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Groups of consumers have been the main focus of marketing activity. As an example, the basic idea behind 

segmentation, one of the most important marketing processes, is that consumers are not all alike. They have 

different characteristics and lifestyles, which calls for the need to group them (and the market they 

represent for a respective good) in homogeneous segments so that marketing actions can be better targeted 

and obtain more effective results. We may call this type of marketing, target-centric marketing. 

More recently there has been a growing concern with the consumer as an individual. Expressions such as 

“personalization”, “relationship marketing”, and “co-creation” among others have gained considerable 

attention from researchers and practitioners. The assumption that “consumers are not alike” takes a step 

further and consumers are seen as human beings with very specific needs and desires, almost unique or 

unrepeatable. Each consumer should feel that the marketing action targeted to reach him/her was designed 

specifically for him/her. This may be called consumer-centric marketing. 

These two approaches have significant (and different) impacts on marketing practices and marketing 

management. 

In target-centric marketing, approaching consumers as a “market” means that companies need to look for 

characteristics that group consumers and try to know them very well, as a group. In this context, operational 

marketing tasks are directed to an “anonymous” mass, although a targeted one. 

In consumer-centric marketing, seeing consumers as unique human beings, whose specific needs and desires 

need to be fulfilled, demands for a different, more “surgical” approach, even in more operational marketing 

tasks. 

Although the latter is gaining supporters, the operational support is much more demanding in terms of 

processes, human and even financial resources, leaving it difficult for companies to being capable of 

implementing such a marketing philosophy. 

This duality was the main focus of our conference as it rises very important questions still unanswered that 

we invited participants to address. 

 

Pedro Ferreira & André Vieira (Editors) 
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Abstract 

Purpose: The literature suggests that the desire to return to a service provider is a function of customer satisfaction with 

the servicescape (Bateson and Hui, 1992). The present investigation is based on the work of Wakefield and Blodgett 

(1996), and proposes to measure the weight of the servicescape variables of the Dragon Stadium in perceived quality by 

the spectators of Futebol Clube Porto. It also aims to assess its influence on satisfaction, and the desire of returning to the 

stadium in the future in order to attend soccer games.  

Methodology: 368 questionnaires were collected in a match from the Portuguese Soccer League (season 2011/12). Data 

analysis was initiated with a descriptive analysis of the different variables. After a Factor Analysis, by the method of 

Principal Component Analysis, we were able to confirm all the five servicescape factors originally envisaged, in particular, 

Layout Accessibility, Facility Aesthetics, Seating Comfort, Cleanliness and Electronic Equi pment. Hypotheses were tested 

through Linear Regression Analysis.  

Findings: The three hypotheses were confirmed empirically. The Multiple Linear Regression Analysis showed that the five 

dimensions of servicescape influence the customer perceived quality. The Comfort and Layout Accessibility are the two 

factors that best explain the variance in the model, followed by Cleaning and Electronic Equipment, and finally Facility 

Aesthetics. A Simple Linear Regression Analysis demonstrated a relationship between Customer Perceived Quality, and the 

dependent variable, Customer Satisfaction. Finally, using Pearson Correlation, it was possible to confirm the third 

hypothesis: the spectators' satisfaction influence their desire to return to Dragon Stadium.  

 

1. Introduction 

Sport organizations are facing intense competition, not only from other sports but also from a wide range of other leisure 

services (Shilbury and Westerbeek, 1996). Thus, it is true to say that sports organizations should strive for customers’ 

preference (Greenwell, 2001). It is also true that sports organizations realized that the game can also be played outside the 

‘four lines’, meaning their attention is now focused on the implementation of strategies that increase the attendance of 

spectators in their sports venues. This seems an easy problem to solve, however to increase spectator presence in the 

games and hold their attention is a hard task.  Especially, and as Kennett et al. (2001) pointed out, because the sporting 

events have several dimensions beyond the managers’ control, in particular, the players’ performance, the presence of 

certain star players, the outcome of the game, the quality of the teams, and even the quality of the game itself (Kelly and 

Turley, 2001), 

Since sport managers have little or no control over core service, they can have an influence on the supplementary 

elements. This way, since the place of consumption has a strong impact on customer perceptions regarding the service 
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experience (Bitner, 1992), sport managers are able to work with some environmental dimensions in order to manage the 

service encounter the way they desire. 

Since games are largely dependent on the physical environment it is crucial to manage audience perceptions about the 

quality of the service, trying to understand the extent to which these same perceptions affect the spectator’s satisfaction 

and behaviour, including their repatronage intention. 

 

2. Literature Review  

Service intangibility and Service Cues 

Berry (1980) defines services as actions, efforts or performances, distinguishing them from goods, as they are articles, 

materials, objects or things. At first, services are considered intangible, since they can not be viewed, touched or even 

tasted (Kandampully, 2002). The intangility is considered to be the main distinguishing characteristic between services 

and goods  (MacKay and Crompton, 1988). 

In short, given service intangibility, customer trust is often supported on visible and tangible cues (Zeithaml et al., 1985) . 

This tangible evidence may eventually affect the evaluation that a customer does of the service encounter, given that the 

physical environment offers a "visual metaphor of the total supply of an organization," by the proposal "of the potential 

usage and quality of service" (Bitner, 1992). 

The fact that the services do not possess a physical form does not restrict the ability of the customers to understand the 

service by itself, since they are able to apprehend certain tangible evidence and to associate them with the service in 

question. Véronique Aubert-Gamet (1997) compares the tangible evidence to "cues" for the “invisible” service, and those 

cues will form the customers’ expectations (Bebko, 2000).  

Servicescape 

Throughout time, several researchers have used various terms to indicate ‘environment’. It is commonly accepted that the 

term "environment" was first used in 1973 by Philip Kotler in his article "Atmospheric as a Marketing Tool" in which the 

author defines it as the conscious design of the space in order to create certain emotions on the customer and thereby lead 

to an increased likelihood of purchase. However, servicescape, is the term more commonly known, and was defined as "the 

environment in which the service is assembled and where the seller and the customer interact, in combinati on with the 

tangible products that facilitate the performance or communication of the service" (Bitner, 1992). The word was 

introduced in literature by Mary Jo Bitner in 1992 and was the result of the union of two English words - service - and  - 

landscape, used to describe the artificial setting of the surrounding facilities’ services.  

The servicescape influences the customers' perceptions, it provides clues throughout the meeting, it creates memories in 

the mind of the customer (Bitner, 1990; Reimer and Kuehn, 2005); and it may serve to create expectations about the price 

and quality of the service (Bebko et al., 2006). The servicescape can also entertain or distract the customer, thereby 

influencing their sense of time (Baker and Cameron, 1996; Berry et al., 2006) and have an effect on the evaluation of 

intangible aspects such as trust and empathy (Reimer and Kuehn, 2005).  

Besides the impact on customer perceptions, the servicescape is also capable of persuading spectator behaviour. Therefore 

it creates emotions and changes the state of mind through the sensory qualities of the environment (Baker and Cameron, 

1996; Le Bel, 2005; Berry et al., 2006); influencing personal interactions among customers and between them and the 

employees (Le Bel 2005), and affecting future intentions of repatronage (Carbone and Haeckel, 1994; Berry et al., 2006).  

Quality, Satisfaction and Repatronage Intention 

Chelladurai and Chang (2000) define quality as the ability to delight customers and to satisfy their needs. However, it i s 

known that the supply of services involves human perceptions and expectations, making thereby the definition and 

measurement of their quality into a complex and difficult task (Brady and Cronin, 2001). The most common definition of 

quality relates it to the perception that the customer has of the excellence of the service (Parasuraman et al., 1988) and its 

relative performance superiority (Grönroos, 1982). This definition is based on a comparison between the quality of service 

perceived prior to consumption and the perception of performance after service delivery (Parasuraman et al., 1985; 

Grönroos, 1982).  
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Oliver (1997) argues that satisfaction is a customer response. It is the evaluation of a feature of the product or service, o r 

the product or service itself, which provided (and continues to provide) a level of enjoyment related to the exercise of their 

functions (Oliver, 1997). This way, satisfaction is the mediator in the relationship between perceived service quality and 

the company performance (Fornell, 1992). Customer satisfaction is a post-purchase phenomenon that portrays how much 

the customer likes or dislikes the service (Churchill and Surprenant, 1982), thus being an attitude that results from a 

comparison between expectations and the perceived performance of the service (Oliver, 1980).  

Meanwhile, expectations are the needs or desires of the customers, based on what they feel should receive, which 

naturally, varies from customer to customer. The perceptions are beliefs and opinions of the custom er of the service 

received. The judgment of customer satisfaction or dissatisfaction depends on how customers perceive the result obtained 

when compared with what they expected to receive (Millan and Esteban, 2004). Burns et al. (2003) describe the 

Disconfirmation as the event when perceived performance is lower than expectations. Confirmation, in turn, is when the 

perceived performance is greater than expectations. It is more likely that the customer will be satisfied when there is 

Confirmation (Rust et al., 1995), and a satisfied customer with multiple service encounters will in the long term develop a 

positive perception of the overall quality of the company (Parasuraman et al. 1988).  

 

3. Research Framework and Methodology 

The present investigation is based on the work of Wakefield and Blodgett (1996), and proposes to measure the weight of 

the servicescape variables of the Dragon Stadium in perceived quality of the viewers of Futebol Clube Porto. It also aims to 

assess its influence on satisfaction, and the desire of returning to the stadium in the future in order to attend soccer games. 

According to literature review, we propose the following research framework and hypothesis (Fig. 1):   

 

Figure 1: Hypothesized model. 

 

Layout Accessibility refers to the way in which furnishings and equipment, service areas, and hallways are organized 

(Bitner, 1992). An effective layout will provide an easy entry and exit, and will make ancillary service areas such as 

concessions, restrooms, and souvenir stands easier to get into (Wakefield e Blodgett, 1996). The Facility Aesthetics refer to 

the design of the interior and its decoration, elements that contribute to the attractiveness of the servicescape. Customers 

tend to evaluate the attractiveness of the place when they approach it, even outside of it. Once inside, customers of leisure 

services spend hours examining (consciously and unconsciously) the interior of the facility (Wakefield and Blodgett, 

1994). 

SERVICESCAPE 
DIMENSIONS 
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The third factor, Seating Comfort, is associated with the degree of physical comfort. This factor, as a servicescape 

dimension, represents a nonverbal communication between the customer and the servicescape (Lam et al., 2011) and is 

particularly relevant to those customers who remain seated for a long number of hours (Wakefield and Blodgett, 1996). 

On the other hand, Electronic Equipment can be used to improve the customer experience. High quality scoreboards 

projecting instant replays scores, information about players, etc., are able to make the waiting times more pleasant and 

add emotion for the spectator. Finally, the Cleaning factor is also of particular importance, mostly in situations where the 

customer remain in the facility for several hours, as they tend to implicitly associate cleanliness with the quality of the 

service (Wakefield and Blodgett, 1996). Barber and Scarcelli (2010) conclude that customers tend to select, stay and 

return to a service depending on the perceived degree of cleanliness. 

The Perceived Quality was measured with three items that portray the perceptions of the customers (terrible – great), the 

expectations (much worse than I expected – much better than I expected), and the standards (not at all what it should be – 

just what it should be) as suggested by Fornell (1992), and as Wakefield and Blodgett (1996) did. We thus propose that: 

Hypothesis 1 (H1): The Servicescape Dimensions [Layout Accessibility, Facility Aesthetics, Seating Comfort, Electronic 

Equipment and Facility Cleanliness] will have a positive effect on the Perceived Quality of the Servicescape. 

The satisfaction is the mediator of the relationship between perceived quality service and the company performance 

(Fornell, 1992). Several studies demonstrate the influence of the physical environment on the perception of service quality 

and on customer satisfaction (Bitner, 1990; Le Blanc, 1992, Young et al., 1994; Wakefield and Blodgett, 1996; Hightower et 

al., 2002; Swan et al., 2003; Park et al., 2005; Le Bel, 2005; Van Pham and Simpson, 2006). It's therefore important to know 

how the sequence servicescape → quality → satisfaction works. Thus we propose that: 

Hypothesis 2 (H2): Perceived Quality of the Servicescape will have a positive effect on spectator Satisfaction. 

Finally, one can say that all customers visit a service company with a purpose or a goal,  which can be strengthened or 

harmed by the servicescape (Bitner, 1992). As a result, perceptions of physical environments can affect and constrain 

satisfaction, although in a roundabout way, the intention or not to return (Le Bel 2005, Berry et al., 2006), and so we 

expect that: 

Hypothesis 3 (H3): Satisfaction will have a positive effect on spectator Repatronage Intention. 

Data was collected through a self-administered, on-line, cross-sectional survey. Each question was created on the existing 

literature in the field of sports management and marketing services. With the exception of the initial questions regarding 

the characteristics of the spectators and the frequency of their visits, all the other variables were applied based on the 

research of Wakefield and Blodgett (1996) and Wakefield et al. (1996). The focus of the investigation covers only the 

environment that can be controlled, this way, all physical evidence that is outside, including the parking lot and access to 

the stadium, were not included. The spectator's satisfaction was also measured in accordance with Wakefield and Blodgett 

(1996), with one item from Cronin and Taylor (1994) and another from Bitner (1992). Finally, to assess the Repatronage 

Intention to the stadium, individuals were asked about their willingness to attend matches in the future, the same way it 

was done in Cronin and Taylor (1994), Wakefield and Sloan (1995), Wakefield and Blodgett (1996), Wakefield et al. 

(1996) and, Hill and Green (2000) studies. 

 

4. Data Analysis 

The surveys were distributed in person at Dragon Stadium, by a team of 12 collaborators, two hours before the match 

"kick-off" between Futebol Clube do Porto (FCP) and Sporting Clube de Portugal (SCP), Portuguese Soccer League 

(2011/12). After validation, 368 questionnaires collected resulted in 349 responses (about 95%). 

Sample 

From the 349 validated questionnaires, 18 belonged to fans of the visiting team. So to study the relationships between the 

variables it was decided to work only with the remaining 331 questionnaires. 

In our sample, the majority of individuals (74.3%) were male, and only 25.7% are female. The proportion obtained in our 

study is similar to that of Dhurup and Mofoka (2011), 73% male and 27% female.  

With regard to ages we observed that the average is approximately 38 years, and that nearly 60% of the sample was aged 

up to 39 years. We can observe from Table 1 that the different percentages are very close to each other, showing somehow 
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that sport is a transversal phenomenon. The minimum age was 18 years, a requirement for the quiz, and the highest was 

84 years.  

Table 1 – Descriptive Statistics for the spectators age 

Age Frequency Percent Valid Percent Cumulative Percent 

< 20 years 50 15,1 15,7 15,7 

20 to 29 80 24,2 25,2 40,9 

30 to 39 56 16,9 17,6 58,5 

40 to 49 53 16,0 16,7 75,2 

50 to 59 38 11,5 11,9 87,1 

≥ 60 41 12,4 12,9 100 

Missing 13 3,9 100  

Total 331 100   

 

The frequency of visits to the Dragon Stadium shows that 29.3% of those surveyed went 3 times in the last 6 months, 

20.8% went 4 to 6 times, 7.6% were 7 to 9 times and finally with the largest percentage those who have visited the 

stadium more than 10 times with 40.2%. The two groups with a higher representation are precisely the ones on both ends, 

either going very few times or going frequently.  

The analysis starts with a Factor Analysis to servicescape, quality and satisfaction dimensions. Multiple Linear Regression 

Analysis was performed between the dimensions of Servicescape and Quality, and then a Simple Linear Regression 

Analysis between Quality and Satisfaction. Lastly, a Pearson Correlation was performed between Satisfaction and 

Repatronage Intention. The validity of the scales was made through analysis of Cronbach's alpha, which indicates the 

degree of reliability. 

Exploratory Factorial Analysis 

We conducted an Exploratory Factorial Analysis by the method of Principal Component Analysis using Varimax rotation 

for Servicescape, Quality and Satisfaction variables. With a value of Kaiser-Meyer-Olkin (KMO) equal to 0.888, considered 

as good (Maroco, 2010) and Bartlett's test Sphericity with a p-value <0.001; it leads to the rejection of the null hypothesis, 

therefore indicating that there is a significant correlation between the variables and the data is appropriate for a Factorial 

Analysis. At the end of the analysis, for the Servicescape variable we identified five components with eigenvalues above 1, 

suggesting five factors composed by twenty variables, with a total variance explained of 72.43%. One factor for the three 

Quality items with an explained variance of 66.21% , and plus a factor for  Satisfaction with a variance explained of 

83.01%.  

Table 2 – Rotative Component matrix  

 
Component 

1 2 3 4 5 
Servicescape      

Signs at this stadium give clear directions of where things are located .772 .174 .379 .044 .059 

Signs at this stadium help me know where I'm going .726 .122 .404 .079 .048 

Overall, this facility’s layout makes it easy to get where you want to go  .705 .228 .142 .169 .182 

The facility layout makes it easy to get to the restrooms .670 .230 .058 .281 .079 

The facility layout makes it easy to get to your seat .597 .244 .027 .219 .342 

The facility layout makes it easy to get to the food service areas .594 .208 .086 .284 .215 

This facility maintains clean walkways and exits .267 .865 .084 .160 .101 

Overall, this facility is kept clean .229 .851 .131 .180 .189 

This facility maintains clean food service areas .177 .846 .193 .160 .159 

This facility maintains clean restrooms .203 .825 .221 .106 .100 

The scoreboards are entertaining to watch .192 .086 .822 .193 .138 
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The scoreboards add excitement to the place .139 .137 .811 .216 .023 

The scoreboards provide interesting statistics .191 .123 .809 .115 .109 

This facility has high quality scoreboards .159 .266 .643 .133 .208 

The seat arrangements provide plenty of space .239 .182 .234 .803 .098 

There is plenty of knee room in the seats .192 .122 .185 .785 .078 

This facility provides comfortable seats .195 .193 .181 .749 .132 

This is an attractive facility .144 .217 .160 .131 .888 

This facility’s architecture gives it an attractive character .135 .189 .080 .080 .884 

This facility is painted in attractive colours .408 .015 .248 .108 .559 

Quality      

The overall quality of this facility is: much worse than I expected – much better than I expected .851     

The overall quality of this facility is: not at all what it should be – just what it should be .837     

The overall quality of this facility is: terrible – great .750     

Satisfaction      

The overall feeling I get from this facility: puts me in a bad mood – puts me in a good mood .911     

The overall feeling I get from this facility: is dissatisfaction – is satisfaction .911     

Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization. 

 

Analyses of Hypotheses and Results 

Hypothesis 1 aims to determine to what extent the quality perceived by the spectators (dependent variable) is explained 

by the variables that belong to the Servicescape, in particular Layout Accessibility, Facility Aesthetics, Seating Comfort, 

Electronic Equipment and Facility Cleanliness (independent variables). Thereby we proceed to Multiple Linear Regression 

Analysis, a statistical technique used to analyse the relationship between a single dependent variable and several 

independent variables (Hair et al., 1998). 

The coefficient of determination R² (R² = 0.365) tends to be influenced by the sample size and it is considered an 

optimistic measure of the quality (Pestana and Gageiro, 2005). Thereby, alternatively it is possible to use the R² Adjusted 

(adjusted R² = 0.355). 35.5% of the variability of the Perceived Quality of Servicescape is explained by the variables of 

Servicescape. The analysis of the simple correlation coefficient (R=0.604) suggests that there is a high positive correlation 

(R> 0.6) between the variables (Table 3).  
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Hypothesis 2 was also supported (Table 4). By analysing the simple correlation coefficient (R = 0.482) we verified that 

there is a good positive correlation (R> 0.4) between the variables. The adjusted coefficient of determination (adjusted R ² 

= 0.230) suggests that 23.0% of the variability of the dependent variable Satisfaction is explained by the independent 

variable Quality. 

Similar to hypothesis 1 and 2, hypothesis 3 was also supported. Repatronage Intention consists of a single variable, 

therefore impossible to make a Principal Component Analysis as in the case of the other dimensions. Thus, the hypothesis 

that satisfaction positively influences the return of the spectator is tested by a Pearson Correlation between the factor 

Satisfaction  and the variable "In the future, their presence in the games in this stadium will... Not Frequent / Very 

Frequent)". The satisfaction of the spectators has an influence, although small (R = 0,201) in the pre-disposition to return 

to the stadium to watch a football match, so we can say that an increase in spectator satisfaction has a positive effect on its 

return to the stadium. 

 

 

 

 

 

 

 

 

 

 

 

Table 3  – Regression Analyses between the Servicescape Variables and Quality 
  

R R Square 
Adjusted R 

Square Durbin-Watson 

 

   

  0,604 0,365 0,355 2,133  
 ANOVA 

  Sum of Squares df Mean Square F Sig. 

 Regression 109,454 5 21,891 34,743 0,000 

 Residual 190,282 302 0,63   

 Total 299,736 307    

Coefficients      

 B Std. Error Beta T Sig. 

(Constant) 0,014 0,045  0,303 0,762 

Accessibility 0,321 0,045 0,325 7,088 0,000 

Aesthetics  0,168 0,045 0,170 3,716 0,000 

Comfort  0,363 0,045 0,367 8,008 0,000 

Electronic Equip. 0,206 0,045 0,208 4,541 0,000 

Cleanliness 0,226 0,045 0,229 4,992 0,000 

a. Predictors: (Constant), ACCESS, AESTHE, COMFO, EQUIP ,CLEAN  
b. Dependent: QUALID 
 

Table 4 – Regression analysis between Quality and Satisfation 

   

R R Square 

Adjusted R 

Square Durbin-Watson 

 

   

  0,482 0,232 0,230 1,889  

  ANOVA   Sum of Squares Df Mean Square F Sig. 

 Regression  76,454 1 76,454 99,022 0,000 

 Residual 252,474 327 0,772   

 Total 328,929 328    

Coefficients      

 B Std. Error Beta T Sig. 

(Constant) 0,001 0,048  0,017 0,987 

Quality 0,483 0,049 0,482 9,951 0,000 

a. Predictors: (Constant), QUALID  

b. Dependent: SATISF 
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5. Discussion of Results 

Our aim with the present research is to examine a model that verifies which are the dimensions of the servicescape that can 

influence certain key service variables. The results show that the servicescape has an influence on Perceived Quality and 

Satisfaction of the Dragon Stadium spectator. Internal satisfaction has an impact on the spectators’ behaviour, and in their 

loyalty, which translates into Repatronage Intention. 

Factorial Analysis resulted in five servicescape factors as in the work of Wakefield and Blodgett (1996). Seating Comfort is 

the dimension that has a greater load variation in the quality perceived by the spectator, going once more towards the 

study of Wakefield and Blodgett (1996) who believe that this dimension is relevant for those services where the customer 

has to be sitting for long periods of time. In addition, Melnick (1993) reached a similar conclusion, arguing that the 

physical comfort is an important factor in the quality of the stadium and facilitates the enjoyment of the match.  

Layout Accessibility was empirically proved as a determinant factor, as demonstrated in other studies (Wakefield and 

Blodgett, 1996; Lucas, 2003). Indeed, a confined space, with narrow entrances and exits, or even with tight corridors will 

give a feeling of being cramped or crowded. As Hui and Bateson (1991) stated, an area perceived as overcrowded affects 

the emotions and behaviours of customers and therefore tends to be perceived as l ower quality. In many cases it is 

important to find on the service facilities multiple customers on the service facilities (examples of such services are: 

restaurant, hotel, cinema, theatre, holiday camp, etc.), and if that does not happen it can be interpreted as being a poorer 

service. However, the presence of other customers must be moderate for each service. Perceptions of a full stadium adds 

excitement, but shall not be such that it makes the spectator feel crowded and make the trip to auxiliary servic es difficult 

(for example, restaurants), thereby reducing their consumption. Therefore, we can say that overcrowded environments 

reduce the excitement and customer satisfactions within the servicescape. A spectator that feels uncomfortable due to 

presence of other spectators may leave the stadium before the end of the game and feel doubt and hesitation in attending 

other matches in the future (Wakefield and Sloan, 1995). 

In terms of Facilities Cleanliness, its importance has been highlighted in several studies that relate perceived servicescape 

cleanliness with future customer behaviour, and it happens in this study. In accordance with the outcome of Wakefield and 

Blodgett (1996) we can state that Cleanliness is an important aspect of the quality of service and customer satisfaction, 

and is particularly important in those services where the customer spends longer periods of time as is the case of a football  

match.  

Electronic Equipments can be used not only as a technological way to broadcast information (hours, play time, result, etc.) 

but also as a way of entertainment during the service experience (instant replays, sports news, trivia and statistics of 

players on the field, among others) (Wakefield and Blodgett, 1996). In this research, despite the fact that Electronic 

Equipment has been in fourth place we are able to state that, for the spectators of Futebol Clube do Porto, this is a factor of 

substantial importance. Lastly, the Aesthetic factor has also been proven as influential on the perception of quali ty. 

In this paper, the adjustment of servicescape to sporting events was carried out essentially building on the work of 

Wakefield and Blodgett (1996). The authors conducted an empirical study into three different services: in soccer, baseball 

and casino. We consider it interesting to note that their sample was only about football,  the same sport as this research, 

which could prove the capacity of influence of the five servicescape dimensions, since the other two failed on Electronic 

Equipment (sample Baseball) or the Seat Comfort (Sample Casino). 

The satisfaction has an impact on the future behaviour of the spectators, particularly in their willingness to return to the 

stadium. Thus, after the confirmation of the two previous hypotheses, it is possible to recognize the importance of 

servicescape to keep viewers interested so that they return to the stadium. Wakefield and Blodgett (1996) argued that to 

maximize customer satisfaction it is necessary that the managers of leisure facilities, including sporting events, regularly 

assess the quality of their servicescapes.  

 

Discussion and implications 

On the Analysis of Multiple Linear Regression we realized that the servicescape influences the spectators’ perceived quality 

of the Dragon Stadium. In particular, we emphasize the dimension Seating Comfort, which occupies the first place in the 

explanation of the variance in the model, followed by the dimension Layout Accessibility, Facilities Cleanliness, Electronic 

Equipment, and finally the Aesthetic Dimension.  
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We must point out that today's customers have at their disposal an extremely wide range of leisure services, a fact that 

became progressively more challenging for service providers. In this way, and to turn the customer into a loyal one, 

managers should create a value-added service in order to achieve customer preference.  

We were also able to prove that the perceived quality influences satisfaction, and this, in turn, influences the desire of the 

spectators to return. Managers who focus only on the delivery of the service and not on making the service encounter 

environment enjoyable, may be losing further sales and not maximizing their profits.  

As a final reflection, on this research, it was possible to verify the importance of physical evidence management. It is 

essential to guide managers of leisure services in order to choose the elements of the servicescape to change or to improve. 

Consequently, we consider it critical to develop improved and increased studies, taking into account that there is still a 

very small number of investigations focused on this approach. 

Managerial contributions 

In this investigation, we analyzed two distinct data about the five servicescape variables, namely, the average ratings 

allocated and the contribution of each variable in the change of the perceived quality. Curiously, the variable with the 

lowest rating is the one with a higher variance value, while the variable that spectators ranked in first place is the last on 

explaining the variation of the model. Effectively, Aesthetics was the factor with the highest average (mean = 6.52) and 

ranked in last in the contribution to the explanation of the variance of the perceived quality (Beta = 0.170). Moreover, the 

comfort factor, which was classified with an average of 5.42 (on the 5th and last place), is the one that presents the highest 

beta value’s (Beta = 0.367). 

The remaining factors obtained the same results for both. Thus, the Navigation is in the second place of the two 

classification variables (mean = 6.30) and the contribution of the variants in the model (Beta = 0.325). The same goes for 

Cleaning, which is in third place (mean = 6.06, Beta = 0.229), as well as the Electronics, fourth (mean = 5.72, Beta = 0.208) . 

These results suggest that an eventual investment to improve the comfort scale factor will represent an increase in the 

perceived quality, to a greater extent when compared to a possible improvement on the remaining four dimensions in the 

study. The study also shows that FC Porto can be satisfied with the good work that has been developed, as the high scores 

given by the spectators to all the dimensions of the servicescape show, as well as the average occupancy rate in the stadium 

(over 74%), and the growth of the gate receipts of approximately 9% during 2008-2011 (Futebol Clube do Porto, 2011 and 

Futebol Clube do Porto, 2012). 

We conclude that the Dragon Stadium embodies what we consider to be an example of good management and 

implementation of the servicescape variables, which leads to a progressive increase in satisfaction of its spectators, and 

consequent increase on visits and gate receipts. 

 

6. Conclusion 

This study adds to the growing body of literature on servicescape by exploring the concept applied to the area of sports 

entertainment, where studies are still limited. Furthermore, the vast majority analyzes only a single dimension or even a 

single item, like music or decoration. By considering the full spectrum of the servicescape applied to a football stadium, this 

research aims to fill this gap. Additionally, there are few studies in Portugal concerning the servicescape of sports 

entertainment, and even less when considering its effect on service quality, satisfaction, and desire to return. Since 

increasing the gate revenues is essential and this requires an understanding of spectators’ behavior, our purpose is to 

provide guidance to sports managers to increase competitive advantage through servicescape. Our study proposes a 

“starting point” that future research should extend and further refine. The following gives a list of future directions:  

- We consider it would be interesting if future studies repeat the survey in more matches, since our research was 

performed in a single match; 

- We note that it would also be interesting to evaluate the service-core based on the same variables in order to compare 

the influence of both. Some studies have already addressed such differences, namely Madrigal (1995) reached the 

conclusion that some attributes of the game have contributed to the enjoyment of the spectator. Tomlinson et al. (1995) in 

their study have concluded that both dimensions are important for the spectators, and that the servicescape was regarded 

as the most important in contrast with the service core. 
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- Other research opportunity exists in the analysis of the fanaticism and loyalty to the soccer club. Although the 

servicescape dimensions influence the spectators, it is likely that some loyal supporters will return to the stadium more for 

its loyalty to the club than because the perceived quality of the servicescape (Lee et al., 2003). 

- Also, the effect on sales profit may be further studied. Positive perceptions upon the physical environment influence 

customers’ desire to stay, to return, and to spend money (Mehrabian and Russell, 1974). Hui and Bateson (1991) show in 

their research that pleasant environments lead to a greater desire to stay in that specific space, drawing attention to the 

the fact that sales profits that result from a longer stay in the facilities can be higher than the amount spend on the tick et 

(Wakefield et al. 1996).  

- Finally, Uhrich and Benkenstein (2011) research found that positive perceptions of other customers, the density, their 

appearance and their behavior can influence the response of customers to the environment. The effect of people, either 

employees or other customers, can change the perception of quality. Nevertheless, this dimension was left out for the 

future and might produce a new research in the future. 
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