one
and a maximum of five points. In average terms, it is observed that the registered values
are all higher than the theoretical average value (three points), with the exception of the
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Environment in Social Responsibility. Therefore, it can be inferred that in all dimensions
the average satisfaction exceeds the expected amount, which translates into satisfaction on
the part of academic tourists. There is also some dispersion of results across all dimensions,
although this is moderate.

Table 7. Descriptive measures of the dimensions of the measurement model.

Dimension Minimum Maximum Average Standard Deviation

Corporate Social Responsibility

Customers 1 5 3.593 0.663
Employees 1 5 3.486 0.754
Community 1 5 3.049 0.765
Environment 1 5 2.976 0.845

Service Quality

Tangibility 1 5 3.619 0.711
Reliability 1 5 3.634 0.705
Responsiveness 1 5 3.543 0.761
Assurance 1 5 3.915 0.713
Empathy 1 5 3.327 0.726

Measurement Model

Social Responsibility 1 5 3.267 0.568
Service Quality 1 5 3.596 0.604
Perceived Value 1 5 3.345 0.895
Corporate Image 1 5 3.724 0.671
Customer Satisfaction 1 5 3.841 0.769
Behavioural Intentions 1 5 3.802 0.831

Source: Authors’ elaboration.

4.3. Structural Model of the Proposed Final

The Social Responsibility measurement model of the consumer’s Behavioural Inten-
tions was evaluated using the Amos software (v.21, SPSS Inc., Chicago, IL, USA) using the
maximum likelihood method applied to the original items. In adjusting the model, a two-
step strategy was used: in the first step, the measurement model was adjusted, and in the
second step, the structural model was adjusted. In assessing the quality of the model, the
CFI and PGFI indexes were used, considering that they indicated an acceptable adjustment
for values above 0.8 and 0.7, respectively, as previously mentioned [56]. RMSEA was also
used: if it is less than 0.10 the adjustment is good and if less than 0.05 the adjustment is very
good. The significance of the structural coefficients was assessed with a Z test produced
by the AMOS software (Critical Ratio and p-value); the parameter estimates with p ≤ 0.05
were considered statistically significant. The estimates of the model coefficients are given
in a standardized form. Therefore, it appears that the model under analysis presents a
good adjustment: CFI = 0.891; PCFI = 0.781; RMSEA = 0.080. The percentage of variability
in the customers’ behavioural intentions explained by the model is 72%.

The analysis of Figure 1 reveals that the direct causal trajectories: “Social Responsibility
→ Academic Tourist Satisfaction”; “Quality of Service → Behavioural Intentions” and
“Social Responsibility→ Behavioural Intentions” are not statistically significant. On the
other hand, the causal trajectories of direct effects that are statistically significant are:
“Social Responsibility→ Service Quality” β = 0.800 and p = 0.016; “Social Responsibility
→ Perceived Value” β = 0.376 and p = 0.009; “Quality of Service → Corporate Image”
β = 0.838 and p = 0.011; “Corporate Image→ Academic Tourist Satisfaction” β = 0.865 and
p = 0.007; “Academic Tourist Satisfaction→ Behavioural Intentions” β = 0.741 and p = 0.019.
The total statistically significant effects on Behavioural Intentions through Satisfaction are:
“Social Responsibility→ Behavioural Intentions” β = 0.585 and p = 0.036”; and “Image→
Behavioural Intentions” β = 0.642 and p = 0.005.
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Figure 1. Structural model. Source: Authors’ elaboration.

In this sense, it can be concluded that all investigative hypotheses have been validated,
except for the sixth hypothesis that has been refuted. It can be said that Social Responsibility
contributes significantly and positively to the Quality of Service, which has a positive and
statistically significant impact on the Perceived Value, on the Corporate Image of Metro
do Porto and on the satisfaction of the academic tourist. Social Responsibility and Service
Quality contribute significantly and positively to the Perceived Value of academic tourism
while using Metro do Porto. Social Responsibility, Perceived Value and Service Quality
significantly influence and have a positive impact on the Corporate Image. Social Respon-
sibility and Perceived Value significantly and positively influence the Corporate Image of
this transport company. Service Quality, Perceived Value and Corporate Image contribute
directly and positively to the satisfaction of academic tourists. Finally, the satisfaction of
the academic tourist has a direct and positive influence on the Behavioral Intentions of
Academic Tourism in relation to the transport services of Metro do Porto and, through
the Satisfaction of the Academic Tourist, Social Responsibility and the Corporate Image
contribute significantly to the intention of reuse and recommendation of the transport
services of Metro do Porto.

5. Conclusions and Limitations

Transport promotes easy access to tourist destinations in addition to enabling the
growth of business activities in a given region, substantially impacting the living standards
of its residents [20]. In addition, transport and mobility opportunities in tourist destinations
are extremely relevant for academic tourism, especially as a result of the fact that transport
can be considered as a primary factor in tourism [3]. More specifically, the unavailability
of transport will negatively affect the image of a given tourist destination, which will,
therefore, lead to a reduction in the likelihood that that destination will be visited again
or recommended [4]. In this sequence, this study had, as a main objective, the evaluation
of how the Social Responsibility policy of Metro do Porto can affect the satisfaction and
loyalty of the academic tourist, through its interaction with the Quality of Service, the
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Corporate Image, the Perceived Value and the Satisfaction of the tourist; these concepts
play a fundamental role in the guarantee of sustainable operations and in the development
of the organizations and, consequently, of the territories where they are inserted. We sought
to obtain the perception of the performance of students from outside the city of Porto, who
selected educational institutions in this city to carry out their training courses, in relation
to the variables that integrate the research model, dimensions that reveal an impact on
their satisfaction. Tourists can also provide a visualization of the capacity of this transport
company, Metro do Porto, to attract and retain customers and promote a higher Quality of
Service to the local community (and tourists and visitors) [60].

Overall, the results obtained through the structural model are in line with those pro-
posed by the literature in this area, namely as pointed out in the studies by [30,61,62]. The
final structural model suggests that Social Responsibility helps to reinforce the academic
tourist’s loyalty to Metro do Porto through the mediating effect of this client’s satisfaction,
which demonstrates that RS increases the Service Quality perceived by academic tourists
from Metro do Porto, and in turn, indirectly fosters Metro do Porto’s Corporate Image and
directly fosters its Perceived Value. The model also confirms that Service Quality acts as a
strong mediator in the relationship between CSR, Corporate Image and Customer Satisfac-
tion. This mediating effect explains how CSR indirectly influences Customer Satisfaction
and Corporate Image through the Quality of Service perceived by academic tourism. On
the other hand, research shows that tourist satisfaction works as a strong mediator in the
relationship between Social Responsibility, Quality of Service and behavioural intentions
of academic tourism. This finding seems to imply that offering Social Responsibility policy
and a good Quality of Service to academic tourists who use Metro do Porto can be an
important means to achieve the intention of reusing and recommending Metro do Porto for
academic tourists. Social responsibility helps to strengthen the Corporate Image, and the
Perceived Value and Satisfaction of the tourist, through the mediating effect of the Quality
of Service, and fosters the loyalty of this tourist to Metro do Porto, through the mediating
effect of their satisfaction. This result may be partially related to the disclosure of the CSR
policy adopted by Metro do Porto, given that, according to the authors of [63], CSR pro-
motes behavioural intentions that are consistent with customer loyalty. Additionally, the
study by the authors of [64] demonstrates that customers’ perception of a company’s CSR
activities is a condition for their favourable behavioural intentions towards the company.
As demonstrated by the results of this study, the perception of academic tourists about the
company’s CSR activities is good, especially in the Customers and Employees dimension.
This indicates that this company should continue to invest in the effective dissemination of
its CSR policy to its customers, to ensure the reuse and recommendation of this transport
company. Briefly, the result of its CSR policy on the satisfaction and loyalty of academic
tourists will be significant if the CSR actions carried out were disclosed to its customers,
which will directly foster the Quality of Service and the Perceived Value and indirectly
foster the Corporate Image and increase the Satisfaction of academic tourists as a result of
their loyalty, as well as contributing to the sustainability of their operations and increasing
the competitiveness and profitability of Metro do Porto.

This study is particularly pertinent, since it allows the identification of the variables
that contribute to the Quality of Service, Customer Satisfaction and Loyalty and also makes
it possible to design organizational strategies and implement action measures in order to
overcome these inefficiencies and increase sustainability and business competitiveness.
Undoubtedly, Metro do Porto is one of the largest light rail networks in Europe, causing
very positive impacts on society and the territory, in social, environmental and economic
terms. In several companies, there is a great concern to achieve Customer Satisfaction,
given that it plays a fundamental role in obtaining customer loyalty and even sustainability
and business development, while simultaneously stimulating the attractiveness of these
territories as tourist destinations. Moreover, taking into account the rules of managing
modern urban spaces, the subway and its academic users fit perfectly into the smart city
and metropolitan society convention. This study presents a limitation in terms of the
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large robustness of the sample, due to the fact that the sample of 256 students is perhaps
not largely representative. Regarding future research, it is suggested that interviews are
conducted with the agents involved in a quantitative manner. The possibility of carrying
our comparative studies with other cities is another future research suggestion that has
been pointed out.
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