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Objective: This study aims to investigate the impact of experiential marketing on the consumers’ intention
to revisit the brand, evaluating each stage of their perception process regarding the experiences of
consuming hamburger in fast-food restaurants. Fifteen hypotheses were developed were developed to test
whether experiential marketing practices and service quality lead to immediate customer satisfaction
through experiential value and, consequently, whether immediate customer satisfaction induces positive
post-purchase behaviour. Also, in this research the differences between the experiences in places belonging
to a large or small restaurant chain were investigated.

Methodology/approach: For data collection, a survey was conducted which resulted in 442 respondents in
the Portuguese context, and Structural Equation Modelling was used for the analysis was applied.

Main results: Empirical results revealed that some of the strategic experiential modules (namely sense, feel
and relate experiences) and the service quality perception positively impact the experiential value on both
its functional and emotional dimension. These impacts also depend on whether the experience occurred in
a restaurant belonging to a large or a small restaurant chain. Additionally, results showed that immediate
customer satisfaction induces positive post-purchase behaviour.

Relevance/originality: This study may support managers by offering empirical support to implement
experiential marketing strategies targeted directly to their type of establishment.

Management or social implications: This study may serve as a basis for future studies on the possible
differences in the strategic experiential modules and the service quality perception when the model is applied
to a service belonging to different groups.

Keywords: Experiential marketing. Experiential value. Customer Satisfaction. Revisit intention. Fast-food
restaurants.
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1 Introduction

All business can provide experiences, considering that the economy is evolving into the
era of experiences. Thus, nowadays, researchers and market professionals must use the
experiential view of the consumption of different products to support the traditional model-
oriented approach for decision-making (Farias et al., 2014). As a result, people consider
experiences are individual events that are not self-managed by the consumer, but rather that
they occur in response to stimuli and involve the whole human being (Schmitt, 1999). From a
consumer perspective, experiences should be pleasant, engaging and memorable encounters for
those who consume such events (Oh et al., 2007).

In the service sector (such as tourism and restaurants), experiences receive an extra focus
in the marketing context as the nature of this type of business allows. Moreover, marketers can
have a dialogue with customers and provide personal experiences (Amin & Tarun, 2019). In
this sense, the services and hospitality sector includes the food services sector, and it is divided
into self-service, fast food, and a la carte (Souki et al., 2019).

The term fast food does not have a concrete definition. However, it can generally
represent foods that are served on demand and instantly, frequently including a high number of
calories, sugar, and fat. In this context, it should be considered that an approved scale of
unhealthy foods on a menu has not been established, but the fast-food channels seem to have
extended the list of items in their menus by incorporating healthy eating alternatives (Darian &
Tucci, 2011).

To satisfy customers in these sectors, it is necessary to create the first memorable,
pleasant, caring, and sometimes extraordinary experience is necessary. Therefore, marketers
and researchers’ challenge is to identify which experiences leave the most favourable
impression on customers and encourage them to develop a positive attitude and behaviour
towards the brand (Amin & Tarun, 2019).

In Portugal, the sector encompassing hospitality and restaurants stood out as those with
the most significant growth in 2017 in most economic indicators. The sector showed a turnover
increase of 16.5% and 20.4% in revenue value added (Instituto Nacional de Estatistica, 2017).
However, in 2020, the world pandemic context caused the inns and restaurants sector in
Portugal the most significant reduction in business trades (Instituto Nacional de Estatistica,
2020).

In 2019, there were 32,364 restaurant companies in Portugal. The number of

employment generated reached 170 thousand workers in that year, representing a mean of 5.2
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employees per store (Informa D&B, 2021). Valuable contributions can emerge from this study,
considering the importance for the country’s economy. Moreover, learnings from this study that
can be extended to other sectors of the economy, as well as to other countries.

Furthermore, a study conducted by Target Group Index showed that the number of
Portuguese individuals who consume fast food in restaurants is increasing comparing to
previous years. Approximately 4.7 million people chose this type of meal at least once in the
last 12 months, where this number corresponded to 55.2% of the population aged 15 years old
and over (Target Group Index, 2019).

The general objective of this study is to investigate the impact of experiential marketing
on the consumers’ intention to revisit the brand, evaluating each stage of their perception
process related to the experiences of eating out, and comparing these relationships in restaurants
belonging to a large or a small chain. Thus, and in response to the general objective, the specific
objectives of the present study are: (1) to examine whether the different types of experiences of
eating out were positively related to the experiential value; (2) to verify if the quality perception
of the service was positively related to the experiential value; (3) to analyse if the experiential
value is positively related to immediate customer satisfaction; (4) to verify if immediate
customer satisfaction is positively related to the revisit intention; and (5) to verify if there are
significant differences in the relationships mentioned in the previous objectives, when inherent
to a food experience in a restaurant belonging to a large global chain (LC) versus those
belonging to a small chain (SC).

This study aimed to contribute to restaurants sector by providing managers with an
experiential marketing approach. Moreover, since experiences were supposedly different when
comparing a fast-food experience between a large chain and a small chain restaurant, the present
study discussed which dimensions of experience marketing had a higher impact on each
restaurant type. Furthermore, since we collected data during the pandemic, results provide
managerial support, especially in the front of the most critical moment that the sector has been
experiencing in the last decades.

It is noteworthy that no study has been identified in the literature so far that analyses
these relationships presented in the applied model, verifying whether there were statistically
significant differences between the respondents’ responses, comparing the group belonging to
the services (small or large chain of restaurants). Thus, this study may serve as a basis for future
studies on the possible differences that occur in the strategic experiential modules and in the

service quality perception. These differences will both affect and differentiate the remaining
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relationships between variables when the model is applied to a service belonging to different

groups.

2 Literature review
2.1 Experiential marketing

In 1998, Pine and Gilmore exposed the concept of experience from an economic
perspective, thus giving rise to the term experience economy (Pine & Gilmore, 1998). As an
effect, the experience concept has been analysed by several sciences, including marketing.

For this purpose, experiences are considered as individual events that are not self-
managed by the consumer but are a response to stimuli and involve the whole being (Schmitt,
1999). Thus, from a consumer perspective, experiences should be pleasant, engaging and
memorable encounters for those who consume these events (Oh et al., 2007). In this way, an
experience can be seen as "the means to orchestrate all the clues that people detect in the
purchase process” (Berry et al., 2002, p. 1), given that the experience is considered as the object
- material or immaterial - to be consumed (Pereira et al., 2015). This perspective moves the
economy of experience, including leisure activities, games, and distractions to create bonds,
emotions, sensations, and affections (Lipovetsky, 2010).

Consequently, experience is gaining importance in organisations. Schmitt (1999) states
that just as traditional marketing is a response to the industrial era, experiential marketing is a
response but for development in the business environment (Schmitt, 1999).

After the transition from traditional marketing to experiential marketing, several authors
provided their understanding of this paradigm, considered the “new paradigm” until the 1980s.
In this context, experiential marketing is a memory or memorable experience embedded in the
client’s mind (Lee & Chang, 2012). On the other hand, other authors consider that the raising
of this concept reflects the change in the communication paradigm. Based on this, marketers
try to attract consumers by creating experiences that result from an increasingly personalised
communication, through discourse and actions, because consumers require attention (Amin &
Tarun, 2019).

Experiential marketing is based on five different types of experiences, also known as
strategic experiential modules that marketers produce to satisfy consumer needs: sense, feel,
think, act, and relate (Schmitt, 1999). As a result, other authors have joined this approach to the

five different types of experiences inherent in the product.
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Starting with the sense module, it appeals to the senses to create sensory experiences
through sight, sound, touch, taste and smell (McCole, 2004; Schmitt, 1999). The feel module
appeals to the customer’s inner feelings and emotions, with the purpose of creating affective
experiences; most of the affection is conceived during consumption, ranging from slightly
positive moods linked to one or more brands to even strong emotions of joy and pride (Schmitt,
1999; Yang & He, 2011; Yuan & Wu, 2008). The think module emphasises consumer
intelligence when generates the cognitive experience. It solves problems and despairs
customers in a creative way by appealing to the intellectual skill (Schmitt, 1999). Regarding
the act module, it aims to affect body experiences, lifestyles, and interactions, besides enriching
customers’ lives by increasing their physical experiences and showing uneven ways of doing
things, alternative lifestyles, and interactions. Furthermore, lifestyle changes are usually more
spontaneous, motivating and inspiring, and present personalities based on an model to follow,
for example, singers or actors, sportsmen, among others (Chu & Lee, 2007; Schmitt, 1999).
Finally, the relate module expands beyond the individual’s own personal feelings, relating to
something outside his or her private state. In turn, campaigns with a relational focus appeal to
the individual's desire for self-improvement. In this way, these campaigns highlight the need
for individuals to be perceived positively by other people and, therefore, approach the
individual to a broader social system (a subculture or a country) (Schmitt, 1999).

Although the model proposed by Schmitt (1999) is widely discussed, there might be
conceptual issues when joining its five dimensions. The sense dimension is equalised with the
others, where the stimuli generated are created by marketing and received and interpreted by
consumers. In other words, stimulus and reaction are placed on the same levels, and the steps
that bring a causality relationship are named dimensions. According to their own interpretation,
consumers may perceive the experience as an encounter that provides meaning to them,
answering the other four dimensions in Schmitt’s model (1999). Thus, the author considers
stimuli and responses to stimuli as if they arise from the marketing decision, which does not
occur since the reactions from sensory stimuli (vision, smell, touch, taste, hearing) may be a
combination of the other dimensions (emotion, cognition, behaviour or social relationship)
(Larocca et al., 2020).

However, these five modules of experiences are widely found in various studies related
to services, especially in the restaurants and hospitality sector (Lee et al., 2008; Lee & Chang,
2012; Maghnati et al., 2012; Nadiri & Gunay, 2013; Pham & Huang, 2015; Wu & Tseng, 2014;
Yuan & Wu, 2008).
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2.2 Experiential value

As Pine and Gilmore (1999) refer, experiential marketing is based on the view of what
individuals currently want, which are not products but experiences that some products allow
achieving. Therefore, the better the experience, the better the perception of value (Boztepe,
2007), or in the field of experiences, what can be designated as experiential value (Schmitt,
1999; Yuan & Wu, 2008). In this sense, some authors define experiential value as emotional
and functional values, meaning the experiential value components (Nadiri & Gunay, 2013;
Yuan & Wu, 2008).

Sheth et al. (1991) define the functional value as the perceived utility acquired from the
capacity of an alternative of functional, utilitarian, or physical performance. An option reaches
functional value due to the inclusion of important functional, utilitarian, or physical attributes.
Also, functional value can be measured in a profile of choice attributes (Sheth et al., 1991). In
this context, the functional value can also be described as a cognitive or financial reward from
the product or service (Yuan & Wu, 2008), which research can measure through factors such
as effectiveness, shopping convenience, and price satisfaction (Mathwick et al., 2001).

On the other hand, emotional value is defined as a perceived utility gained from an
alternative to awaken feelings or affective states during and after an experience. An option
acquires emotional value when associated with certain feelings or when it precipitates or
perpetuates them; the emotional value can be measured in a profile of emotions related to the
alternative choice (Sheth et al., 1991). These emotions are related to products, businesses and
brands in which pleasure, tranquillity, and good feeling are factors that are associated to
measure emotional value (Sweeney & Soutar, 2001).

Considering the literature, several studies have proven a positive association between
experiential marketing and experiential value (Maghnati et al., 2012; Nadiri & Gunay, 2013;
Pham & Huang, 2015; Yuan & Wu, 2008). As a result, and based on Nadiri and Gunay’s (2013)
study, in this research ten hypotheses were developed to test the relationship between

experiential marketing and experiential value (see Table 1, H1 to H10).
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Table 1

Summary of Hypotheses Under Analysis

Hypotheses Supporting studies
(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

H1: Sense module is positively related to emotional value

H2: Sense module is positively related to functional value (Maghnati et al., 2012)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013; Yuan & Wu, 2008)
(Maghnati et al., 2012; Pham &
Huang, 2015)

(Maghnati et al., 2012; Pham &
Huang, 2015; Yuan & Wu, 2008)
(Maghnati et al., 2012; Nadiri &
H6: Think module is positively related to functional value Gunay, 2013; Pham & Huang,
2015; Yuan & Wu, 2008)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Nadiri & Gunay, 2013; Yuan &
Wu, 2008)

(Nadiri & Gunay, 2013; Yuan &
Wu, 2008)

(Nadiri & Gunay, 2013; Rezaei et
al., 2016; Wu & Liang, 2009)

(Nadiri & Gunay, 2013; Rezaei et

al., 2016; Wu & Liang, 2009)
:—rl]%;;tilynmedlate customer satisfaction is positively related to the revisit (Nadiri & Gunay, 2013)

Source; Based on Rezaei et al., 2016; Pham & Huang, 2015; Nadiri & Gunay, 2013; Maghnati et al., 2012; Wu
& Liang, 2009, and Yuan & Wu, 2008.

H3: Feel module is positively related to emotional value

H4: Feel module is positively related to functional value

H5: Think module is positively related to emotional value

H7: Act module is positively related to emotional value

H8: Act module is positively related to functional value

H9: Relate module is positively related to emotional value

H10: Relate module is positively related to functional value

H11: Service quality is positively related to emotional value

H12: Service quality is positively related to functional value

H13: Emotional value is positively related to immediate customer satisfaction

H14: Functional value is positively related to immediate customer satisfaction

Although many internal and external factors affect the perception of service quality,
they may not be understood evenly for all consumers because the perception of service quality
is subjective and depends on each individual’s experiences regarding the service being (Nadiri
& Gunay, 2013). Additionally, distinguished researchers reported that the quality of service
positively affects the customer’s experiential value (Nadiri & Gunay, 2013; Yuan & Wu, 2008).
In other words, different levels of service quality lead to various assessments. Therefore, service
quality is also an essential factor, influencing customers’ value to services (Chen & Hu, 2010;

Gallarza & Saura, 2006; Lee et al., 2004).
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Therefore, two additional hypotheses were proposed based on Nadiri and Gunay’s
(2013) in order to test the relationship between service quality and experiential value, as shown
in Table 1 (H11 to H12).

2.3 Customer satisfaction

Customer satisfaction is a worthy goal of exploration for the marketing society, since a
satisfied customer is convinced that a particular service purchase was a good deal, which
simplifies the idea of a continuity relationship between the customer and an organization. In
this way, customer satisfaction refers to the total assessment of performance based on all
previous experiences (both positive and negative) with the company (Jones et al., 2000).

The literature includes significant distinctions for the definition of satisfaction.
However, all definitions share three components: 1) customer satisfaction is an answer
(emotional or cognitive); 2) the solution belongs to a specific focus (expectations, product,
consumer experience, etc.); and 3) the answer occurs at a particular moment (after consumption,
after choice, based on accumulated experience, etc.) (Giese & Cote, 2000).

Consequently, several studies focus on the second component, specifically on
expectations, proposing this construct as an antecedent to customer satisfaction and future
behaviour (Rodrigues del Bosque et al., 2006). In this sense, when the product or service’s
actual performance exceeds the consumer’s expectation, there is a positive difference or greater
satisfaction. On the contrary, the negative difference or dissatisfaction occurs when the real
performance is not as expected (Luo et al., 2018). Hence, customer expectations may have a
different impact on satisfaction formation in specific contexts (Rodrigues del Bosque et al.,
2006), being the customer satisfaction a critical factor in assessing organisational performance.
Thus, companies try to increase customer satisfaction to ensure a competitive advantage,
assuming that providing customer satisfaction produces better organisational results (Martinez
etal., 2011).

Another aspect related to customer satisfaction is the connection with experiential value.
Many studies report that experiential value directly and positively affects customer satisfaction,
which means that customers with high experiential value tend to make positive satisfaction
assessments (Nadiri & Gunay, 2013; Rezaei et al., 2016; Wu & Liang, 2009). Two hypotheses
were proposed in order to test the relationship between customer satisfaction and the

experiential value (H13 and H14), as shown in Table 1.
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Moreover, purchase intention refers to the degree of perceptual conviction of a customer
to repurchase a particular product (good or service) or to repurchase any product (good or
service) at a specific company. Therefore, when customers realize that they have made the right
choice and that the product has met their needs and desires with the service they expected, this
process positively impacts consumers’ future purchase intention. In other words, any
dissatisfaction in any of the determinants of customer satisfaction can reduce customers’ future
purchase intention (Nadiri & Gunay, 2013). Thus, since more than 90% of dissatisfied
customers never return, service companies should try to understand if their customers are not
satisfied to apply appropriate measures and improve the service quality and increase their sales
(David & Bojanic, 2010; Sulek & Hensley, 2004).

That said, some studies in food and beverage sector indicate that customer satisfaction
is an essential predictor of the customer’s intention to revisit (Oh, 2000; Weiss et al., 2005).
Consequently, satisfaction proved to be a reliable predictor of the revisit intention (Hui et al.,
2007; Jang & Feng, 2007; Kim et al., 2009). In this sense, a last hypothesis (H15) was proposed
in this research, based on Nadiri & Gunay’s (2013) study, in order to test the relationship
between customer satisfaction and the revisit intention, as shown in Table 1.

Figure 1 summarises the proposed hypotheses proposed of this study.

Figure 1

Conceptual Framework of Proposed Hypotheses

experiential marketing experiential value post-purchase behaviour

%

think g
: 5
experience VHIS -
P consumer H15 revisit

satisfaction intention

Source: The authors, based on the literature review.
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3 Research method

A survey was conducted in July-August 2020 to a sample composed by Portuguese
people, aged 15 years old or over. They were also hamburger consumers in fast-food
restaurants. The questionnaire contained two parts: (1) questions related to the constructs; and
(2) some demographic questions. The questionnaire measured the constructs through statements
(items), evaluated by respondents through a seven-point Likert scale (1 = strongly disagree to
7 = strongly agree).

The items evaluated experiential marketing through its five modules which, added to
the quality perception items, resulted in 23 statements (Berry et al., 1988; Brady & Cronin,
2001; Chang & Chieng, 2006; Schmitt, 1999). Six statements evaluated the experiential value
(Mathwick et al., 2001; Sweeney & Soutar, 2001), and one item measured revisit intention, as
well as customer satisfaction, in which one single statement refereed to an immediate
satisfaction.

All variables went through the translation and back-translation process from English to
Portuguese to guarantee respondents’ full comprehension. No critical differences were found
between the back-translated and the original statements (e.g. “The establishment has relaxing
and intimate atmosphere” versus “The establishment has relaxing and intimist atmosphere”). In
those cases, both translators were again inquired on possible meaning differences, and they
reached an agreement for each statement. Before the survey was released, a pre-test was carried
out, in which ten individuals were interviewed after completing the questionnaire, assessing
whether their understanding converged with the original meaning of the items. There were no
reports of inconsistence related to the original statements, thus establishing the face validity of
the instrument.

The survey was spread online through a snowball approach, in four cities across
Portugal (Lisbon, Porto, Faro, and Covilhd). Despite the pandemic situation, in the summer of
2020 the virus transmission rate was under control in Portugal, allowing the restrictions rules
to be somehow relaxed, and people were allowed to eat out. However, to ensure that the data
collection represented real and recent experiences, filter questions were applied so that only
people who had hamburgers in a fast-food restaurant in the last two weeks could be part of the
sample. After eliminating the questionnaires that did not fit the target population and the filter
criteria, the final sample resulted in 442 people. Using the software G*Power 3.1.9.2
application, sample power was validated (F-test >> linear multiple regression: fixed model, R2

deviation from zero) with the following parameters: a = 0.05; f>= 0.10, number of predictors =
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6. The software identified a sample power (1 -B) result of 0.99981, translating into a less than
0.01% chance of having a type 2 error in this study (Cohen, 2013; Faul et al., 2009).

The next step was the data analysis through Structural Equation Modelling (SEM), using
Partial Least Squares method in the software SmartPIs3.

4 Results and discussion
4.1 Sociodemographic profile

The total sample was divided into respondents with the most recent experience in large
restaurant chains (nLC = 269) and small restaurant chains (nSC = 173). Table 2 shows a

summary of the respondents’ characteristics.

Table 2
Summary of Demographic Information (Distribution in Percentage)
Variable Total LC SC
(442) (269) (173)
Gender women 52.7 57.2 45.7
men 47.3 42.8 54.3
15-19 8.4 11.9 2.9
20-29 47.8 56.5 34.1
Age Group 30-39 15.8 16.0 15.7
40-49 11.5 5.9 20.2
50-59 9.7 6.7 14.4
60 or more 6.8 3.0 12.7
Basic 11.3 7.4 17.3
Education Second / professional 41.6 41.8 41.4
Graduation degree 27.4 31.6 20.9
Postgrad. / Masters / PhD  19.7 19.2 20.4
Self-employed 7.7 5.9 10.4
Professional Employee 55.2 49.4 64.2
situation Unemployed 11.3 14.9 5.8
Student 20.1 23.0 15.6
Student worker 5.7 6.7 4.0

A demographic analysis revealed that women have a greater portion in large restaurant
chains (LC) in the sample (57.2%), conversely to small restaurant chains (SC), where men have
a greater significance in the sample (54.3%).

Regarding the age group, it was observed that in LC, the age groups with the highest
weight were the youngest (from 15 to 39 years old). On the contrary, the age groups older than

the previous ones obtained a lower weight in the sample (from 40 to 65 years or more). On the

740

Braz. Jour. Mark. - BIM
Rev. Bras. Mark - ReMark, Sao Paulo, 21(3), p. 730 - 756, Apr./June 2022



https://periodicos.uninove.br/index.php?journal=remark&page=index
https://periodicos.uninove.br/index.php?journal=remark&page=index

Saloméao, M. T., & Santos, M. A. (2022, Apr./June). The impact of experiential marketing on the
Bl M KT intention to revisit the brand: comparing large and small fast-food restaurant chains

BRAFILIAM JOURNAL OF MARKETING

other hand, concerning SC, it was observed that the age groups with the greatest amount in the
sample were the age groups from 20 to 49 years old. On the contrary, the age groups from 15
to 19 years old, and from 50 to 65 years old or more, had a lower significance.

Referencing the level of education of the respondents, the analysis showed that 41.6%
of the respondents mentioned that, concerning their academic qualifications, they had
completed high school or professional courses, 27.4% had completed their college degree,
11.3% had completed primary education, and lastly, 19.7% of respondents had completed either
a postgraduate degree or a masters or a doctorate. Similarly, the same happened in both the
sample of large restaurant chains and small restaurant chains.

Lastly, concerning the respondents’ professional situation, the results pointed out that
55.2% of respondents are employed, 20.1% of respondents were studying, 11.3% of
respondents were unemployed, 7, 7% of respondents said they were self-employed, and finally,
5.7% of respondents were student workers. Similarly, the same happened in the sample both of

large restaurant chains and small restaurant chains.

4.2. Assessment of the measurement model

Regarding the measurement model, the analysis indicated a discriminating validity
issue, since, for the sense experience and the feel experience, the square roots of the AVES were
not greater than the correlations of the constructs, as they should be (Fornell & Larcker, 1981).
Thus, for the sense experience and the feel experience, it was necessary to eliminate the variable
with the lowest factor load, namely S5 and F3, respectively. These were the only variables that
held factorial loads below 0.7, as shown on Table 3 (Bido & Silva, 2019; Hair et al., 2017).
Although having a factor load slightly below 0.7, variable T2 was not eliminated to preserve

(as much as possible) the original scale.
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Table 3
Items and Factorial Loadings
Construct Item (observable variable) Falcot;)glal
S1 - The material associated with the service (such as pamphlets and menu boards) 807
visually appeals and draws attention. '
Sense S2 - The decor is visually attractive and draws attention. .890
experience S3 - The establishment emanates a pleasant and exciting smell. .800
P S4 - The taste of the delivered products corresponds to my expectations. .863
S5 - The products delivered are fresh. .617
S6 - The containers in which the products are delivered are clean and practical. .825
F1 - The establishment has relaxing and intimate atmosphere. .901
Feel F2 - During my conversation with the employees | feel that they pay attention to 917
experience my expectations. '
F3 - | feel comfortable and happy to frequent this establishment. .508
T1 - The brand organises different activities that catch my attention. .827
. T2 - There are offline communication channels (printed, visual) that allow me to
Think - .696
experience follow the news daily.
P T3 - | follow the latest news about the brand through its website. .894
T4 - | follow the news released by the media about the brand. .894
Act Al - This space tries to make me think about the lifestyle. .856
experience A2 - This space tries to remind me of the activities that | can do. .942
P A3 - This space makes me think about my behaviour. 919
R1 - Attending this establishment helps me to develop a relationship with my 863
social environment. '
Relate R2 - Friends with whom to share the social environment prefer this establishment, 908
experience this makes me prefer it too. '
R3 - Attending this establishment fits into the social class to which | belong. .887
R4 - In this establishment | feel that | am in the right place, where | should be. .884
Service Q1 - This restaurant provides its services when it promises to do so. 910
ualit Q2 - The staff at this restaurant make a point of fully understanding what | want. ~ .932
quality Q3 - | feel safe in my transactions with this restaurant. .903
Emotional EV1 - | like being at this establishment. .925
value EV2 - This establishment makes me feel good. .942
EV3 - This establishment and its services make you want to come back. .923
FV1 - The products offered by the establishment are reasonably priced. .872
Functional FV2 - In this establishment | receive a good price / quality proposal for the 942
value products. '
FV3 - This establishment is economical. 925
Customer SAT1 - Taking everything into account, the service of the establishment meets my 1.000
Satisfaction  expectations. '
Revisit . . . . .
intention IT1 - The next time | plan on eating out, | will be returning to this restaurant. 1.000

Table 4 shows convergent validity, internal consistency, and discriminant validity

analyses after due adjustments. Thus, from the results achieved, and inherent to the convergent
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validity, it was found that all the values of the AVEs were greater than .5; therefore, it was
admitted that the model converged to a satisfactory result (Henseler et al., 2009).

Besides, concerning internal consistency analysis, the results confirmed that all values
of composite reliability (CR) were greater than .7 (Hair et al., 2017). Finally, it was found that
all the square roots of the AVEs were greater than the correlations of the constructs; therefore,

the results confirmed that there is discriminant validity (Fornell & Larcker, 1981).

Table 4
Convergent Validity, Internal Consistency and Discriminant Validity, After Adjusting the General Model
Construct AVE CR 1 2 3 4 5 6 7 8 9 10
1- Sense 708 924 842
2- Feel 827 905 .835 .909
3-Think 692 899 473 499 .832
4-Act 822 933 563 .652 .729 .907
5-Relate 784 936 .696 .820 512 716 .886
6- Service quality 838 939 808 .836 488 573 .690 .915

7-Emotional value 865 .950 .745 812 425 557 839 .747 .930

8-Functional value 834 938 781 .780 453 514 637 .869 .758 .913

9- Cust. satisfaction 1.000 1.000 .769 .801 452 543 710 .853 .793 .824 1.000

10- Revisit intention  1.000 1.000 .696 .758 470 599 .764 747 791 729 .789 1.000

4.3. Assessment of the structural model

The PLS algorithm analysis found that from excluding items with factorial loads below
the reference values, the model proved to be adjusted because the SRMR value presented was
.068. Therefore, this value was admitted to ensure the model’s adjustment, as this index was
lower than .08 (Henseler et al., 2016). In turn, the value of the NFI indicator was greater than
.09, showing a good fit of the model (Jan-Bernd Lohmoller, 1989). Finally, the RMS Theta

indicator was not lower than .12, but it came close to it (Henseler et al., 2014) (Table 5).

Table 5
Model Fit

Estimated model Evaluation criteria  Authors
SRMR .068 <.08 (Henseler, Hubona, et al., 2016)
NFI .901 >.09 (Jan-Bernd Lohmoller, 1989)
RMS Theta .133 <.12 (Henseler et al., 2014)

The results confirmed that only hypotheses 3 and 4 had a VIF value above 5; these
values should not be accepted, given that it indicates multicollinearity among variables (in this
case, between feel experience and emotional value, and between feel experience and functional
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value) (Hair et al., 2019). However, the latent variable feel experience was maintained since it
is a structural model that has already been confirmed. Therefore, it was decided to be as close
as possible to the original model to be feasible to test all hypotheses (Table 6).

Table 6
Results of the Structural Model

VIF f2 B p-value conclusion
Effect on emotional value (R2
0.783)
H1. Sense experience 3.835 .024 141 014 supported
H3. Feel experience 6.334 .015 .146  .086 rejected
H5. Think experience 2.203 .000 .001  .993 rejected
H7. Act experience 3.265 .035 -158 .001 rejected
H9. Relate experience 3.717 .461 .610 .000 supported
H11. Service quality 3.893 .038 .180 .008 supported
Effect on functional value (R2 0.776)
H2. Sense experience 3.835 .041  .187 .004 supported
H4. Feel experience 6.334 .007 .099 .291 rejected
H6. Think experience 2.203 .003 .041 271 rejected
H8. Act experience 3.265 .004 -.056 .232 rejected
H10. Relate experience 3.717 .000 -.003 .971 rejected
H12. Service quality 3.893 .483  .649 .000 supported
Effect on customer satisfaction (R2 0.746)
H13. Emotional value 2.347 262  .395  .000 supported
H14. Functional value 2.347 463 545  .000 supported

Effect on revisit intention (R2 0.623)
H15. Customer Satisfaction 1.000 1.650 .789 .000 supported

After that, it was conducted a Bootstrapping to analyse the structural coefficients ()
and their respective p-values. As an effect, Table 6 shows that the hypotheses H1, H2, H9, H11,
H12, H13, H14 and H15 were supported since they presented a p-value <.05. The same did not
happen with the hypotheses H3, H4, H5, H6, H8 and H10, which were rejected since they
presented a p-value higher than .05. In turn, despite H7 has shown a small p-value, it was still
rejected since found coefficient suggests a negative relationship between the act experience and
the emotional value, contrary to the proposed investigation hypothesis, in which intended to

prove a positive relationship between the act experience and the emotional value.
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4.4 Multigroup analysis

This analysis was conducted to respond to the fifth specific objective of this study. Thus,
two distinct groups were defined in SmartPls3, namely, large restaurant chains (nLC = 269) and
small restaurant chains (nSC = 173). The LC group includes the global chains and restaurants
that own more than five establishments spread across the country; in turn, the SC group includes
small restaurant chains with less than five establishments or even stand-alone ones. Thus, the
permutation analysis made showed that the first two stages of the MICOM processing were
sustained because the configurational invariance was ensured from the early stage, by using the
same indicators to measure the same constructs in the two different groups (Bido & Silva,
2019). Besides, step 2, inherent to the compositional invariance, was also sustained, since the
correlation between the scores for each construct was equal to 1, when using the factor weights
of group 1 and group 2, as shown in Table 7. Thus, it is pointed that there is at least a partial
measurement invariance (Henseler, Ringle, et al., 2016).

Concerning the third stage of MICOM processing, it was found (Table 7) that most of
the average values and variances among the constructs of the first and second groups were not
found between the respective confidence intervals (Eberl, 2010). Therefore, it is recommended
to conduct a moderation analysis to respond to structural differences in the relationships of the

corresponding model (Henseler et al., 2016).

Table 7

MICOM Procedure Steps 2 and 3

Step 2 Step 3
Permutation Mean — Orig. diff Variance — Orig. diff
ermut.
Construct O™l 5 005 P - =& 2506 9750 LS-SC 25% 97.5%
mean SC
values
Sense 1.000 999 211 -554 -190 .201 536 -.294 .308
Feel 1.000 999 821 -729 -207 .193 .663 -.248 271
Think 999 996 273 .098 -191 .198 -062 -159 .175
Act 1.000 999 056 -236 ~-182 .188 .037 -160 .172
Relate 1.000 1.000 .993 -651 -200 .18 .378 -.199 .215

Service quality 1.000 1.000 .457 -548 -194 185 725 -284 .308
Emotional value 1.000 1.000 .256 -535 -197 .183 518 -277 .328
Functional value 1.000 1.000 .816 -420 -205 .184 624 -337 .350

Customer 1.000 1.000 209 -446 -205 .194 498 -309 .331
Satisfaction
'”tfg\f:;rt' © 1000 1.000 .087 -580 -205 .198 679 -233 .275
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Therefore, the restaurant chain was used as a categorical moderator variable in the
multigroup analysis. It should be noted that the measurement model assessment carried out for
the two models separately did not show any statistically significant difference at the
convergency analysis (AVE values) and the internal consistency analysis (CR values); indeed,
their values are acceptable for validity and reliability (Hair et al., 2017; Henseler et al., 2009;
Mardéco, 2018).

Moreover, followed the assessment of the structural coefficients, where it was observed
that these showed quite different values when referring to an LC and an SC (Table 8). From
these statistically significant differences, it can be concluded that, in LC, the act experience had
a higher negative impact on emotional value, when compared to the negative impact observed
in SC. On the other hand, the LC demonstrated that the act experience had a negative impact
on the functional value. In contrast, in the SC, the act experience positively impacted the
functional value.

The results also showed that the impact of emotional value on immediate customer
satisfaction was positive in both types of restaurant chains but was higher in SC. In contrast, it
was found that the impact of functional value on immediate customer satisfaction was equally
positive in both types of restaurant chains but lower in SC. In its turn, the analyses pointed that
the impact of immediate customer satisfaction in the intention to revisit was positive in both

types of restaurant chains but higher in SC (Table 8).

Table 8
Differences Between Structural Coefficients, Large Chains Versus Small Chains
Structural Struct diff
coefficients coefficients
Relations in study Hyp LC SC LC-SC permut.
p-values
Sense experience - emotion value H1 .189 .069 120 334
Sense experience - functional value H2 159 252 -.093 493
Feel experience - emotion value H3 180 .096 .085 .625
Feel experience - functional value H4 111 .169 -.057 187
Think experience-> emotional value H5 -.040 -.019 -.020 171
I:ﬂ:g( experience - functional H6 057 - 059 116 271
Act experience - emotional value  H7 -.253 -.048 -.205 .037
Act experience - functional value  H8 -.165 132 -.297 .003

Relate experience - emotional

H9 .683 459 224 101
value
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Structural Struct diff
coefficients coefficients
Relations in study Hyp LC SC LC-SC permut.
p-values
\Flzaelljet}e experience - functional H10 090 - 161 951 091
Service quality - emotional value H11  .145 .388 -.243 071
Service quality - functional value H12  .663 575 .088 576
Emotional value—> Customer H13 281 675 -394 005

satisfaction

Functional value - Customer
satisfaction

Customer satisfaction—> Intention to
revisit

H14  .620 278 342 .007

H15  .743 875 -.132 015

Finally, the Bootstrapping technique was performed analysed separately the different
groups, reaching the structural coefficients (B) and their respective p-values. As an effect, and
inherent to LC, the results (Table 9) proved that the hypotheses H1, H2, H3, H9, H12, H13,
H14 and H15 were supported since they presented a p-value < .05. The same did not happen
with hypotheses H4, H5, H6, H10, H11 since they were rejected because they presented a p-
value> .05. In turn, in the case of hypotheses 7 and 8, despite presenting a p-value < .05, the
hypotheses were nevertheless rejected, given that they presented a negative relationship
between the act experience and the experiential value, contrary to the proposals in which there
would be a positive relationship between the act experience and experiential value.

Referring to SC, in Table 9, the results proved that H2, H9, H11, H12, H13, H14 and
H15 were supported since they presented a p-value < .05. The same did not happen with H3,
H4, H5, H6, H7, H8, H10 since they were rejected with a p-value> .05.

Table 9
Results of Structural Models, Large Chains Versus Small Chains
LC SC
B p- conclusion B p- conclusion
value value
Effect on emotional value  (R2 =.775) (R2 = .807)
H1. Sense experience 189  .011  supported 069 .439 rejected
H3. Feel experience 180 .039  supported 096 .587 rejected
H5. Think experience -040 .384 rejected -019 .687 rejected
H7. Act experience -253 .000 rejected -.048 .467 rejected
H9. Relate experience .683 .000 supported 459  .000 supported
H11. Service quality 145,092 rejected .388 .000 supported
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LC SC
B p- conclusion B p- conclusion

value value
Effect on functional value  (R2 =.781) (R2 = .766)
H2. Sense experience 159  .030  supported 252 .022  supported
H4. Feel experience 111 .320  rejected 169  .302  rejected
H6. Think experience .057 .308 rejected -059 .272  rejected
H8. Act experience -165 .019 rejected 132 .067  rejected
H10. Relate experience .090 .305 rejected -161 .230 rejected
H12. Service quality .663 .000 supported 575 .000 supported
Effect on Customer (R2=0.723) (R2 = .814)
satisfaction
H13. Emotional value .281  .000 supported 675 .000 supported
H14. Functional value .620 .000  supported 278 .002  supported
Effect on revisit intention  (R2 = 0.552) (R2 =.765)
H15. Customer satisfaction .743  .000  supported 875 .000 supported

4.5 Discussion

The similarities and differences in the structural path results allow some interpretation

from an empirical point of view. Regarding the similarities, the results pointed out a statistically

common relationships to the two models (large chains versus small chains), as follows: the

sense experience with the functional value, the related experience with the emotional value, the

perception of service quality with functional value, experiential value with immediate consumer

satisfaction, and immediate customer satisfaction with the revisit intention (Figure 2).

Figure 2

Comparison of Results Between the two Structural Models, Large Chains Versus Small chains
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As a result of these similarities, it is considered that restaurant establishments may
achieve greater immediate customer satisfaction through the experiential values they create,
thus improving their experiential marketing efforts. These results are consistent with the
literature (Cedric & Liang, 2009; Nadiri & Gunay, 2013; Rezaei et al., 2016; Yuan & Wu,
2008). In turn, when customers realise that they have made a good choice and that the product
has met their needs and wants, along with the service they expected, this leads to a positive
impact on consumers’ future purchase intention (Nadiri & Gunay, 2013).

On the other hand, regarding the differences, it was found that although the functional
value was positive in both types of restaurant chains (and higher in the LC compared to the SC),
SC obtained a higher revisit intention, when compared to the LC. In this sense, one may assume
that such an occurrence was since that in this study, the emotional value has shown a higher
significance compared to the functional value in immediate customer satisfaction, and
consequently, this significance was higher when choosing a restaurant. Thus, it can be assumed
that emotional value was higher in SC because this chain provides a more “intimate” or a more
“individualised” experience to the consumer, unlike establishments belonging to LC, which
provide a more “massified” experience.

Additionally, the functional value in LC was higher compared to the SC since that LC
has economies of scale, and thus, manage to offer a greater variety of products at a lower price.
Given that the functional value represents the cognitive or financial reward that the consumer
gains with the product or service (Yuan & Wu, 2008), it is natural that consumers are more
satisfied with the price/quality of the products offered by this chain.

Regarding the unsupported hypotheses (that included the functional value), it may be
justified by the fact that the respondents considered that, in some way, the benefits attributed to
the establishments themselves, inherent to the experiences in this study, were no longer more
than a reward for what they paid, as concluded in other studies (Nadiri & Gunay, 2013; Yuan
& Wu, 2008).0n the other hand, the think experience did not have a significant positive impact
on the emotional value due to the frequent visits of the respondents to fast food restaurants.
Therefore, customers may not need to follow the communication strategies of the brands, as
they visit them very regularly (Nadiri & Gunay, 2013). Additionally, it is also worth to be
mentioned that the unsupported hypotheses, mainly those inherent to the act experience, should
be assessed for a better understanding through other measurement tools, such as through

interviews or focus groups.
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It is believed that, for large restaurant chains, sensory experience is the most important
strategic experiential module in creating experiential value for consumers. However, the
perception of service quality, the relate experience and the feel experience are also important
factors when a large restaurant chain intends to implement experiential marketing strategies to
achieve immediate customer satisfaction and, consequently, a positive post-purchase
behaviour.

Likewise, it is believed that, for small restaurant chains, service quality is the critical
element in creating experiential value for customers. However, sense experience is also an
important factor when a small restaurant chain intends to implement experiential marketing
strategies to achieve immediate customer satisfaction and, consequently, positive post-purchase

behaviour.

5 Conclusion, implications and limitations

The results of this research support the theory, showing that experiential marketing
practices and service quality lead to immediate customer satisfaction through experiential
value, and immediate customer satisfaction induces positive post-purchase behaviour in terms
of revisiting intention. However, no studies in the literature have been identified comparing
these relationships in restaurants belonging to a large or small chain. Thus, this study serves as
a basis for future studies on the possible differences in the strategic experiential modules and
the perception of service quality, affecting and differentiating the remaining relationships
between variables, particularly when comparing experiences in the mentioned two types of fast-
food restaurants.

On the other hand, this study may also help managers implement appropriate strategies
according to their type of chain to prepare and design operational processes and physical
environments in order to satisfy their customers. In Portugal, some more “traditional” managers
are not yet familiar with the concept of experiential marketing, therefore not knowing the
impact and benefits of this type of marketing to a company. Consequently, some managers
should stop assuming that their customers are only rational and make decisions based on the
product’s functional resources, such as quality and price, since this assumption is not fully valid
nowadays.

A future research suggestion is to carry out a comparative study between fast foods from

franchise chains and independent ones since franchising standardisation tends to develop and
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maintain the experiential consumer journey and therefore the study may present different
results.

Inherent in the structural model, it should be noted that the current study had some
multicollinearity issues, which suggests that, in future investigations, it would be interesting to
consider experiential marketing into a second-order construct in order to avoid these problems.
Another limitation of this study was that some proposed relationships were not supported
without any apparent justification. To this end, it would be equally relevant to complement the
results obtained herein, using other measurement tools, such as interviews or focus groups, to

better understand the underlying reasons of the proved (and not-proved) relationships.
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REVISITAR A MARCA: UMA COMPARACAO ENTRE GRANDES E
PEQUENAS REDES DE RESTAURANTES FAST-FOOD

Miriam Tais Saloméao

Instituto Portugués de Administragdo de Marketing— IPAM
Porto — Portugal
miriam.salomao@universidadeeuropeia.pt

Mariana Alves Santos

Instituto Portugués de Administracdo de Marketing— IPAM
Porto — Portugal

marianaasantos97@gmail.com

Objetivo: Este estudo visa investigar o impacto do marketing experiencial na intencdo dos consumidores de revisitar
a marca, avaliando cada etapa de seu processo de percepcdo em relagdo as experiéncias de consumo de hamburguer
em restaurantes fast-food. Foram desenvolvidas quinze hipdteses para testar se as praticas de marketing experiencial
e a qualidade do servico levam a satisfacdo imediata do cliente através do valor experiencial e, consequentemente, se
a satisfacdo imediata do cliente induz a um comportamento positivo pés-compra. Também, nesta pesquisa, foram
investigadas as diferencas entre as experiéncias em locais pertencentes a uma grande ou pequena rede de restaurantes.

Metodologia/abordagem: Para a coleta de dados, foi realizada uma pesquisa que resultou em 442 respondentes no
contexto portugués, e foi utilizada a Modelagem da Equacdo Estrutural para a andlise.

Principais resultados: Os resultados empiricos revelaram que algumas dos mddulos experienciais estratégicos
(nomeadamente, o sensorial, o afetivo e o relacional) e a percep¢do da qualidade do servigo impactam positivamente
o valor experiencial tanto em sua dimensao funcional como emocional. Estes impactos também dependem se a
experiéncia ocorreu em um restaurante pertencente a uma grande ou pequena rede de restaurantes. Além disso, 0s
resultados mostraram que a satisfacdo imediata do cliente induz a um comportamento positivo pds-compra.

Relevancia/originalidade: Este estudo pode apoiar os gerentes, oferecendo apoio empirico para implementar
estratégias de marketing experienciais direcionadas diretamente para seu tipo de estabelecimento.

Implicacbes gerenciais ou sociais: Este estudo pode servir como base para estudos futuros sobre as possiveis
diferencas nos modulos experimentais estratégicos e a percepcao da qualidade do servico quando o modelo € aplicado
a um servigo pertencente a diferentes grupos.

Palavras-chave: Marketing experiencial. Valor experiencial. Satisfagdo do consumidor. Intengdo de revisitar.
Restaurantes fast-food.
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intencdo de revisitar a marca: uma comparacao entre grandes e pequenas redes de

B M Saloméao, M. T., & Santos, M. A. (2022, abr./Jun.). O impacto do marketing experiencial na
l KT
BRATEUN JOLSNAL OF MABKETING restaurantes fast-food

1 Introducgéo

Todos os negdcios podem proporcionar experiéncias, considerando que a economia esta
evoluindo para a era das experiéncias. Assim, atualmente, pesquisadores e profissionais do
mercado devem utilizar a visdo experiencial do consumo de diferentes produtos para apoiar a
abordagem tradicional orientada ao modelo para a tomada de decisdes (Farias et al., 2014).
Como resultado, as pessoas consideram as experiéncias como eventos individuais que ndo séo
autogeridos pelo consumidor, mas que ocorrem em resposta a estimulos e envolvem todo o ser
humano (Schmitt, 1999). Da perspectiva do consumidor, as experiéncias devem ser encontros
agradaveis, envolventes e memoraveis para aqueles que consomem tais eventos (Oh et al.,
2007).

No setor de servicos (tais como turismo e restaurantes), as experiéncias recebem um
foco extra no contexto do marketing, conforme a natureza deste tipo de negocio o0 permite.
Além disso, os marqueteiros podem dialogar com os clientes e fornecer experiéncias pessoais
(Amin & Tarun, 2019). Neste sentido, 0 setor de servigos e hospitalidade inclui o setor de
servicos de alimentagéo e é dividido em self-service, fast-food e a la carte (Souki et al., 2019).

O termo fast-food ndo tem uma definicdo concreta. Entretanto, ele pode geralmente
representar alimentos que s@o servidos sob demanda e instantaneamente, frequentemente
incluindo um alto nimero de calorias, agucar e gordura. Neste contexto, deve-se considerar que
néo foi estabelecida uma escala aprovada de alimentos ndo saudaveis em um cardapio, mas 0s
canais de fast-food parecem ter ampliado a lista de itens em seus menus, incorporando
alternativas alimentares saudaveis (Darian & Tucci, 2011).

Para satisfazer os clientes destes setores, € necessario criar a primeira experiéncia
memoravel, agradavel, atenciosa e, as vezes, extraordinaria. Portanto, o desafio dos
marqueteiros e pesquisadores € identificar quais experiéncias deixam a impressdo mais
favoravel nos clientes e encoraja-los a desenvolver uma atitude e comportamento positivo em
relacdo a marca (Amin & Tarun, 2019).

Em Portugal, o setor que abrange a hotelaria e restaurantes se destacou como o de
crescimento mais significativo em 2017 na maioria dos indicadores econémicos. O setor
apresentou um aumento do faturamento de 16,5% e 20,4% no valor agregado da receita
(Instituto Nacional de Estatistica, 2017). Entretanto, em 2020, o contexto pandémico mundial
causou a reducao mais significativa no comércio comercial do setor de pousadas e restaurantes

em Portugal (Instituto Nacional de Estatistica, 2020).
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Em 2019, existiam 32.364 empresas de restaurantes em Portugal. O numero de
empregos gerados atingiu 170 mil trabalhadores naquele ano, representando uma média de 5,2
funcionarios por loja (Informa D&B, 2021). ContribuicGes valiosas podem emergir deste
estudo, considerando a importancia para a economia do pais. Além disso, aprendizados deste
estudo que podem ser estendidos a outros setores da economia, assim como a outros paises.

Além disso, um estudo realizado pelo indice do grupo alvo mostrou que o nimero de
individuos portugueses que consomem fast-food em restaurantes estd aumentando em
comparagdo com os anos anteriores. Aproximadamente 4,7 milhGes de pessoas escolheram este
tipo de refeicdo pelo menos uma vez nos ultimos 12 meses, onde este nimero correspondeu a
55,2% da populacio com 15 anos de idade ou mais (indice do Grupo Alvo, 2019).

O objetivo geral deste estudo é investigar o impacto do marketing experiencial na
intencdo dos consumidores de revisitar a marca, avaliando cada etapa de seu processo de
percepcao relacionado as experiéncias de comer fora, e comparando estas relacdes em
restaurantes pertencentes a uma grande ou pequena rede. Assim, e em resposta ao objetivo
geral, os objetivos especificos do presente estudo séo: (1) examinar se os diferentes tipos de
experiéncias de comer fora estavam positivamente relacionados ao valor experiencial; (2)
verificar se a percepcdo de qualidade do servigo estava positivamente relacionada ao valor
experiencial; (3) analisar se o valor experiencial esta positivamente relacionado a satisfacéo
imediata do cliente; (4) verificar se a satisfacdo imediata do cliente esta positivamente
relacionada a intencdo de revisitar; e (5) verificar se existem diferencas significativas nas
relacdes mencionadas nos objetivos anteriores, quando inerentes a uma experiéncia alimentar
em um restaurante pertencente a uma grande rede global (GR) versus aquelas pertencentes a
uma pequena rede (PR).

Este estudo teve como objetivo contribuir para o setor de restaurantes, proporcionando
aos gerentes uma abordagem de marketing experiencial. Além disso, como as experiéncias
foram supostamente diferentes ao comparar uma experiéncia de fast-food entre uma grande rede
de restaurantes e uma pequena rede, o presente estudo discutiu quais dimensdes do marketing
de experiéncia tiveram um impacto maior em cada tipo de restaurante. Além disso, uma vez
que coletamos dados durante a pandemia, o0s resultados fornecem apoio gerencial,
especialmente na frente do momento mais critico que o setor vem vivenciando nas Gltimas
décadas.

E digno de nota que nenhum estudo foi identificado na literatura até agora que analise

estas relagcbes apresentadas no modelo aplicado, verificando se houve diferengas
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estatisticamente significativas entre as respostas dos respondentes, comparando 0 grupo
pertencente aos servigos (pequena ou grande rede de restaurantes). Assim, este estudo pode
servir como base para estudos futuros sobre as possiveis diferencas que ocorrem nos modulos
experienciais estratégicos e na percepcdo da qualidade do servico. Estas diferencas afetardo e
diferenciardo as relagdes remanescentes entre as variaveis quando o modelo for aplicado a um

servigo pertencente a diferentes grupos.

2 Revisdo de literatura
2.1 Marketing experiencial

Em 1998, Pine e Gilmore expuseram o conceito de experiéncia a partir de uma
perspectiva econdmica, dando assim origem ao termo experiéncia econoémica (Pine & Gilmore,
1998). Como efeito, o conceito de experiéncia foi analisado por varias ciéncias, incluindo o
marketing.

Para este fim, as experiéncias sdo consideradas como eventos individuais que ndo séo
autogeridos pelo consumidor, mas sdo uma resposta a estimulos e envolvem todo o ser (Schmitt,
1999). Assim, da perspectiva do consumidor, as experiéncias devem ser encontros agradaveis,
envolventes e memoraveis para aqueles gue consomem esses eventos (Oh et al., 2007). Desta
forma, uma experiéncia pode ser vista como "0 meio para orquestrar todas as pistas que as
pessoas detectam no processo de compra™ (Berry et al., 2002, p. 1), dado que a experiéncia é
considerada como o objeto - material ou imaterial - a ser consumido (Pereira et al., 2015). Esta
perspectiva move a economia da experiéncia, incluindo atividades de lazer, jogos e distragdes
para criar lacos, emoc0es, sensacdes e afetos (Lipovetsky, 2010).

Consequentemente, a experiéncia esta ganhando importancia nas organizagdes. Schmitt
(1999) afirma que assim como o marketing tradicional € uma resposta a era industrial, também
0 marketing experiencial € uma resposta, mas para o desenvolvimento no ambiente de negocios
(Schmitt, 1999).

Ap0s a transicdo do marketing tradicional para o marketing experiencial, varios autores
forneceram sua compreensdo deste paradigma, considerado o "novo paradigma™ até os anos 80.
Neste contexto, o marketing experiencial € uma memdria ou experiéncia memoravel embutida
na mente do cliente (Lee & Chang, 2012). Por outro lado, outros autores consideram que o
crescimento deste conceito reflete a mudanca no paradigma da comunicacdo. Com base nisso,

0S marqueteiros tentam atrair os consumidores criando experiéncias que resultam de uma
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comunicacdo cada vez mais personalizada, através de discursos e acgles, porque 0S
consumidores exigem atencdo (Amin & Tarun, 2019).

O marketing experimental é baseado em cinco tipos diferentes de experiéncias, também
conhecidos como mdédulos experimentais estratégicos que 0s marqueteiros produzem para
satisfazer as necessidades do consumidor: sensorial, afetivo, de pensamentos, de acdo e
relacional (Schmitt, 1999). Como resultado, outros autores juntaram-se a esta abordagem aos
cinco diferentes tipos de experiéncias inerentes ao produto.

Comecando pelo mddulo sensorial, ele apela aos sentidos para criar experiéncias
sensoriais através da visdo, som, tato, paladar e olfato (McCole, 2004; Schmitt, 1999). O
modulo dos sentidos apela para os sentimentos e emogdes interiores do cliente, com o objetivo
de criar experiéncias afetivas; a maior parte do afeto é concebida durante o consumo, desde
humores ligeiramente positivos ligados a uma ou mais marcas até fortes emocdes de alegria e
orgulho (Schmitt, 1999; Yang & He, 2011; Yuan & Wu, 2008). O modulo do pensamento
enfatiza a inteligéncia do consumidor quando gera a experiéncia cognitiva. Ela resolve
problemas e desperta os clientes de forma criativa, apelando para a habilidade intelectual
(Schmitt, 1999). Com relacdo ao modulo da acéo, este visa afetar experiéncias corporais, estilos
de vida e interacdes, além de enriquecer a vida dos clientes, aumentando suas experiéncias
fisicas e mostrando maneiras impares de fazer as coisas, estilos de vida alternativos e interagdes.
Além disso, as mudancas de estilo de vida sdo geralmente mais espontaneas, motivadoras e
inspiradoras, e apresentam personalidades baseadas em um modelo a seguir, por exemplo,
cantores ou atores, esportistas, entre outros (Chu & Lee, 2007; Schmitt, 1999). Finalmente, o
modulo relacional se expande além dos proprios sentimentos pessoais do individuo,
relacionados a algo fora de seu estado privado. Por sua vez, as campanhas com foco relacional
apelam para o desejo de autoaperfeicoamento do individuo. Desta forma, estas campanhas
destacam a necessidade de que os individuos sejam percebidos positivamente por outras pessoas
e, portanto, aproximam o individuo de um sistema social mais amplo (uma subcultura ou um
pais) (Schmitt, 1999).

Embora o modelo proposto por Schmitt (1999) seja amplamente discutido, pode haver
questdes conceituais ao unir suas cinco dimensdes. A dimensdo sensorial é igualada as outras,
onde os estimulos gerados sdo criados pelo marketing e recebidos e interpretados pelos
consumidores. Em outras palavras, o estimulo e a reacdo sdo colocados nos mesmos niveis, e
as etapas que trazem uma relacdo de causalidade sdo denominadas dimensdes. De acordo com

sua propria interpretacdo, o consumidor pode perceber a experiéncia como um encontro que lhe
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d& sentido, respondendo as outras quatro dimensdes no modelo de Schmitt (1999). Assim, o
autor considera os estimulos e as respostas aos estimulos como se eles surgissem da decisdo de
marketing, 0 que ndo ocorre uma vez que as reacdes dos estimulos sensoriais (visdo, olfato,
tato, paladar, audicdo) podem ser uma combinacdo das outras dimensbes (afetivo, de
pensamento, de acdo ou relacional) (Larocca et al., 2020).

Entretanto, estes cinco mddulos de experiéncias sdo amplamente encontrados em varios
estudos relacionados a servicos, especialmente no setor de restaurantes e hospitalidade (Lee et
al., 2008; Lee & Chang, 2012; Maghnati et al., 2012; Nadiri & Gunay, 2013; Pham & Huang,
2015; Wu & Tseng, 2014; Yuan & Wu, 2008).

2.2 Valor experiencial

Como Pine e Gilmore (1999) referem, o marketing experimental se baseia na visdo do
que os individuos querem atualmente, que ndo sdo produtos, mas experiéncias que alguns
produtos permitem alcancar. Portanto, quanto melhor a experiéncia, melhor a percep¢do de
valor (Boztepe, 2007), ou no campo das experiéncias, 0 que pode ser designado como valor
experiencial (Schmitt, 1999; Yuan & Wu, 2008). Neste sentido, alguns autores definem valor
experiencial como valores emocionais e funcionais, ou seja, 0s componentes do valor
experiencial (Nadiri & Gunay, 2013; Yuan & Wu, 2008).

Sheth et al. (1991) definem o valor funcional como a utilidade percebida adquirida a
partir da capacidade de uma alternativa de desempenho funcional, utilitario ou fisico. Uma
opcao atinge o valor funcional devido a inclusdo de atributos funcionais, utilitarios ou fisicos
importantes. Além disso, o valor funcional pode ser medido em um perfil de atributos de
escolha (Sheth et al., 1991). Neste contexto, o valor funcional também pode ser descrito como
uma recompensa cognitiva ou financeira do produto ou servico (Yuan & Wu, 2008), que a
pesquisa pode medir através de fatores como eficacia, conveniéncia de compra e satisfacdo de
preco (Mathwick et al., 2001).

Por outro lado, o valor emocional é definido como uma utilidade percebida obtida de
uma alternativa para despertar sentimentos ou estados afetivos durante e apds uma experiéncia.
Uma opcdo adquire valor emocional quando associada a certos sentimentos ou quando 0s
precipita ou os perpetua; o valor emocional pode ser medido em um perfil de emocbes
relacionadas a escolha alternativa (Sheth et al., 1991). Estas emocdes estdo relacionadas a
produtos, negocios e marcas nas quais o prazer, a tranquilidade e o bom sentimento sdo fatores

associados para medir o valor emocional (Sweeney & Soutar, 2001).
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Considerando a literatura, varios estudos provaram uma associacdo positiva entre
marketing experimental e valor experiencial (Maghnati et al., 2012; Nadiri & Gunay, 2013;
Pham & Huang, 2015; Yuan & Wu, 2008). Como resultado, e com base no estudo de Nadiri e
Gunay (2013), nesta pesquisa foram desenvolvidas dez hipdteses para testar a relacdo entre
marketing experimental e valor experiencial (Tabela 1, H1 a H10).

Tabela 10

Resumo das Hipdteses Para Andlise

Hipoteses Estudos de suporte

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

H1: O mddulo sensorial esta positivamente relacionado ao valor emocional

H2: O madulo sensorial esta positivamente relacionado ao valor funcional ~ (Maghnati et al., 2012)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013; Yuan & Wu, 2008)

(Maghnati et al., 2012; Pham &
Huang, 2015)

H5: O modulo de pensamento esta positivamente relacionado ao valor (Maghnati et al., 2012; Pham &
emocional Huang, 2015; Yuan & Wu, 2008)
(Maghnati et al., 2012; Nadiri &
Gunay, 2013; Pham & Huang,
2015; Yuan & Wu, 2008)
(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

(Maghnati et al., 2012; Nadiri &
Gunay, 2013)

H3: O madulo afetivo esta positivamente relacionado ao valor emocional

H4: O madulo afetivo esta positivamente relacionado ao valor funcional

H6: O mddulo de pensamento esta positivamente relacionado ao valor
funcional

H7: O mddulo de acdo esté positivamente relacionado ao valor emocional

H8: O mddulo de acdo esté positivamente relacionado ao valor funcional

H9: O mddulo relacional esta positivamente relacionado ao valor emocional

H10: O mddulo relacional esté positivamente relacionado ao valor funcional

H11: A qualidade do servigo esté positivamente relacionada ao valor (Nadiri & Gunay, 2013; Yuan &
emocional Wu, 2008)

H12: A qualidade do servigo esté positivamente relacionada ao valor (Nadiri & Gunay, 2013; Yuan &
funcional Wu, 2008)

H13: O valor emocional esté positivamente relacionado a satisfacdo imediata (Nadiri & Gunay, 2013; Rezaei et
do cliente al., 2016; Wu & Liang, 2009)
H14: O valor funcional esté positivamente relacionado a satisfacdo imediata (Nadiri & Gunay, 2013; Rezaei et
do cliente al., 2016; Wu & Liang, 2009)

H15: A satisfacdo imediata do cliente esta positivamente relacionada a
intencdo de revisitar

Fonte: Baseado em Rezaei et al., 2016; Pham & Huang, 2015; Nadiri & Gunay, 2013; Maghnati et al., 2012; Wu
& Liang, 2009, e Yuan & Wu, 2008.

(Nadiri & Gunay, 2013)

Embora muitos fatores internos e externos afetem a percepc¢édo da qualidade do servico,

eles podem ndo ser compreendidos uniformemente para todos 0s consumidores porque a
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percepcdo da qualidade do servico é subjetiva e depende das experiéncias de cada individuo em
relacdo ao servigo que estd sendo prestado (Nadiri & Gunay, 2013). Além disso, distintos
pesquisadores relataram que a qualidade do servigo afeta positivamente o valor experiencial do
cliente (Nadiri & Gunay, 2013; Yuan & Wu, 2008). Em outras palavras, diferentes niveis de
qualidade de servico levam a varias avalia¢Ges. Portanto, a qualidade do servico é também um
fator essencial, influenciando o valor do cliente para os servicos (Chen & Hu, 2010; Gallarza
& Saura, 2006; Lee et al., 2004).

Portanto, duas hipéteses adicionais foram propostas com base em Nadiri e Gunay (2013)
a fim de testar a relagcdo entre qualidade de servigo e valor experiencial, como mostrado na
Tabela 1 (ver H11 a H12).

2.3 Satisfacdo do consumidor

A satisfacdo do cliente € um objetivo digno de exploracdo para a sociedade de
marketing, uma vez que um cliente satisfeito esta convencido de que uma determinada compra
de servigo foi um bom negdcio, o que simplifica a ideia de uma relacdo de continuidade entre
o cliente e uma organizacao. Desta forma, a satisfacdo do cliente refere-se a avaliagéo total do
desempenho com base em todas as experiéncias anteriores (tanto positivas quanto negativas)
com a empresa (Jones et al., 2000).

A literatura inclui distin¢des significativas para a definicdo de satisfagdo. Entretanto,
todas as definicdes compartilhnam trés componentes: 1) a satisfagdo do cliente € uma resposta
(emocional ou cognitiva); 2) a solugdo pertence a um foco especifico (expectativas, produto,
experiéncia do consumidor, etc.); e 3) a resposta ocorre em um determinado momento (apos o
consumo, apos a escolha, com base na experiéncia acumulada, etc.) (Giese & Cote, 2000).

Consequentemente, varios estudos se concentram no segundo componente,
particularmente nas expectativas, propondo esta constru¢cdo como um antecedente a satisfacéo
do cliente e comportamento futuro (Rodrigues del Bosque et al., 2006). Neste sentido, quando
0 desempenho real do produto ou servico excede a expectativa do consumidor, hd uma diferenca
positiva ou maior satisfacao. Pelo contrario, a diferenca negativa ou insatisfacdo ocorre quando
o desempenho real ndo é o esperado (Luo et al., 2018). Portanto, as expectativas dos clientes
podem ter um impacto diferente na formac&o da satisfacdo em contextos especificos (Rodrigues
del Bosque et al., 2006), sendo a satisfacdo do cliente um fator critico na avaliacdo do

desempenho organizacional. Assim, as empresas tentam aumentar a satisfacdo do cliente para
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assegurar uma vantagem competitiva, assumindo que gerar satisfacdo ao cliente produz
melhores resultados organizacionais (Martinez et al., 2011).

Outro aspecto relacionado a satisfacdo do cliente € a conexao com o valor experiencial.
Muitos estudos relatam que o valor experiencial afeta direta e positivamente a satisfacdo do
cliente, o que significa que clientes com alto valor experiencial tendem a fazer avaliagbes
positivas de satisfacdo (Nadiri & Gunay, 2013; Rezaei et al., 2016; Wu & Liang, 2009). Duas
hip6teses foram propostas a fim de testar a relacdo entre a satisfacdo do cliente e o valor
experiencial (H13 e H14), como mostrado na Tabela 1.

Além disso, intencdo de compra refere-se ao grau de convicgdo perceptiva de um cliente
para recomprar um determinado produto (bem ou servigo) ou para recomprar qualquer produto
(bem ou servi¢co) em uma empresa especifica. Portanto, quando os clientes percebem que
fizeram a escolha certa e que o produto satisfez suas necessidades e desejos com o servigo que
esperavam, este processo impacta positivamente a intencdo de compra futura do consumidor.
Em outras palavras, qualquer insatisfacdo em qualquer um dos determinantes da satisfacéo do
cliente pode reduzir a intencdo de compra futura dos clientes (Nadiri & Gunay, 2013). Assim,
como mais de 90% dos clientes insatisfeitos nunca retornam, as empresas de servicos devem
tentar entender se seus clientes ndo estdo satisfeitos em aplicar medidas apropriadas e melhorar
a qualidade do servico e aumentar suas vendas (David & Bojanic, 2010; Sulek & Hensley,
2004).

Dito isto, alguns estudos no setor de alimentos e bebidas indicam que a satisfacdo do
cliente € um preditor essencial da intencéo do cliente de revisitar (Oh, 2000; Weiss et al., 2005).
Consequentemente, a satisfacdo provou ser um preditor confiavel da intencao de revisitar (Hui
et al., 2007; Jang & Feng, 2007; Kim et al., 2009). Neste sentido, uma ultima hipétese (H15)
foi proposta nesta pesquisa, baseada no estudo de Nadiri & Gunay (2013), a fim de testar a
relacdo entre a satisfacdo do cliente e a intencdo de revisitar, como mostrado na Tabela 1.

A Figura 1 resume as hipoteses propostas neste estudo.
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Figura 3

Modelo Conceitual das Hipdteses Propostas

marketing experiencial valor experiencial comportamento pos-compra

satisfacdo do |THLS | intengdo de
consumidor revisitar

Fonte: Os autores, baseados na revisao de literatura.

3 Metodologia de pesquisa

Uma pesquisa foi realizada em julho-agosto de 2020 para uma amostra composta por
portugueses, com 15 anos ou mais de idade. Eles também eram consumidores de hambdrgueres
em restaurantes fast-food. O questionario continha duas partes: (1) perguntas relacionadas aos
constructos; e (2) algumas questdes demograficas. O questionario mediu 0s constructos através
de afirmacdes (itens), avaliadas pelos respondentes através de uma escala Likert de sete pontos
(1 = discordam fortemente a 7 = concordam fortemente).

Os itens avaliaram o marketing experimental através de seus cinco modulos que,
adicionados aos itens de percepcdo de qualidade, resultaram em 23 afirmacdes (Berry et al.,
1988; Brady & Cronin, 2001; Chang & Chieng, 2006; Schmitt, 1999). Seis afirmacdes
avaliaram o valor experiencial (Mathwick et al., 2001; Sweeney & Soutar, 2001), e um item
mediu a intencdo de revisitar, bem como a satisfacdo do cliente, no qual uma Unica afirmacéo
se referia a satisfacdo imediata.

Todas as variaveis passaram pelo processo de traducéo e retrotraducdo do inglés para o
portugués para garantir a compreensdo total dos entrevistados. Ndo foram encontradas

diferengas criticas entre a tradugdo e as declara¢des originais (por exemplo, "O estabelecimento
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tem uma atmosfera relaxante e intima" versus "O estabelecimento tem uma atmosfera relaxante
e intimista"). Nesses casos, ambos os tradutores foram novamente questionados sobre possiveis
diferencas de significado, e chegaram a um acordo para cada afirmacdo. Antes da divulgacéo
da pesquisa, foi realizado um pré-teste, no qual dez individuos foram entrevistados apds o
preenchimento do questionario, avaliando se seu entendimento convergiu com o significado
original dos itens. N&o houve relatos de inconsisténcias relacionadas as declaragdes originais,
estabelecendo assim a validade de face do instrumento.

A pesquisa foi divulgada online através de uma abordagem de bola de neve, em quatro
cidades de Portugal (Lisboa, Porto, Faro e Covilhd). Apesar da situacdo de pandemia, no verédo
de 2020 a taxa de transmissdo do virus estava sob controle em Portugal, permitindo que as
regras de restricdo fossem de alguma forma relaxadas, e as pessoas podiam comer fora.
Entretanto, para garantir que a coleta de dados representasse experiéncias reais e recentes,
foram aplicadas perguntas de filtro para que somente pessoas que comeram hamburgueres em
um restaurante fast-food nas Gltimas duas semanas pudessem fazer parte da amostra. Depois de
eliminar os questionarios que ndo se adequavam a populacéo alvo e aos critérios do filtro, a
amostra final resultou em 442 pessoas. Usando o software G*Power 3.1.9.2, a poténcia da
amostra foi validada (teste F >> regressdo multipla linear: modelo fixo, desvio R? de zero) com
os seguintes parametros: o = 0,05; = 0,10, numero de preditores = 6. O software identificou
um poder de amostra (1 -B) resultado de 0,99981, traduzindo em menos de 0,01% de chance de
ter um erro do tipo 2 neste estudo (Cohen, 2013; Faul et al., 2009).

O préximo passo foi a anélise de dados através da Modelagem de Equacges Estruturais
(SEM), usando o método dos Minimos Quadrados Parciais no software SmartPIs3.

4 Resultados e discussao
4.1 Perfil sociodemografico

A amostra total foi dividida em entrevistados com a experiéncia mais recente em
grandes redes de restaurantes (ncr = 269) e pequenas redes de restaurantes (npr = 173). A

Tabela 2 mostra um resumo das caracteristicas dos respondentes.
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Tabela 11

Resumo das Informagdes Demogréficas (Distribui¢cdo em Porcentagem)

Variavel Total GR PR
(442) (269) (173)
Género Feminir_10 52,7 57,2 45,7
Masculino 47,3 42,8 54,3
15-19 8,4 11,9 2,9
20-29 47,8 56,5 34,1
Faixa etaria 30-39 15,8 16,0 15,7
40-49 11,5 59 20,2
50-59 9,7 6,7 14,4
60 ou mais 6,8 3,0 12,7
Basico 11,3 7.4 17,3
Secundario / profissional 41,6 41,8 41,4
Educacéo Grau superior 27,4 31,6 20,9
Pés-graduacéo /
mestrado/ doutorado 197 19.2 204
Trabalhador autbnomo 7,7 5,9 10,4
Situacdo Assalariado 55,2 49,4 64,2
profissional Desempregado 11,3 14,9 5,8
Estudante 20,1 23,0 15,6
Estudante trabalhador 5,7 6,7 4,0

Uma analise demografica revelou que as mulheres tém uma parcela maior em grandes
redes de restaurantes (GR) na amostra (57,2%), em contrapartida as pequenas redes de
restaurantes (PR), onde os homens tém uma parcela maior na amostra (54,3%).

Com relacdo a faixa etaria, observou-se que no GR, as faixas etarias com maior peso
eram as mais jovens (de 15 a 39 anos de idade). Pelo contrario, as faixas etarias mais velhas
que as anteriores obtiveram um peso menor na amostra (de 40 a 65 anos ou mais). Por outro
lado, em relacdo ao PR, observou-se que as faixas etarias com maior quantidade na amostra
eram as faixas etarias de 20 a 49 anos de idade. Pelo contrério, as faixas etérias de 15 a 19 anos
de idade, e de 50 a 65 anos ou mais, tinham um significado menor.

Referindo-se ao nivel de educacdo dos respondentes, a analise mostrou que 41,6% dos
respondentes mencionaram que, com relacdo as suas qualificacbes académicas, tinham
concluido o ensino médio ou cursos profissionais, 27,4% tinham concluido o ensino superior,
11,3% tinham concluido o ensino primario e, por altimo, 19,7% dos respondentes tinham
concluido uma pos-graduacao, mestrado ou doutorado. Da mesma forma, 0 mesmo aconteceu
tanto na amostra das grandes redes de restaurantes quanto nas pequenas redes de restaurantes.

Finalmente, em relacdo a situacdo profissional dos entrevistados, os resultados
apontaram que 55,2% dos entrevistados estdo empregados, 20,1% dos entrevistados estavam
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estudando, 11,3% dos entrevistados estavam desempregados, 7,7% dos entrevistados disseram
ser trabalhadores autbnomos e, finalmente, 5,7% dos entrevistados eram trabalhadores
estudantes. Da mesma forma, 0 mesmo aconteceu na amostra tanto de grandes redes de

restaurantes quanto de pequenas redes de restaurantes.

4.2. Avaliacéo do modelo de mensuragéo

Com relacdo ao modelo de mensuracdo, a andlise indicou um problema de validade
discriminante, uma vez que, nas experiéncias sensorial e afetiva, as raizes quadradas dos AVEs
ndo eram maiores do que as correlagdes dos constructos, como deveriam ser (Fornell & Larcker,
1981). Assim, para a experiéncia sensorial e a experiéncia afetiva, foi necessario eliminar a
varidvel com a menor carga de fator, ou seja, S5 e F3, respectivamente. Estas foram as Gnicas
variaveis que tinham cargas fatoriais abaixo de 0,7, como mostrado na Tabela 3 (Bido & Silva,
2019; Hair et al., 2017). Embora tivesse uma carga fatorial ligeiramente abaixo de 0,7, a

variavel T2 ndo foi eliminada para preservar (tanto quanto possivel) a escala original.

Tabela 12
Itens e Cargas Fatoriais
Constructo Item (variavel observada) Carga
fatorial

S1 - O material associado ao servi¢o (como panfletos e menuboards) é visualmente 827

apelativo e chama a atencéo. '
Experiéncia S2 - A decoracao é visualmente atrativa e chama a atencéo. ,890
senpsorial S3 - O estabelecimento emana um cheiro agradavel e interessante. ,800

S4 - O sabor dos produtos entregues corresponde as minhas expectativas. ,863

S5 - Os produtos entregues sdo frescos. ,617

S6 - Os recipientes nos quais 0s produtos sdo entregues sdo limpos e praticos. ,825

F1 - O estabelecimento transmite uma atmosfera intima e relaxante. ,901
Experiéncia  F2 - Durante minha conversa com os funcionarios sinto que prestam atencdo as 917
afetivo minhas expectativas. '

F3 - Sinto-me confortavel e feliz a frequentar este estabelecimento. ,508

T1 - A marca organiza diferentes atividades que chamam minha atencdo. ,827
Experiéncia T2 - Existem canais de comunicacdo offline (impressos, visuais) que me 696
de possibilitam o seguimento diario das novidades. '
pensamentos T3 - Sigo as Ultimas noticias sobre a marca através de seu website. ,894

T4 - Sigo as noticias divulgadas pelos media acerca da marca. ,894

A Al - Este espaco tenta fazer-me pensar no estilo de vida. ,856
Experiéncia o
de 03 A2 - Este espaco tenta lembrar-me das atividades que eu posso fazer. ,942
e acao

A3 - Este espaco faz-me pensar sobre 0 meu comportamento. ,919
Experiéncia  R1 — Frequentar este estabelecimento ajuda-me a desenvolver um relacionamento 863
relacional com o meu ambiente social. '
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Constructo Item (variavel observada) Carga
fatorial

R2 — Os amigos com quem partilho o ambiente social preferem este 908
estabelecimento, isto faz com que eu também o prefira. '
R3 — Frequentar este estabelecimento enquadra-se na classe social a qual pertengo. ,887

R4 - Neste estabelecimento sinto que estou no sitio certo, onde deveria estar. ,884
Q1 - Este restaurante presta 0s seus servicos quando promete fazé-lo. ,910
Qualidade do Q2 - Os funcionarios deste restaurante fazem questao de entender completamente 932
servico 0 que eu quero. '
Q3 — Sinto-me seguro nas minhas transacdes com este restaurante. ,903
EV1 - Eu gosto de estar neste estabelecimento. ,925
Valor EV2 - Este estabelecimento faz-me sentir bem. ,942
emocional EV3 - Este estabelecimento e 0s seus servigos fazem com que tenha vontade de 923
voltar. '
FV1 - Os produtos oferecidos pelo estabelecimento tém precos razoaveis. ,872
Valor FV2 - Neste estabelecimento eu recebo uma boa proposta preco/qualidade dos 942
funcional produtos. '
FV3 - Este estabelecimento é econémico. ,925

Satisfacdo do SAT1 — Tendo tudo em conta, o servigo do estabelecimento vai de encontro as

consumidor  minhas expectativas. 1,000
Intengdo de  IT1 - Da proxima vez que planear fazer uma refei¢do fora de casa, voltarei a este 1,000
revisitar restaurante. '

Fonte: Os autores (observacao: itens apresentados conforme o portugués utilizado em Portugal, onde a pesquisa
foi aplicada).

A Tabela 4 mostra as andlises de validade convergente, consisténcia interna e validade
discriminante apds os devidos ajustes. Assim, a partir dos resultados alcancados, e inerentes a
validade convergente, verificou-se que todos os valores dos AVES eram maiores que 0.5;
portanto, admitiu-se que o modelo convergiu para um resultado satisfatério (Henseler et al.,
2009).

Além disso, em relacdo a analise de consisténcia interna, os resultados confirmaram que
todos os valores de confiabilidade composta (CR) eram maiores que 0,7 (Hair et al., 2017).
Finalmente, verificou-se que todas as raizes quadradas dos AVES eram maiores que as
correlagdes dos constructos; portanto, os resultados confirmaram que existe uma validade
discriminante (Fornell & Larcker, 1981).
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Tabela 13
Validade Convergente, Consisténcia Interna e Validade Discriminante, Depois de Ajustes no Modelo Geral
Constructo AVE CR 1 2 3 4 5 6 7 8 9 10
1- Sensorial , 708,924 842
2- Afetivo ,827 905 ,835 909
3- De pensamento ,692 899 473 499 832
4- De acdo 822 933 563 652 729 907
5- Relacional /84 936 696 ,820 512 716 ,886
6- Qualidade servico 838 939 808 836 ,488 573 690 915
7- Valor emocional ,865 950 745 812 425 557 839 747 930
8- Valor funcional 834 938 ,781 780 453 514 637 ,869 758 913

9- Satisf. consumidor 1,000 1,000 ,769 ,801 452 543 710 ,853 ,793 ,824 1,000
10- Intencéo revisitar 1,000 1,000 ,696 ,758 470 599 764 747 791 729 789 1,000

4.3. Avaliagéo do modelo estrutural

A analise do algoritmo PLS constatou que ao excluir itens com cargas fatoriais abaixo
dos valores de referéncia, 0 modelo provou ser ajustado porque o valor SRMR apresentado foi
de 0,068. Portanto, este valor foi admitido para garantir o ajuste do modelo, pois este indice era
inferior a 0,08 (Henseler et al., 2016). Por sua vez, o valor do indicador NFI era maior que 0,09,
mostrando um bom ajuste do modelo (Jan-Bernd Lohmoller, 1989). Finalmente, o indicador

RMS Theta néo foi inferior a 0,12, mas aproximou-se dele (Henseler et al., 2014) (Tabela 5).

Tabela 14
Ajuste do Modelo
Modelo estimado  Critério de avaliacao Estudos de referéncia
SRMR ,068 <,08 (Henseler, Hubona, et al., 2016)
NFI ,901 >,09 (Jan-Bernd Lohmoller, 1989)
RMS Theta ,133 <,12 (Henseler et al., 2014)

Os resultados confirmaram que apenas as hipoteses 3 e 4 tinham um valor VIF acima
de 5; estes valores ndo deveriam ser aceitos, pois indicam multicolinearidade entre as variaveis
(neste caso, entre experiéncia afetiva e valor emocional, e entre experiéncia afetiva e valor
funcional) (Hair et al., 2019). No entanto, a variavel sensacdo latente foi mantida por ser um
modelo estrutural que ja foi confirmado. Portanto, foi decidido estar o mais proximo possivel

do modelo original para ser possivel testar todas as hipoteses (Tabela 6).
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Tabela 15
Resultados do Modelo Estrutural

VIF f2 B p-valor conclusdo
Efeito no valor emocional (R?0,783)
H1. Experiéncia sensorial 3,835 ,024 ,141 ,014 suportada
H3. Experiéncia afetiva 6,334 ,015 ,146 ,086 rejeitada
H5. Experiéncia de pensamento 2,203 ,000 ,001 ,993 rejeitada
H7. Experiéncia de acdo 3,265 ,035 -,158 ,001 rejeitada
H9. Experiéncia relacional 3,717 ,461 ,610 ,000 suportada
H11. Qualidade de servico 3,893 ,038 ,180 ,008 suportada
Efeito no valor funcional (R?0,776)
H2. Experiéncia sensorial 3,835 ,041 ,187 ,004 suportada
H4. Experiéncia afetiva 6,334 ,007 ,099 ,291 rejeitada
H6. Experiéncia de pensamento 2,203 ,003 ,041 271 rejeitada
H8. Experiéncia de acdo 3,265 ,004 -,056 ,232 rejeitada
H10. Experiéncia relacional 3,717 ,000 -,003 971 rejeitada
H12. Qualidade de servico 3,893 ,483 ,649 ,000 suportada
Efeito na satisfagdo do consumidor (R?0,746)
H13. Valor emocional 2,347 ,262 ,395 ,000 suportada
H14. Valor funcional 2,347 ,463 ,545 ,000 suportada

Efeito na intenc&o de revisitar (R?0,623)
H15. Satisfacdo do consumidor 1,000 1,650 ,789 ,000 suportada

Depois disso, foi realizado um Bootstrapping para analisar os coeficientes estruturais
(B) e seus respectivos p-valores. Como efeito, a Tabela 6 mostra que as hipoteses H1, H2, H9,
H11, H12, H13, H14 e H15 foram suportadas uma vez que apresentaram um p-valor < 0,05. O
mesmo ndo aconteceu com as hipoteses H3, H4, H5, H6, H8 e H10, que foram rejeitadas por
apresentarem um p-valor superior a 0,05. Por sua vez, apesar de H7 ter mostrado um pequeno
p-valor, esta foi rejeitada, pois o coeficiente encontrado sugere uma relacdo negativa entre a
experiéncia de acdo e o valor emocional, ao contrario da hipotese de investigacdo proposta, na

qual se pretendia provar uma relacéo positiva entre a experiéncia de acao e o valor emocional.

4.4 Anélise multigrupo

Esta analise foi conduzida para responder ao quinto objetivo especifico deste estudo.
Assim, dois grupos distintos foram definidos no SmartPIs3, a saber, grandes redes de
restaurantes (ngr= 269) e pequenas redes de restaurantes (ner = 173). O grupo GR inclui as
redes globais e restaurantes que possuem mais de cinco estabelecimentos espalhados pelo pais;
por sua vez, o grupo PR inclui pequenas redes de restaurantes com menos de cinco
estabelecimentos ou até mesmo estabelecimentos isolados. Assim, a analise de permutacéo feita

mostrou que as duas primeiras etapas do processamento MICOM foram sustentadas porque a
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invariancia configuracional foi assegurada desde o estagio inicial, usando 0s mesmos
indicadores para medir 0s mesmos constructos nos dois diferentes grupos (Bido & Silva, 2019).
Além disso, a etapa 2, inerente a invariancia composicional, também foi sustentada, ja que a
correlagéo entre as pontuacOes de cada construcdo foi igual a 1, quando se utilizaram 0s pesos
dos fatores dos grupos 1 e 2, como mostrado na Tabela 7. Assim, aponta-se que existe pelo
menos uma invariancia parcial de medida (Henseler, Ringle, et al., 2016).

Com relacdo a terceira etapa do processamento do MICOM, verificou-se (Tabela 7) que
a maioria dos valores médios e variancias entre os constructos do primeiro e segundo grupos
ndo foram encontrados entre os respectivos intervalos de confianca (Eberl, 2010). Portanto,
recomenda-se que uma analise de moderacdo para responder as diferencas estruturais nas

relagdes do modelo correspondente (Henseler et al., 2016).

Tabela 16

Procedimento MICOM, Passos 2 e 3

Passo 2 Passo 3

Permutacao Média - Orig. dif. Variancia — Orig. dif.
Constructo Correl .00 o OR" 25% 975% GRPR 25% 97.5%
Sensorial 1.000 .999 211 -554  -190 .201 .536 -.294 .308
Afetivo 1.000 .999 .821 -729  -.207 193 .663 -.248 271
De pensamento .999 .996 273 .098 -.191 .198 -.062 -.159 175
De acdo 1.000 .999 .056 -236  -.182 .188 .037 -.160 A72
Relacional 1.000 1.000 .993 -651  -.200 .186 .378 -.199 215
Qualidade de servico  1.000  1.000 457 -548  -.194 .185 725 -.284 .308
Valor emacional 1.000 1.000 .256 -.535 -.197 .183 518 =277 .328
Valor funcional 1.000 1.000 .816 -.420 -.205 .184 .624 -.337 .350

Satisf. do consumidor 1.000  1.000 .209 -.446 -.205 194 498 -.309 331
Intencdo de revisitar ~ 1.000  1.000 .087 -580  -.205 .198 .679 -.233 275

Portanto, a rede de restaurantes foi utilizada como uma variadvel moderadora categérica
na analise multigrupo. Deve-se notar que a avaliagdo do modelo de medicéo realizada para 0s
dois modelos separadamente ndo mostrou nenhuma diferenca estatisticamente significativa na
analise de convergéncia (valores AVE) e na analise de consisténcia interna (valores CR); de
fato, seus valores sdo aceitaveis para validade e confiabilidade (Hair et al., 2017; Henseler et
al., 2009; Maréco, 2018).

Além disso, seguiu-se para a avaliacdo dos coeficientes estruturais, onde foi observado
que estes apresentavam valores bastante diferentes quando se referiam as GR e as PR (Tabela
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8). A partir destas diferencas estatisticamente significativas, pode-se concluir que, nas GR, a
experiéncia de acdo teve um impacto negativo maior sobre o valor emocional, quando
comparado com o impacto negativo observado nas SC. Por outro lado, nas GR a experiéncia de
acédo teve um impacto negativo sobre o valor funcional. Em contraste, no PR, a experiéncia de
acao teve um impacto positivo sobre o valor funcional.

Os resultados também mostraram que o impacto do valor emocional na satisfagdo
imediata do cliente foi positivo em ambos os tipos de rede de restaurantes, mas foi maior nas
PR. Em contraste, verificou-se que o impacto do valor funcional sobre a satisfacdo imediata do
cliente foi positivo em ambos os tipos de redes de restaurantes, mas menor nas PR. Por sua vez,
as analises apontaram que o impacto da satisfacdo imediata do cliente na intencéo de revisitar
era positivo em ambos os tipos de redes de restaurantes, mas mais alto em PR (Tabela 8).

Tabela 17

Diferencas entre Coeficientes Estruturais, Grandes Redes Versus Pequenas Redes
Coeficientes

Dif. coef. estruturais

estruturais

Relacdo em estudo Hip. GR PR GR-PR permut.

p-valor
Experiéncia sensorial = valor emocional H1 ,189 ,069 ,120 ,334
Experiéncia sensorial = valor funcional H2 ,159 ,252 -,093 ,493
Experiéncia afetiva = valor emocional H3 ,180 ,096 ,085 ,625
Experiéncia afetiva = valor funcional H4 111 ,169 -,057 ,187
Experiéncia pensamento = valor emocional H5 -,040 -,019 -,020 171
Experiéncia pensamento = valor funcional H6 ,057 -,059 ,116 171
Experiéncia de agdo - valor emocional H7 -,253 -,048 -,205 ,037
Experiéncia de agcdo - valor funcional H8 -,165 ,132 -,297 ,003
Experiéncia relacional = valor emocional H9 ,683 ,459 224 ,101
Experiéncia relacional = valor funcional H10 ,090 -,161 ,251 ,091
Qualidade de servigo—> valor emocional H11 ,145 ,388 -,243 ,071
Qualidade de servigo = valor funcional H12 ,663 ,575 ,088 ,576
Valor emocional = satisfacdo consumidor H13 ,281 ,675 -,394 ,005
Valor funcional = satisfagdo consumidor H14 ,620 ,278 ,342 ,007
Satisfacdo consumidor - intencdo revisitar ~ H15 ,743 ,875 -,132 ,015

Finalmente, a técnica de Bootstrapping foi realizada separadamente para os diferentes
grupos, identificando os coeficientes estruturais () e seus respectivos p-valores. Como efeito,
e inerente a GR, os resultados (Tabela 9) provaram que as hipdteses H1, H2, H3, H9, H12, H13,
H14 e H15 foram suportadas uma vez que apresentaram p-valores < 0,05. O mesmo nio

aconteceu com as hipéteses H4, H5, H6, H10, H11, pois elas foram rejeitadas porque
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apresentavam p-valores > 0,05. Por sua vez, no caso das hipdteses 7 e 8, apesar de apresentarem
um p-valores < 0,05, as hipoteses foram rejeitadas, dado que apresentavam uma relagdo
negativa entre a experiéncia de acao e o valor experiencial, ao contrario das propostas em que
haveria uma relacdo positiva entre experiéncia de acao e o valor experiencial.

Com relagdo a PR, na Tabela 9 os resultados demonstram que H2, H9, H11, H12, H13,
H14 e H15 foram suportados uma vez que apresentaram p-valor < 0,05. O mesmo ndo aconteceu

com H3, H4, H5, H6, H7, H8, H10, que foram rejeitados por apresentar p-valores > 0,05.

Tabela 18

Resultados dos Modelos Estruturais, Grandes Redes Versus Pequenas redes

GR PR

B p-valor conclusdo B p-valor conclusdo
Efeito no valor emocional (R?=,775) (R?=,807)
H1. Experiéncia sensorial ,189 ,011  suportada ,069 ,439 rejeitada
H3. Experiéncia afetiva ,180 ,039  suportada ,096 ,587 rejeitada
H5. Experiéncia de pensamento -,040 ,384 rejeitada -,019 ,687 rejeitada
H7. Experiéncia de acdo -,253 ,000 rejeitada -,048 ,467 rejeitada
H9. Experiéncia relacional ,683 ,000 suportada ,459 ,000 suportada
H11. Qualidade de servico ,145 ,092 rejeitada ,388 ,000 suportada
Efeito no valor funcional (R?=,781) (R?=,766)
H2. Experiéncia sensorial ,159 ,030 suportada ,252 ,022  suportada
H4. Experiéncia afetiva 111 ,320 rejeitada ,169 ,302 rejeitada
H6. Experiéncia de pensamento ,057 ,308 rejeitada -,059 272 rejeitada
H8. Experiéncia de acdo -,165 ,019 rejeitada ,132 ,067 rejeitada
H10. Experiéncia relacional ,090 ,305 rejeitada -,161 ,230 rejeitada
H12. Qualidade de servico ,663 ,000 suportada ,575 ,000 suportada
Efeito na satisf. consumidor (R>=0,723) (R?=,814)
H13. Valor emocional ,281 ,000 suportada ,675 ,000 suportada
H14. Valor funcional ,620 ,000 suportada ,278 ,002  suportada
Efeito na intenc&o de revisitar (R>=0,552) (R?=,765)
H15. Satisfacdo do consumidor 743 ,000 suportada ,875 ,000 suportada

4.5 Discussao

As semelhancas e diferengas nos resultados do caminho estrutural permitem alguma
interpretacdo de um ponto de vista empirico. Quanto as semelhancas, os resultados apontaram
uma relacdo estatisticamente comum aos dois modelos (redes grandes versus redes pequenas),
como segue: a experiéncia sensorial com o valor funcional, a experiéncia relacional com o valor
emocional, a percepcdo da qualidade do servico com o valor funcional, o valor experiencial
com a satisfacdo imediata do consumidor, e a satisfacao imediata do consumidor com a intencéo

de revisitar (Figura 2).
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Figure 4

Comparacéo dos Resultados entre os Dois Modelos Estruturais, Redes Grandes Versus Redes
Pequenas

redes grandes de restaurante redes pequenas de restaurante
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Como resultado destas semelhancas, considera-se que o0s estabelecimentos de
restaurante podem alcancar maior satisfacdo imediata do cliente através dos valores
experienciais que criam, melhorando assim seus esfor¢os de marketing experiencial. Estes
resultados sdo consistentes com a literatura (Cedric & Liang, 2009; Nadiri & Gunay, 2013;
Rezaei et al., 2016; Yuan & Wu, 2008). Por sua vez, quando os clientes percebem que fizeram
uma boa escolha e que o produto atendeu as suas necessidades e desejos, juntamente com o
servigo que esperavam, isto leva a um impacto positivo na inten¢do de compra futura dos
consumidores (Nadiri & Gunay, 2013).

Por outro lado, em relacéo as diferencas, verificou-se que, embora o valor funcional
fosse positivo em ambos os tipos de redes de restaurantes (e maior nas GR em comparacdo com
as PR), as PR obtiveram uma intencdo de revisitacdo maior, quando comparado com as GR.
Neste sentido, pode-se presumir que tal situacdo tenha ocorrido porque, neste estudo, o valor
emocional mostrou um significado maior comparado ao valor funcional na satisfacdo imediata
do cliente e, consequentemente, este significado foi maior na escolha de um restaurante. Assim,
pode-se assumir que o valor emocional foi maior em PR porque estas redes proporcionam uma
experiéncia mais "intima" ou mais "individualizada” ao consumidor, ao contrario dos
estabelecimentos pertencentes a GR, que proporcionam uma experiéncia mais "massificada”.

Além disso, o valor funcional em GR foi maior em comparacdo com das PR, ja que as
GR tem economias de escala e, portanto, consegue oferecer uma maior variedade de produtos

a um preco mais baixo. Dado que o valor funcional representa a recompensa cognitiva ou
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financeira que o consumidor ganha com o produto ou servico (Yuan & Wu, 2008), é natural
que os consumidores estejam mais satisfeitos com o preco/qualidade dos produtos oferecidos
por estas redes.

Em relacdo as hipoteses ndo suportadas (que incluiam o valor funcional), estas podem
ser justificado pelo fato de que os entrevistados consideraram que, de alguma forma, os
beneficios atribuidos aos prdprios estabelecimentos, inerentes as experiéncias deste estudo, ndo
foram mais do que uma recompensa pelo que pagaram, como concluido em outros estudos
(Nadiri & Gunay, 2013; Yuan & Wu, 2008). Portanto, os clientes podem ndo precisar seguir as
estratégias de comunicacdo das marcas, ja que as visitam muito regularmente (Nadiri & Gunay,
2013). Além disso, também vale a pena mencionar que as hipGteses ndo suportadas,
principalmente aquelas inerentes & experiéncia de a¢do, devem ser avaliadas para uma melhor
compreensdo através de outras ferramentas de medicdo, tais como entrevistas ou grupos de
discussao.

Acredita-se que, para grandes redes de restaurantes, a experiéncia sensorial € o modulo
experiencial estratégico mais importante na criagdo de valor experiencial para os consumidores.
Entretanto, a qualidade do servico, a experiéncia relacional e a experiéncia sensorial também
sdo fatores importantes quando uma grande rede de restaurantes pretende implementar
estratégias de marketing experiencial para atingir a satisfacdo imediata do cliente e,
consequentemente, um comportamento positivo pds-compra.

Da mesma forma, acredita-se que, para pequenas redes de restaurantes, a qualidade do
servigco € o elemento critico na criacdo de valor experiencial para os clientes. Entretanto, a
experiéncia sensorial também é um fator importante quando uma pequena rede de restaurantes
pretende implementar estratégias de marketing experiencial para atingir a satisfacdo imediata

do cliente e, consequentemente, um comportamento positivo pos-compra.

5 Conclusdes, implicacdes e limitacdes

Os resultados desta pesquisa suportam a teoria, mostrando que as praticas de marketing
experimental e a qualidade do servico levam a satisfacdo imediata do cliente através do valor
experimental, e a satisfacdo imediata do cliente induz a um comportamento positivo pés-
compra em termos de intencdo de revisitar. Entretanto, ndo foram identificados estudos na
literatura comparando estas relagbes em restaurantes pertencentes a uma grande ou pequena
rede. Assim, este estudo serve como base para estudos futuros sobre as possiveis diferencas nos

modulos experienciais estratégicos e a percep¢do da qualidade do servigo, afetando e
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diferenciando as relagcbes remanescentes entre as variaveis, particularmente ao comparar
experiéncias nos dois tipos de restaurantes fast-food mencionados.

Por outro lado, este estudo também pode ajudar os gerentes a implementar estratégias
apropriadas de acordo com seu tipo de rede para preparar e projetar processos operacionais e
ambientes fisicos, a fim de satisfazer seus clientes. Em Portugal, alguns gerentes mais
"tradicionais” ainda ndo estdo familiarizados com o conceito de marketing experiencial,
portanto ndo conhecem o impacto e os beneficios deste tipo de marketing para uma empresa.
Consequentemente, alguns gerentes deveriam deixar de assumir que seus clientes sdo apenas
racionais e tomam decisdes baseadas nos recursos funcionais do produto, como qualidade e
preco, uma vez que esta suposi¢do ndo é totalmente valida atualmente.

Uma sugestdo de pesquisa futura € realizar um estudo comparativo entre os fast-foods
das redes de franquias e os independentes, jA que a padronizagdo das franquias tende a
desenvolver e manter a jornada experiencial do consumidor e, portanto, o estudo pode
apresentar resultados diferentes.

Inerente a0 modelo estrutural, deve-se observar que o estudo atual teve algumas
questdes de multicolinearidade, o que sugere que, em investigacdes futuras, seria interessante
considerar o marketing experimental em um constructo de segunda ordem, a fim de evitar estes
problemas. Outra limitacdo deste estudo foi que algumas das relacdes propostas ndo foram
suportadas sem nenhuma justificacdo aparente. Para este fim, seria igualmente relevante
complementar os resultados aqui obtidos, utilizando outras ferramentas de medicéo, tais como
entrevistas ou grupos de foco, para compreender melhor as razdes subjacentes as relacdes

comprovadas (e ndo comprovadas).
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