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Cultural influences on expectations and evaluations of service

quality in emerging markets
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Discussion

This research is motivated by the realization that many service companies, even
multinationals that are engaged in international operations, neglect the adaptation of
service protocols to account for differences in cultural values, particularly in emerging
markets that seem to be quite homogeneous. We contribute to previous research that
looks at how consumers’ service quality assessments vary depending on cultural
aspects, by examining cultural influences on service quality expectations and
evaluations within a local market. Specifically, we analyzed an emerging market, Chile,
from two perspectives: first, country/region of origin as a proxy for “culture,” as it has

been frequently analyzed in the services marketing literature; and second, individual
cultural values, to contribute a new perspective which seems adequate given the
increasing globalization of markets (Sassen, 1998), and the recognition that consumers
with the same nationality may vary in their cultural characteristics (Poulis ef al, 2013).

asla
WAigly E8)lie Ao Ollas 5 45 Gidasis o (Gileas gladiS 5 ghluw dS Cawl jol (0l Sya 3l ke (Budod ol
MalS sy 415 s dS (535ab55 Slaylil 3o ogas dr (Samyd glaiiyl yo ledislss blod gl (Sless sladssy Gkl
b fda sl o Okl y (Kiayd GILSE Gayp b Ghd Slades jl eolizul b .uiS e Ghgypdy wbbie pSen
0y S Sladas 4y dig |y Jbde 4 Olsas LaS labisl st 0920 Lo (Lo Glalil o 3o Oleas Cuas
0950 &5 o Simyd Sl uSeyy K Olgis 4y lase 43S dunl S e Jalod yhaiae 53511 s9abgi b o datedie puiS 0
Vi3l dy dogi b oS Suwas jluiledier )8 (Simyd Slo il psd 5 Cawlowd Lanps Casw Olous (HbHLL Olasl 53 1))Se
widil e 595 Kimyd Olasedia 35 CualySan Gluso Cule b ol fie 45 S lid ol o (Sassen, 1998) Loyl (gilu Slas

[(Poulis et al., 2013) 0wy 0 35 83 d

D dg3

Ceod b JolS ouds dazys dllie degd Sl ddls daz 3 )l lawd g5 Lo o
ol SIS ol i LudSS) dseud b ol o (ialg JoB) 5y

Dol SIS ) 0uds dos 3 OYBs (o Sdods Gesiws )y

4000 *

aiz e Ol i oKy 5



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/cultural+expectations+service+quality+emerging+markets



