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ABSTRACT 

In a highly competitive period and in a very dynamic environment led by the big distribution brands, the neighbourhood 
retailers that compose a very atomized network of small entrepreneurs, have been experiencing huge difficulties in 
competing against the big distribution companies and in achieving a sustainable competitive advantage. Accordingly, the 
primary objectives of this study are related to the recommendation of marketing strategies related to the product level 
(goods and/or services) that could allow the retailers to defend their presence in the competitive distribution sector. The 
concept of product is one of the dimensions of the marketing mix e it´s related, not only with the physical and tangible 
aspects of the products – goods – but also with the transactions related services. Through in-depth interviews headed to 
managers and experts in the retail, distribution and marketing field, and surveys headed to consumers and retailers, it 
was possible to identify the strategies that better fit in the neighbourhood retail sector and that could be distinctive relatively 
to other retail formats, allowing the obtaining of a sustainable competitive position. The verification of those hypothesis 
was made through the data collected in the surveys headed to consumers and retailers, in which it was intended to collect 
the service quality evaluation – through an adaptation of the SERVPERF instrument – as well as assessing the consumers 
behaviour and the retailers perceptions regarding the retail sector.  
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1. Introduction 

Retail is a commercial activity for selling goods and 

services to the final consumer by the fractionation of 

large quantities of each good reference in quantities 

that are adapted to the needs, and buying power of the 

consumers (Rousseau, 2008). This form of 

commercial activity has grown and conquered more 

and more space in the consumers life and is now an 

omnipresent concept in every citizen life, since, hardly 

anyone gets away from any retail forms for a long time 

(Markin, 1971, Santos, 2014).  

One of the main goals of this study is to give the 

neighbourhood retailers, marketing strategies – most 

of them related to the product component – that could 

give them a sustainable competitive position back, in 

face of the large distribution companies domain. It was 

taken into account some aspects related to the 

physical component of the products – price, 

promotions, goods quality and variety – however, the 

major focus of this study was in the services 

component – multiple channels (physical and online 

store, home-delivery), convenience and buying 

experience. It is important to point out that, together 

with the physical component of the products – ‘goods’ 

– the services component related to the goods 

transactions creates the definition of augmented 

product (Kotler, 1967).  

The motivation for the performance of this study arose 

from the awareness of the difficult period that the 

neighbourhood retailers have been passing through in 

the last years, as well as from the willingness to 

contribute to this trend reversal. Actually, the retail 

industry faces constantly and simultaneously huge 

challenges at a global level, what turns this sector, in 

the Rousseau (2015) perspective, as one of the most 

competitive ones. 

1. Theoretical framework 

2.1. Problem contextualization 

Retail is a type of commercial transaction that involves 

the selling of goods and/or services directly to the final 

consumer in small quantities in a specific sales point – 

a physical store or an online store, for example. 

According to the law-decree number 339/85 of 21 

august, 1985 (Decreto-Lei nº339/85 de 21 de agosto 

de 1985), the retail form of commerce is defined as 

“every physical or collective person that in a 

professional and usual way, buys and sells good in its 

own name and by itself and sells it directly to the final 

consumer”. The traditional commerce is associated to 

an affective involvement of the consumers, what turns 

the creation of personal loyalty relations from quiet, 

quality, sympathy and confidence perceptions 

(Andrade, 2016). The services component that is 

associated to the buying experience is most valuable 

by the consumers that prefer the neighbourhood retail. 

Also, these consumers are usually looking for specific 

and unique goods and prefer avoiding the big queues 

in the large stores (Marques, 2017). 

The absolute domain of the large retail companies 

started vanishing at the end of the last century. This 

was especially due to the discount stores emerging 

and imposition and in the field of the neighbourhood 

stores, the redefinition of the business models and 

some associations and partnerships contributed to a 



partial stabilization of the results during the last years. 

Although the declining trend of this sector is ending 

and although there are emerging small retailers’ 

associations cooperating with each other, these are 

still included in a very atomized segment – each 

company represents a very small and discreet role with 

a very small market share (Bordone, 2017). 

2.2. Literature review 

In the literature review field, it was approached 

the consumer behaviour and strategies themes.  

Consumer behaviour 

The consumer behaviour is influenced by many factors 

related to the economic, sociologic and psychologic 

field and is extremely important for the retailers. 

Accordingly to Peter Drucker (1973), every attempt to 

define a business should take into account the 

consumer, their realities, behaviours, expectations and 

values. To differentiate the purchase types, Tordjamn 

(apud Rousseau, 2008) distinguished and classified 

five different ones:  

Routine purchase – goods to be consumed in a period 

of 3-7 days; 

Storage purchase – long durations goods; 

Complementary goods – the goods whose availability 

at home, sometimes, fail; 

Day-by-day purchase – bread, fruits and vegetables; 

Adventure purchases – related to the pleasure 

component during the purchase activity.  

Beyond the previous differentiation, Rousseau (2008) 

also divided the purchase concept into two sides: 

planned purchases VS impulse purchases. The first 

occur as a result of a decision prior to the purchase 

moment and the searching component is relevant. 

Regarding the second, are related to the purchases 

done quickly, that were not planned and are usually 

associated with cheap goods. Most of these purchases 

are performed when the consumers are alone or 

depressed and can be composed by five variants: 

planned, remembered, suggested, pure and by 

association impulse purchases.  

Price and promotions reactions 

The consumers reaction to the products price is a 

constant and intemporal concern of the retailers, since 

it has a huge influence in the consumer choices 

regarding the store, brands and goods fields. Also, this 

affects the store popularity and reputation. For the 

small retailers it is a even more important concern, 

since the incapacity in following the purchasing scale 

of the large retail companies, usually, does not allow 

the small retailers to practice a competitive price.  

Although the consumers are visibly addicted to 

promotions and aggressive low-price campaigns, the 

Nielsen retail services director considers the 

innovations at the services level are well accepted by 

the consumers and are contributing to increase their 

loyalty (Centromarca, 2017). 

Consumer behaviour regarding multi-channel  

 The availability of more than one channel has 

affected the consumer behaviour at some levels. 

Some of the fans of this concept use the channel that 

offers the lowest price and others prefer the channel 

that offers the most convenient and quickest shopping 

experience (Kwon and Jain, 2009). These authors also 

refer that the multichannel supporters can be taken by 

hedonic – provided by experience that can bring 

satisfaction and pleasure - or utilitarian – that are 

means to supply the most basic consumer needs – 

motivations. One of the challenges associated with the 

multichannel concept is the fact that the consumers 

expect to get similar shopping experiences regardless 

of the chosen channel. Towards the need to fill those 

needs, it was opened some space to the development 

of omnichannel strategies that are characterized by 

the perfect integration of shopping experiences across 

all the available channels. Considering that the 

possibility of choosing between multiple channels is 

most valued by many consumers, these two concepts 

– multichannel and omnichannel can be considered as 

sources of differentiation and competitive advantage 

(Morais et al., 2018). 

Convenience and shopping experience 

The concept of retail services convenience is a 

multidimensional building that includes six dimensions: 

information searching, access, selection, warranty, 

transactions and after-purchasing convenience. 

Another definition is associated with the consumers 

perceptions in the time and effort (physic, cognitive, 

emotional) spent during the shopping process, that 

comes from the problem or need awareness until the 

after-purchase phase (Gupta and Sharma, 2014).   

 Sustainability and ecology 

Besides being common concerns of the 

consumers, the sustainability and ecology are also 

starting to be a concern of the majority of the 

companies, that are becoming more and more 

sensitive to these issues. IPAM (2018) suggests that 

until 2027, the food consumption will be based 

essentially on sustainable agri-food goods concerned 

with the carbon footprint. The same study also points 

out that the environmental awareness extends to the 

plastics usage problematic (in the goods packages 

and in transportation bags). Relatively to the light 

plastic bags (devoted to transport the articles), the 

European parliament published a legislation about the 

light plastic consumption reduction in UE.  

 Demographic influences 

In the opinion of Bordone (2019), the urban zones 

of strong populational density are the key for the 

success of the small retailers in the future and 



eventually the only way to ensure their survival. The 

author relates also that a reduction in the populational 

density in a certain region in usually associated to the 

population aging, what creates a doubly negative 

scenario in terms of economical dynamics. Although 

for Kantar (2018) the centennials – group of 

consumers that in 2019 were 22 years old - represent 

an important group of consumers with strong 

influences in the main purchasing decisions, the 

retailers strategies should be focused on all the age 

groups. 

Retailers’ strategies 

There are a huge number of definitions for the 

strategy concept, that although they do not converge 

totally, have some common aspects. For Peter 

Drucker, strategy is a company theory relative to the 

way of getting competitive advantage. Alfred Chandler 

considers this concept as the determination of long-

term goals the respective path to be taken and 

resources allocation necessary to achieve those goals. 

Michael Porter defends that a competitive strategy as 

to do with ‘being different’, justifying that it is necessary 

to deliberately choose a different set of activities that 

could provide a unique mix of value (Johnson et al., 

2011). 

SWOT analysis in the neighbourhood retail 

This tool enables the analysis of a company (or 

companies in a certain activity sector) at an external 

(opportunities and threats) and internal (strengths and 

weaknesses) level: 

    Strengths 

Proximity (physical and emotional) with the clients; 

Confidence and honesty of the employees; 

Quality of the perishable goods and availability of 

unique goods (biologic and home-made); 

Possibility of adaptation to the needs and wishes of the 

clients and personalized service provided to each 

consumer (e.g. home delivery non-official system 

without additional costs);  

It is ensured an easy and quick purchase that can give 

more free time to the consumers; 

    Weaknesses 

Lower variability of goods; 

Higher prices than in the big companies stores (in 

average); 

Low margins and little opportunities to do promotions 

and low-price campaigns; 

Reduced and less opening hours of the store; 

Scarcity of resources & difficulty in reacting to 

competitors’ strategies; 

Old fashioned physical space with little reduced 

innovations (at a design and technological level) 

    Opportunities 

Changes in the consumer behaviour (less demand for 

the large retail companies stores); 

Join to stores associations to explore better negotiable 

conditions; 

Exploring the emotional component of the consumers 

and benefiting of the impulse purchases. 

    Threats 

Strong competition of the large retail companies and 

discount stores; 

Increase in the market concentration in a reduced 

number of insignias; 

The technological advances (in the physical space and 

e-commerce) are a threat to these retailers since the 

availability for regular investments is not high. 

 Marketing strategies 

From the point of view of Lévy and Lindon (2006), 

marketing is referred to the effort of adaptation of the 

companies to the competitive markets in order to 

influence, in their favour, the consumers behaviour 

with a supply whose perceived value could be durably 

superior than the competitors. For Kotler (1967), 

“marketing is not the art of finding smart ways to 

dispose what you do but it is the art of creating genuine 

value for the customer” and for Drucker (1954), 

marketing and innovation are aspects that effectively 

produce results, and all the rest are only costs. As a 

focus of the marketing strategies should be the 

consumer satisfaction, since it is a critical aspect in the 

process of obtaining sustainable competitive 

advantage, as well as the identification and 

anticipation of the needs, wishes and trends. It is 

important to clarify that, while marketing is devoted to 

the long-term customers satisfaction, the selling is 

associated to the supply of the customers short-term 

needs (Baines and Fill, 2014).   

 Marketing-mix 

Marketing mix represents a fundamental role in 

the success marketing strategy implementation in 

diverse contexts, and as Hanaysha (2017) refers, its 

variables are essentials to influence the consumers 

behaviour. In 1964 it was proposed by McCarthy and 

Jerome, the 4P’s model: product, price, place and 

promotion. Later, on 1981, it was added to this model 

four variables – processes, people and physical 

evidence. 

 Product strategies 

The consumers are valuing more and more the 

availability of unique and exclusive goods in the 

assortment of a store, an advantageous trend for the 

neighbourhood retailers, that usually are more willing 

to include these type of goods in the shelves. This can 

be a form of differentiation for the neighbourhood 

retailers relatively to the large distribution companies, 

what could contribute not only for the survival of this 

format but also in the obtaining a more sustainable 

competitive advantage. In this field, the alternative 

goods (healthy and biologic), despite being mostly 



more expensive, that does not seem to be an 

impediment to the development of these categories, 

since in 2016, 68% of the Portuguese were willing to 

pay more money for food goods that were free of 

prejudicial and undesirable ingredients (Aqui é Fresco, 

2017). 

Regarding the own brands, a study developed by 

Nielsen (2014) shows that eight in every ten 

Portuguese people see the distribution brands as a 

good alternative to the fabricants. However, only 69% 

considers that the quality is not lower than the one of 

the fabricants. This study also adds that more than 

70% of the Portuguese people consider that the own 

brands represent a good price-quality relation, and that 

way, assume that opting for own brands represents a 

smart purchasing decision.  

Home-delivery and other channels 

As Nielsen (2018) indicates, the possibility of 

having a free home-delivery service is a strong 

motivation that takes 42% of the Portuguese people to 

perform online purchases and accordingly to a survey 

performed by Santos (2014), the majority of the 

consumers consider that the online shopping would 

add more value if were realized deliveries all day long.  

Price or differentiation?  

(Blue oceans VS Red oceans) 

To reinforce the idea of Kim and Mauborgne, 

there is the perspective of Morschett et al. (2006), that 

defend that the strategies of quality and low price are 

two independent dimensions that, allied to the 

convenience dimension, create the concept of 

competitive advantage, what goes, one more time, 

against the hypothesis performed by Porter (1985) that 

defends that each dimension singly can contribute as 

a competitive force. 

 Digital marketing 

This type of marketing is executed by digital 

technologies as internet, mobile devices or 

videogames e two of their most known expression 

forms are the media-social marketing and the viral 

marketing (Hack, 2017). The usage of these marketing 

strategies has enabled the diversification of the 

diversification of the marketing forms as well as has 

made the traditional marketing forms less effective 

(Marques, 2018). 

3. Methodology 

 The methodology developed in this study 

aimed to answer the investigation questions raised, 

and also contribute for the development of the covered 

topics in the literature review: consumer behaviour and 

the strategies used by retailers.  

3.1. Data collection 

The data collection process was made through 

surveys, that are data collection processes relative to 

a population through questionnaires or interviews 

(Mendes et al., 2011). 

The consumers’ decision making and 

preferences reveal themselves as complex and 

unpredictable aspects, and accordingly, one of the 

steps of this exploratory study is devoted to the 

development of a questionnaire administered to a 

convenience sample of consumers, in order to 

understand the behaviour of the consumers in 

Portugal. Besides the consumer survey, it was also 

considered relevant to focus the data collection at two 

additional levels: questionnaires administered to 

retailers and interviews carried with mangers and 

experts in the retail and marketing field. These 

interviews were performed with the main purpose of 

formulating a set of strategic hypotheses that could 

represent added value for the retailers and for the end 

consumer.  

Semi-structured in-depth interviews to 

managers and experts  

The motivation to perform interviews to these 

entities was related to the fact that their experience, 

authority and knowledge levels in the subjects 

addressed in this study may represent added value for 

the quality, realism and verisimilitude of the results 

shown in this study. Beyond that, the answers given by 

the interviewees, as well as its opinion and most 

focused aspects were considered in the set of strategic 

hypothesis formulation. Those strategies were, after, 

verified using statistical techniques and based on the 

result of the consumers’ and retailers’ interviews.  

A total of four interviews were performed – the 

administrative council of Poupança Caash&Carry 

president, Sir José Borges (duration of 1h30m), a 

manager of Poupança Cash&Carry, Dr. Roberto 

Álvares (duration of 2h30m), the manager of the store 

chain Aqui é Fresco, Dr. Carla Esteves (duration: 

1h30) and Prof. José Rousseau (duration: 1h15m), 

college professor and former president of APED 

(Associação Portuguesa de Empresas de 

Distribuição). 

The semi-structured nature of the interviews 

gave the possibility to the interviewees to focus on the 

most important aspects and to choose, in a certain 

way, the course of the interview.  In this sense, 

considering the freedom of the interviewees to express 

themselves about the addressed themes, it was 

possible to understand the perspective of each one, 

regarding which were the most critical points affecting 

the business success of the neighbourhood retailers. 

Consumers’ survey 

The survey administered to the consumers was 

developed with the purpose of collecting information 

relative to the profile and consumer behaviour 

(demographic and behavioural variables respective), 

and to the understanding of the importance level 



assigned by consumers to a set of aspects regarding 

the store services and politics, sections of the store 

and assortment of the consumer goods. This survey 

was also developed with the purpose of collecting the 

quality perception of the consumers regarding the 

services component as well as their satisfaction after 

shopping in neighbourhood stores.  

 Consumers profile and habits 

Regarding the profile characterization, the survey 

was composed by a set of closed answer questions, 

as well as suggested by Scherman (2017) and Santos 

(2014). Those cover the age, gender, literary abilities, 

professional situation, residence district, number of 

household people and household monthly income. In 

what respect the consumer habits, each respondent 

was questioned about the favourite store format to 

shop and what is the role and importance of the 

neighbourhood retail stores in its life. The respondents 

were also questioned about the monetary spending 

and the time spent in each visit to a store, the favourite 

channel (online or physical store) and the favourite 

payment method. Finally, the respondents were asked 

about the most influent mean of communication in their 

buying decisions (e.g. TV, radio, newspaper, internet, 

word of mouth, blogs and website). 

 Importance level assigned by the consumers 

After defined the consumers profile and habits, it 

was relevant to understand the aspects, at a service, 

sections, and assortment variety of the store that were 

most valued by the consumers. The choice of those 

aspects was made with the purpose to relate with 

some of the topics covered in the literature review, 

namely in the section of the consumer behaviour – 

prices and promotions reactions, goods quality 

reaction, possibility of buying in multiple channels and 

home-deliveries, convenience and shopping 

experience, as well as, environmental concern and 

ecology – and was also important in the definition of 

the most critical aspects in the improvement field. 

 Satisfaction level assigned by the consumers 

(SERVPERF instrument) 

In order to access the quality of the services 

performed by most neighbourhood retailers, it was 

resorted to a methodology proposed by Parasuraman 

et al. (1988), that presents a set of attributes divided in 

groups. Initially, these authors proposed a 

methodology based on the comparison between 

expectations and performance perceptions – an 

instrument named SERVQUAL. 

Despite the popularity and suitability of original 

SERVQUAL scale, some authors criticize and 

question the effectiveness of this model in the 

evaluation of the service quality, proposing alternative 

able to overcome the limitations of this comparative 

method (Cronin and Taylor, 1992; Parasuraman et al., 

1991). One of those alternatives was proposed in 1992 

by Cronin and Taylor, and was based on a new model 

resulting from the re-examination and extension of the 

SERVQUAL model – the SERVPERF instrument. This 

model consists in the evaluation of the consumers 

perceptions regarding the performed services quality 

and does not include the evaluation of the expectations 

(equation 1).  

𝑄𝑖 = 𝑃𝑖      (1)    

In 1996, Dabholkar et al. proposed an adaptation 

of the SERVQUAL and SERPERF instruments, 

considering, specifically the characteristics of retail. In 

this study, it was performed another adaptation to the 

model of Dabholkar et al., considering now the relevant 

aspects in the context of the neighbourhood retail. The 

final scale used in this study was composed by 22 

attributes divided in five dimensions. These scales 

also consider other aspects that go beyond the 

services component - namely, the price, promotions 

and the assortment of the goods - in order to enable 

the cover of other relevant aspects for this study (see 

table 1). 

Table 1 – Dimensions and attributes of the adapted to 

this study SERVPERF instrument 

 

3.2. Data analysis  

Univariate statistical analysis 

 Univariate statistical analysis respects the 

isolated variables distribution analysis (Hair et al., 

2009). Beyond the characterization of the samples, it 

was done the analysis of the of the importance and 

Table 1 – Dimensions and attributes of the adapted to this 
study SERVPERF instrument 

Dimensions of 
SERVQUAL/SERVPERF 

adapted to 
neighbourhood retail in 

this study  
 

Attributes/items of the adapted to neighbourhood retail 
SERVQUAL/SERVPERF instrument  

Physical aspects 
and store sections  

A1. The store has modern and appellative equipment, installations and contents 
associated with the service.  

A2. The store has cleaned, attractive and nice zones (e.g. living rooms, calm, quiet 
and nice store space). 

A3. The store layout facilitates the consumers to find what they want and need as 
well as to move across the aisles of the store. 

A4. The store is situated in an easy access and close to the population place and 
provides easy and convenient parking.  

A5. The store has specific sections for each kind of products with good quality (e.g. 
bakery and pastry, fishmonger and butcher, cold cuts, fruits and vegetables, frozen 
products and ready-to-eat products).  

A6. The store has a postal service dedicated section.  

Reliability  

A7. When a store promises a deadline, meets it (e.g. arrival of a good or scheduling 
of a certain service of delivery).  

A8. The store has the goods in stock whenever the consumers wants it. 

A9. The store insists on minimizing the errors associated to the transactions.  

Personal interactions  

A10. The employees of the store have knowledge to answer their client’s issues, 
their behaviour transmits confidence to the consumers, and they are consistently 
attentive and nice with the clients. 

A11. The consumers feel safe when shopping in the store (the consumer trust 
the employees and the store itself) 

A12. The store gives the consumer individual attention, enabling the 
personalization of every request as well as accepting specific orders.  

Problems resolution 

A13. The shop is willing to accept returns of defect products and exchanges of 
products, and the employees are willing to deal with those complaints directly and 
immediately.  

A14. When the client has a problem, the store is interested and strives for solving 
that.  

Politics 

A15. The retailer supplies a huge variety of high-quality goods, including alternative 
ones (e.g. healthy, biologic, dietetics, lactose free, gluten free, vegetarians) and 
differentiated (e.g. regional and traditional).  

A16. The store supplies good quality own brands (distributer brands), with a wide 
range of products at a very competitive price.  

A17. The store works in an extended schedule, that is convenient to its clients.  

A18. The store is flexible in the payment method (accepts MB, MBWAY and 
enables the credit payment).  

A19. The store offers a loyalty card that is advantageous for the clients and also 
performs other loyalty campaigns.  

A20. The store practices competitive prices and performs good promotional 
campaigns regularly.  

A21. It is possible to buy though an online channel or by phone and the store offers 
the possibility to home-delivery the clients purchases.  

A22. The store shows environmental concerns and applies environmental friendly 
measures (e.g. recyclable and biodegradable bags).  

Qi - quality evaluation in the i dimension; 
Pi - Performance perception in the i dimension 



satisfaction levels set by the consumers and retailers 

regarding a set of relevant aspects for the 

neighbourhood retail as well as it was verified at which 

levels there was convergence between the consumer 

needs and the retailers possibilities. Finally, in this 

section, it was verified the strategic hypotheses related 

to the importance in the store choice process through 

the usage of descriptive statistic techniques.  

Consumers survey – sample analysis 

The most frequent age classes in the consumers 

sample are the one that goes from 40-59 years old and 

the one from 23-39 years old (each of them with a 

percentage of 35,9%), that represents respectively, 

the called X generation and the millennials generation. 

Regarding gender, 69,9% of the respondents of this 

sample are women. The justification for the majority of 

women is related not only with the fact that, in the 

majority of the couples, it is assigned to the woman the 

responsibility of purchasing the goods but also 

because women usually see the shopping as a 

recreative act (Pinto, 2019). In the educational level 

field, 80,1% of the respondents have a level equal or 

higher than the 12th degree (including graduation, 

MCs, PhD) and 66,0% are employed against only 

3,2% in unemployment situation and 19,9% that are 

still studying. Regarding the residence district, the 

Lisbon district represents 89,1% of the sample, a very 

high value that, however, was already expected, taking 

into account the budget and temporal restrictions that 

were an obstacle to realize travels to other districts of 

Portugal. It is important to refer that the fact that the 

majority of the respondents being women and form 

Lisboa district may create some bias in the 

representativity of the sample, however, as this is a 

convenience sample, this situation was not considered 

as an obstacle for the quality of the data analysis. In 

what respects the household composition, the 

household number of members mode corresponded to 

3 and the most common income class was the one that 

goes from 501€ until 1500€ with a weight of 44,9% of 

the total. The majority of the consumers that makes up 

this sample prefer shopping in the large dimension 

stores – 65,4% do prefer that format. Regarding the 

frequency of visits to neighbourhood stores, the mode 

is the option ‘Weekly’ (43,6%), and the option “2-5 

times a week’ also represents a considerable 

percentage (27,6%). In the field of the purchasing type, 

43,6% of the consumers referred that ended up buying 

some articles that were not in the plan – impulse 

purchases – and another considerable part (31%) 

admitted to make a list of needs before going to the 

store – planned purchases. Regarding the usage of 

online channels, 69,9% of the consumers assumed not 

using this channel for buying (26,3% only uses for 

information searching and 43,6% does not uses at all). 

The favourite payment method of the majority of the 

consumers is the debit card (67,3%), and in what 

respects the influences in the consumers buying 

decisions, are the family, friends and acquaintances 

comments and recommendations the type of 

information that leads the list with 44,2%. 

 Retailers’ survey – sample analysis 

The first phase of this survey is devoted to the 

data collection referred to the store characterization 

(location, surface area, type of store) and in the second 

phase it was collected the retailers perception about 

the retailing state of the market and the competitive 

position of their stores. From the surveyed retailers, 

55% belong to level II format of the store chain ‘Aqui é 

Fresco’ – a kind of partial franchising, and the 

remaining are independent stores. Regarding the 

location of the stores, the budget and temporal 

restrictions were one more time a constraint to the 

travel to other districts besides Lisbon. Accordingly, 

most of the stores belong to Lisboa district (54,5%), 

Aveiro has 2 stores and Bragança, Porto and Leiria are 

represented by 1 store (the contacts with these 5 

stores away from Lisboa were made by phone and 

email). In what respects the store surface area, the 

mean is 115,18 m2. In the field of the profit potential, 

36,4% of the respondents consider that the 

neighbourhood retail does not create huge profits due 

to the hegemony of the large distribution companies 

and discount stores, against 63,3% that consider that, 

despite the power of the big companies in this sector, 

it is still possible to find ways to differentiate and that 

way catch more clients to the neighbourhood stores. 

Regarding the state of the market, only 9,1% 

referred that the sales got slightly worse, 36,4% 

responded that the business kept stable and 54,6% 

assumed it got better. The justification of the retailers 

for this argument is related increasing demand of 

exclusive of the neighbourhood stores goods (e.g. 

home-made and traditional goods). More than 90%of 

the respondents referred that less than 25% of their 

clients did make the called ‘monthly purchases’ in their 

stores and 72,7% considered that the clients are 

motivated by a mix of emotional and utilitarian 

components. In the field of the influences on the 

purchasing decisions, 54,5% of the respondents 

consider the comments in social networks and the 

family, friends and acquaintances comments as the 

most influent means, and for 45,5% of the elements of 

this sample, it is the generation X (adults from 40-59 

years old) the most important to be explored age 

group, against the remaining ones that consider the 

baby boomers (more than 60 years) and young adults 

(millennials) as the most important segment (27,3% of 

the total weight for each of the options). In the 

operation fields, the retailers consider the fees the 

legal impositions as the most serious problems in the 

neighbourhood retail – 27,3% opted for this option. 

Beyond the retailers sample analysis as a whole, 

considering that was taken into account in the literature 

review the distinction between independent retailers 

and the associated ones, it was worth it to consider the 



differences – in what respects to the perception of the 

market variables as well to the evaluation of the 

service quality of the stores – between the associated 

member of AEF chain and the independent retailers 

that make up this sample. Despite none of the 

relationships between the perception variables and the 

retailers store format have represented a level of 

association/dependence (the chi-square test p-value 

was higher the significance level – 5%), it was possible 

to verify some distinctive patters in some variables, of 

which it’s worth to stand out the fact that the AEF 

associated retailers show themselves more satisfied 

with the income of their businesses when compared 

with the independent retailers that belong to this study 

sample – 83,3% of the AEF associated retailers 

consider the neighbourhood retail as a profitable 

sector while only 40,0% of the independent retailers 

consider that. Regarding the availability to make 

partnerships between competitors (cooperation), it is 

possible to verify that, as expected, the majority of the 

AEF associated retailers (66,6%) show themselves 

available for this type of partnerships – to which they 

already belong – and in the group of independent 

retailers, 60,0% show themselves available for this 

type of partnerships, however, only 66,6% of those 

retailers are only available upon certain exclusivity 

conditions. 

Importance levels set by consumers 

The importance-performance matrix results from the 

intersection between the importance given by the 

consumers to certain goods or services and the 

respective company performance assessment. This 

type of analysis is very useful in business areas whose 

consumers satisfaction is crucial for the business 

success – tourism, bank services and 

convenience/neighbourhood stores (Phadermrod et 

al., 2019). In figure 1 it is expressed the importance 

performance matrix composed by the relevant 

variables of this study and following, it is presented the 

meaning of each quadrant as well as the aspects 

included in each one. 

- Keep focus and good work (Q1 quadrant of the 

figure 1 matrix) – belongs to this quadrant the 

majority of the considered variables in this analysis 

(13 of the 21); 

- Possible resources and effort excess (Q2 

quadrant of the figure 1 matrix) – belongs here the 

variables “Time minimization’ that includes the 

A10, A3 SERVPERF attributes – that respect to the 

knowledge of the employees to answer questions 

and the physical store space layout -, “Inclusion of 

regional goods” that correspond to the A15 

SERVPERF attribute – that is referent to the variety 

and quality of the store assortment (including 

regional and traditional goods) – and the “Inclusion 

of own brands” that can me matched with the A16 

SERVPERF attribute – that assesses the existence 

of good quality distributor brands in the 

neighbourhood stores; 

- Low priority (Q3 quadrant of the matrix) – there is 

no variable in this study with these characteristics 

of importance and performance; 

- Critical improvement need (Q4 quadrant of the 

matrix) – it’s included the “Existence of a postal 

services section” that can be matched with the A6 

SERVPERF attribute – “the store has a dedicated 

section for postal services” – “The offer of a loyalty 

card” that is matched with the A19 SERVPERF 

attribute - “The shop has a loyalty card with many 

advantages for their clients as well as performs 

other loyalty campaigns – and “Bet on innovation” 

and “Offer of multichannel for the consumers”, both 

matching with the A21 SERVPERF attribute – “it’s 

possible to buy through an online channel or by 

phone and the store offer the possibility of home-

deliveries. 

In the supply side, from the referred to the retailers 

availability data analysis, it was possibly to verify that, 

for most retailers, the retailers were able to improve 

their performances in the critical improvement need 

aspects. 

The importance of some factors in the store 

choice process 

In the present section it was made the verification 

of the related with the importance in the store choice 

process hypothesis, and for that, it was resorted to the 

analysis of the frequencies at the importance levels set 

by the customers in a set of aspect of the surveys. The 

decision relative to the rejection or non-rejection of 

each one of the hypotheses was made through the 

evaluation of statistic location measurements (mean, 

median, mode). It was assumed that the aspects 

whose mean, median or mode values were below the 

neutral value (4 points in a 1-7 scale), would not be 

considered important for the majority of consumers 

and that way, it was decided to reject them – H11 

hypotheses. Those whose location measures 

presented values slightly above the neutral value 

(referent to the H10 and H12 hypotheses), it was opted 

Figure 1 – Importance-performance matrix with the 
numbered relevant variables 



for not rejecting partially the hypotheses, since they 

were not considered very important for the consumer. 

The remaining hypotheses were characterized by their 

respective aspects with median and mode above 6 and 

mean above 5, and in that sense, it was assumed that 

these hypotheses could not be rejected. Accordingly, 

this information was considered for the strategic 

recommendations for the neighbourhood retailers 

performed in the conclusions of this study (see table 

2).  

Table 2 - Verification of the strategic hypothesis related 
to the importance in the store choice process (Source: 

consumers’ survey) 

 

Bivariate and multivariate statistical analysis 

Unlike the univariate statistics that is devoted to 

analyse the variables in isolation, bivariate statistics 

approaches two variables together and the 

multivariate analyses approaches more than two 

variables at the same time (Souza, 2005). These 

statistical techniques allow the simultaneous analysis 

of multiple measuring and allow performing one only 

operation to achieve what would take multiple 

univariate analysis to do. For dependence techniques 

with one only dependent variable, it is used 

contingency tables and regression analysis to perform 

the analysis (Hair et al., 2009). 

 Contingency tables and chi-square 

independence test 

A contingency table organizes the data considering 

two categorical variables – bivariate statistical analysis 

– and allows showing the relations between both – at 

the absolute and relative frequencies level (Bock, 

2019; Hair et al., 2009). In this study it was resorted to 

this tool in order to understand not only the differences 

between the different consumers’ behaviour by age 

group but also to verify the hypotheses H2 formulated 

in this study (‘The seniors are the most interesting age 

range for the neighbourhood retailers and accordingly, 

it’s worth to define a set of strategies that can meet 

their wishes and needs’). It were included in this 

analysis the variables that could distinguish the 

importance of each age group in the retailers business 

success – ‘Average income per person’, 

‘Neighbourhood retail visits frequency’, ‘Most 

frequented store format’, ‘Percentage of purchases 

done in neighbourhood stores’, ‘Store format where 

the consumers spend more money in each visit’. This 

verification procedure has started by the formulation of 

the chi-square independence test, in which it was 

verified the independence degree between each one 

of the variables and the age group. Summarizing the 

results obtained by this analysis, considering the age 

group trends, even if the majority of the seniors have 

assumed receiving a monthly income lower than 500€ 

and the majority of them visit the neighbourhood stores 

only once a week, the fact that this group is the one 

that most frequents the neighbourhood stores, that 

make the higher percentage of purchases in the 

neighbourhood retail and that the majority of the 

money for purchases is spent in neighbourhood 

stores, enables the partial non-rejection of the H2 

hypotheses.  

 Regression analysis 

The objective of a regression analysis is to predict 

the behaviour of a dependent variable (y) by the 

knowledge of one or more independent variables (x). 

When the problem involves one only independent 

variable, the statistical technique is called simple 

regression and when there is more than one variable 

explaining the behaviour of the dependent variable, it 

is used the multiple regression technique (Hair et al., 

2009). In this study, it was resorted to this statistical 

technique with the aim of identifying the most relevant 

aspects for the consumers satisfaction level in order to 

allow the verification of the verisimilitude of some of the 

hypotheses formulated in this study. It was performed 

two types of multiple regression analysis (between all 

of the SERVPERF attributes (xi) and the ‘Global 

satisfaction level’ (y) through the backward elimination 

method.  

To perform this analysis it was used the SPSS 

software, that beyond presenting the results in 

frequency tables, also shows the correlation and 

determination coefficients (R and R2) results of the 

model and the p-value of the regression test and 

ANOVA (variance analysis) test, that allow, 

respectively, verify and measure the association level 

between the variables, test if the regression had 

significance para the significance level chosen and 

test if there were differences between the answering 

 
Strategic 
hypotheses 

Evaluated 
aspect 

Mean Median Mode Decision 

H7. 

‘Importance of 
low prices and 
frequent 
promotions’ 

5,38 6 7 
DO NOR 
REJECT 
H7 

H8. 
‘Importance of 
huge variety of 
goods’  

5,12 6 7 
DO NOT 
REJECT 
H8 

H10. 
‘Importance of 
an extended 
opening hours’  

4,91 5 7 

DO NOT 
REJECT 
(partially) 
H10 

H11. 

‘Importance of 
high quality and 
huge variety 
own brands 
inclusion at a 
competitive 
price’  

3,9 4 1 
REJECT 
H11 

H12. 

Importance of 
offering multiple 
channels 
(physical store, 
online store, 
phone orders) 
& home-
delivery 
system’. 

4,92 5 4 

DO NOT 
REJECT 
(partially) 
H12 

H14. 

‘Importance of 
an appealing 
physical space 
and a nice 
shopping 
experience 
(hygiene, 
decoration, 
happiness, 
sympathy and 
affection of the 
employees)’ 

5,65 6 6 
DO NOT 
REJECT 
H14 

H15. 

‘Importance of 
an appealing 
physical space 
and a nice 
shopping 
experience 
(hygiene, 
decoration, 
happiness, 
sympathy and 
affection of the 
employees)’ 

5,65 6 6 
DO NOT 
REJECT 
H15 



respondents profile (Oliveira, 2019). Beyond that, the 

SPSS software enables performing automatically 

regression analysis by the backward elimination 

method, presenting every intermediary model, until 

achieving the final model that only includes the 

variables with a significant effect on the variable to 

explain. The following equation (see equation 2) is 

referred to the final model and the in table 3 is 

presented the justification for the rejection/non-

rejection of each one the hypotheses verified through 

this type of analysis. 

�̂� = 0,614 + 0,082𝑨𝟐 + 0,082𝑨𝟖 + 0,097𝑨𝟏𝟏 + 0,116𝑨𝟏𝟐 + 0,127𝑨𝟏𝟓

+ 0,090𝑨𝟏𝟕 + 0,056𝑨𝟏𝟗 + 0,145𝑨𝟐𝟎

+ 0,056𝑨𝟐𝟏                                       (2)   

 

Table 3 - Verification of the related to the satisfaction 

component strategic hypotheses   

Strategic 

option 
Decision 

H1. 
A8 is a statistically significant variable in the regression model (with a weight 

of 0,082), and accordingly, it was NOT rejected the H1 hypotheses.  

H4. 
A5 is not a statistically significant variable in the regression model and so it 

was rejected the H4 hypotheses.  

H5. 
A6 is not a statistically significant variable in the regression model and so it 

was rejected the H5 hypothesis. 

H6. 
A15 is a statistically significant variable in the regression model (with a weight 

of 0,127), and accordingly, it was NOT rejected the H6 hypotheses. 

H9. 
A4 is not a statistically significant variable in the regression model and so it 

was rejected the H9 hypothesis.  

H13. 
A19 is a statistically significant variable in the regression model (with a weight 

of 0,056), and accordingly, it was NOT rejected the H13 hypotheses. 

H14. 
A2 is a statistically significant variable in the regression model (with a weight 

of 0,082), and accordingly, it was NOT rejected the H14 hypotheses. 

H15. 

To verify this hypothesis, it was resorted to the variables A3, A10, A11 and 

A12. Considering that the variables A11 and A12 were statistically significant, 

it is considered that the H15 hypotheses can be partially not rejected.  

(Note: Taking into account that this hypotheses is related to 4 SERVPERF 

attributes, the decision making regarding the rejection of the hypotheses 

becomes a tough task. Ideally, each hypothesis should be related to one only 

variable.  

 

4. Conclusions, limitations and future research. 

The main objective of this study was the 

elaboration of strategic product recommendations that 

could be able to bring back and ensure a sustainable 

competitive position to the companies working in the 

neighbourhood retail sector, that has been dominated 

during the last few years by the large distribution 

companies and the discount stores. Initially in this 

study it was aimed to identify the main problems that 

motivated performing this research, and it was 

possible to understand that they were associated, 

essentially, to the fact that the retailer market has 

evolved into a very competitive environment, in which 

the organization, innovation and resilience started 

being perceived as fundamental aspects for the 

survival of every retailer and set this sector as one of 

the most competitive (Rousseau, 2015). Beyond that, 

the incapacity to follow the order dimension of the large 

stores has become the major problem of the 

neighbourhood retailers, that were forced to apply 

higher prices, to reduce the promotions frequency as 

well as to restrict the goods assortment/variety of 

references. The fast-technological evolution verified in 

this sector was also not advantageous for the 

neighbourhood retailers, since the financial availability 

to invest is not comparable to the one of the big 

distribution companies. Accordingly, the physical 

space and the technological equipment of some poorly 

resilient neighbourhood stores rapidly became 

obsolete and old, resulting in the idea of a little 

innovative business (Rousseau, 2014).  

One of the major analysis performed in this 

investigation methodology was related to the 

verification of the strategic hypotheses set based on 

the opinions and experience of the experts and 

managers interviewed in this study, however the data 

collected was also used for other type of analysis. The 

results of the consumers and retailers surveys were 

used also to identify the aspects that needed critical 

improvements – set through the importance-

performance matrix – and to verify the convergence 

between the demand (consumers) and supply 

(retailers) sides. 

Accordingly with the initial goal of this study, the 

results obtained through this study development 

allowed the proposal of strategies at the product 

component level (and others), that could improve the 

competitiveness of the neighbourhood retailers, that 

have to compete in a market dominated by the large 

distribution companies. As it was presented in table 4, 

from the fifteen initial hypothesis set through the 

interviews results, six of them are not rejected and 

represent the most important and relevant strategic 

recommendations – H1, H6, H7, H8, H13, H14 

hypotheses. For the H2, H10, H12, H15 hypotheses it 

was taken the decision of not rejecting them partially, 

what can be explained by the fact that the obtained 

results don’t allow the rejection of the hypothesis but 

also don’t offer significant guarantees that can work as 

well as the previous six non-rejected hypotheses. 

The H3 hypothesis seem viable for the retailer, but 

the results don’t allow taking a decision regarding its 

rejection/non-rejection, and so H3 is a plausible 

hypothesis and the impossibility for taking a decision 

regarding its rejection represents a limitation of this 

study in the data collection field. The H4, H5, H9 and 

H11 hypotheses were rejected, since the results 

pointed out that they would not fit properly or be 

relevant for the neighbourhood retail context. It’s also 

important to refer that, although the consumers had 

considered the existence of a postal service section as 

a critical improvement need aspect, the final results 

establish that the related to this aspect hypothesis (H5) 

should be rejected. 



 

Limitations 

 The main limitations of this study are related to the 

data collection process, however, other limitations 

were also found in the results discussion and analysis 

process.  

• Considering the analysed population size, the study was 

based in relatively small dimension convenience 

samples. This fact not only limited the investigation 

potential of this study, but also contributed to low 

significance levels; 

• The fact that the retailers and consumers surveys forms 

are a bit extensive may had taken many people to avoid 

responding it or abandoning the filling of the form before 

finishing it; 

• In the results discussion and analysis, some questions 

were only availed through quantitative scales, and that 

made the set of ‘bad’, ‘satisfactory’, ‘good’, and ‘very 

good’ levels a tough task. 

Future research  

 It is suggested for a future research the collecting 

of a higher number of elements for the consumers and 

retailers samples, as well as it is suggested that the 

majority of the inquiries should be questioned in a face-

to-face interaction, to enable the inquiry to ask 

questions if there arise any doubts regarding the 

interpretation of the question, for example, avoiding 

that way some coherence problems in the data 

analysis phase. It is also suggested a more 

homogenous geographical distribution of the inquiries 

of both samples, in order to make the samples more 

representative and less biased.  
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Hypothesis 

(description) 
REJECT 

DO NOT 
REJECT 

Frequencies 
analysis  

Regression 
analysis  

H1  O  X 
H2  +/- X  
H3  ? X  
H4 O   X 
H5 O   X 
H6  O  X 
H7  O X  
H8  O X  
H9 O   X 

H10  +/-* X  
H11 O  X  
H12  +/-* X  
H13  O  X 
H14  O  X 
H15  +/-*  X 

Table 4 – Decisions about the rejection/non-rejection of the 
hypothesis summary   
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