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Abstract 

This article aims to show main theories about how customers base their 

evaluation of service quality on personal experiences with services encounter. The study 

is developed by means the bibliographic analysis of the article of Patterson and Mattila 

“An examination of the impact of cultural orientation and familiarity in service 

encounter evaluations”. (2006) 

 This study wants to investigate the impact of the individual service provider and 

cultural orientations. This descriptive analysis implemented in this research contributes 

to the understanding of services marketing and consumer behavior.  
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1. Introduction 

This topic is interesting because is an actually trending. Nowadays, businesses are 

more interested in gaining costumers loyalty. For this, they have to analyze consumer 

behavior and they culture and try to give them what they want. Cultural norms and 

values have a strong impact on service encounter evaluations (Patterson, 2006). 

Schwarz (1990) said that people often use affect as a basis for evaluative judgments. It 

is said that marketing function is attract, sell, satisfy and gain loyalty costumers. We 

need a rigorous analysis to know what is demanded to deal with supply. It’s important 

to avoid mistakes when the dominant self is interdependent (Lee, 2000). Furthermore, 

all this knowledgeable allows you to set up a business and use it if you have already one 

for increase your benefits.  

2. Conceptual map of trends of researches 

In this section you can see a conceptual map (showed bellow in figure 1) about 

relationship between most important references in the field of consumer’s evaluation.  
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Figure 1. Conceptual map of analogical factors of service’s evaluation 
Source: Author 
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3. Factors of service’s evaluation 
 

Costumer’s behavior is created by cultural norms and values. Everyone is 

different but all of us have similarities in some ways. Humans are moved by stimulus 

and they’re effective and it’s difficult to change them. Affect-based explanations for the 

positive impact of familiarity on liking suggest that familiarity creates warm feelings 

that are then attributed to the stimulus object (Garcia-Marques and Mackie, 2000a, b). 

In a similar vein, Schwarz and his colleagues have shown that people often use affect as 

a basis for evaluative judgments (Schwarz, 1990; Schwarz and Clore, 1988). For this, is 

very important that business give them an awesome service encounter. 

People’s service encounter evaluations are heavily influenced by their affective 

reactions (Schwarz, 1990; Slovic et al., 2002; Monin, 2003), in this way suggesting that 

familiar service providers are rated higher than their unfamiliar counterparts. 

Familiarity is not dissimilar to in-group bias, in-group bias being defined as the 

tendency to display favoritism toward members of their own group (Mullen et al., 

1992). 

In-groups are characterized by similarities among members and individuals have a sense 

of common fate with members of the in-group. Belonging to an in-group implies an 

individual has an obligation to assist fellow members, and has particular influence in 

collectivist societies (Nesbett, 2003; Triandis, 1989). 

Cross cultural studies in marketing suggests that the importance of culture in shaping 

people’s attitudes, values and preferences should be particularly observable for services 

that require a medium-high degree of customer contact with service personnel and 

facilities (Mattila, 1999; Schutte and Ciarlante, 1998). We agree with Windsted (1991), 

he said that this kind of study have shown that cultural norms and values have a strong 

impact on service encounter evaluations. 

Another important thing is that we don’t have to underestimate an interdependent 

person. An author said that avoiding mistakes is important when the dominant self is 

interdependent (Lee, 2000). Interdependent self is highly sensitive to a bad and poor 

service.  

 

 

4. Conclusions 

 
In the global marketplace of the twenty-first century, the need for a capability to 

manage cross cultural exchanges with consumers from both West and East cultures 

justifies investigating the cultural context of service encounters. The quality of 

interpersonal interaction between the customer and service employees drives customer 

evaluations (Bitner et al., 1990) so service organizations, be they operating in multi-

ethnic regions or involved in international ventures, need to be sensitive to and 

understanding of the cultural diversity of their customer base. 
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Individual customer’s cultural orientation, as well as familiarity with a focal service 

provider, has an impact on perceptions and post-purchase evaluations of both successful 

and unsuccessful service encounters. Avoiding mistakes is important when the 

dominant self is interdependent (Lee, 2000). 

 The services marketing and consumer behavior literature by shedding light onto the 

role of familiarity bias and cultural value orientation in influencing consumer responses 

to service encounters. Patterson (2006) said that recent cross-cultural studies clearly 

indicate the importance of individual-level analyses. 
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