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INTRODUCTION
The consumption habits of people and companies have changed over the 
years  as  a  result  of  globalization  and the  competitiveness  boost  among 
service  companies.  The  current  study  is  a  practical  application  of 
evaluation of the service quality in a marketing company, when managing 
the  satisfaction  knowledge  obtained  from  the  service  granted  by  such 
organization. It should be noted that the service is a benefit that allows the 
differentiation  of  the  client  between  the  competition  as  well  as  being 
according to (Lara, 2002) the set of benefits that the customer expects, the 
product  or  the  basic  service,  as  a  consequence  of  the  price,  image  and 
reputation.  The  overall  objective  of  service  quality  is:  to  maintain 
customers,  retain  them and develop  new clients,  expressed  in  terms  of 
attitudes  as  they  are;  courtesy,  integrity,  reliability,  willingness  to  help, 
efficiency,  concern  and considerations  for  others,  friendship,  availability 
and knowledge (Tschohl & Franzmeier, 1994).
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The research problem is focused on considering the fact that in a world 
characterized by rapid, paradoxical and complex changes, consumers and 
customers  have  become more  demanding  when choosing  products  and 
services (Martínez & Martínez, 2009), so that organizations currently need 
to  improve  the  quality  and  competitiveness  of  their  service  from  the 
customer satisfaction perspective. These study analyzes the perception that 
the  client  has  regarding  the  service  quality  granted  by  a  marketing 
company.

THE TOPICS DEVELOPMENT
As part of the background of the study, some publications found where the 
quality  of  service  in  companies  dedicated  to  the  commercialization  of 
products are evaluated and/or measured, such as the study of customer 
service as a competitive advantage in groceries marketing companies in the 
municipality of Retalhuleu, prepared by Celada (2014). He reveals how the 
improvement of  customer service can add a competitive advantage and 
differentiation regarding its competitors, by achieving the preference and 
customers loyalty. The main findings indicate that the customer service can 
be an element that used by grocery companies to achieve a competitive 
advantage.  In  addition,  the  lack  of  tools  that  help  to  build  long-term 
relationships with customers conclude that it is important to offer a good 
quality service, where total consumer satisfaction can be seen as a priority. 
Another  study,  related to  the retail  commercial  distribution through the 
SERVPERF model: the cases of Mercadona and DIA by Vigo (2015) aimed 
to make a comparison between these two companies, finding that there is a 
large  discrepancy  in  most  of  the  valued  dimensions,  reaching  a  higher 
Mercadona score. Only in the price dimension, the scores were similar. In 
Communication, DIA managed to add more points, due to the excellent use 
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of the media to transmit their messages to their customers. Mercadona is a 
company  where  employees  are  recognized  as  a  fundamental  part  for 
achieving the company's objectives. Therefore, they receive better training, 
which is reflected in the results of the study. Both studies reflect in their 
results  the  relevance  implied  by  the  preparation  of  the  personnel  to 
develop the necessary skills that make it possible to recognize customers 
needs.

KNOWLEDGE MANAGEMENT AND SERVICE SATISFACTION
Knowledge  management  (KM)  has  become  a  fundamental  tool  for  the 
organizational  and social  development  of  any  organization,  a  assuming 
that  knowledge  is  a  strategic  resource  for  shaping  a  new  social  order 
(Flores, 2010). Knowledge, as a resource, is needed by the organization of a 
general framework and specific processes that contribute to organizational 
performance. Nowadays, knowledge is based on a factor that differentiates 
productivity, creation of wealth and it is investing its intellectual capital in 
competitive processes (Topete, Busto & Bustillos, 2012).

When the term KM is heard, it can be linked to information technologies. 
However, technology is only a means. What matters in organizations is the 
quality  of  the  content  that  is  to  be  promoted and the  sponsorship of  a 
learning  culture,  which  are  factors  associated  with  human  capital 
(Castañeda, 2002). Therefore, it is important to understand what the basic 
cycle of knowledge management should be, in order to develop a dynamic 
process of generating knowledge flows and carrying out new knowledge, 
but  related  to  its  strategy  and  knowledge.  Knowing  the  inside  of  the 
organization, what the client thinks of the service he actually received is a 
fundamental resource from which strategies can be created to guarantee 
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quality  and  competitiveness.  It  must  be  clear  that  it  implies  trust  and 
cooperation of  the people who are involved in the organization,  people 
who  share  a  business  vision  and  who  develop  an  environment  that 
promotes organizational  learning with the conversion of  tacit  to explicit 
knowledge. The KM term has had different meanings such as: 

a) A function.  The  KM  can  be  understood  as  a  function  that  plans,
coordinates and controls the knowledge flows that are created in the
organization according to their activities and their environment, with
the aim of creating essential competencies.

b) A practice. By organizing, storing and sharing vital information, so that
everyone  can  benefit  from  its  use.  That  is,  it  is  seen  as  a  set  of
techniques and tools involved in the process of storing,  distributing,
sharing and communicating data and information, in order to improve
communications and knowledge, among employees of a company (De
Freitas & Yáber, 2014).

c) Actions inherent in human activity.  Due to its characteristics,  it  is  a
process  that  can  be  studied,  organized,  structured  and  applied
creatively in an organization (Estrada, 2006).

d) As a new business culture. By placing human resources as the main
asset and sustaining its power of competitiveness in the ability to share
information, experiences and individual and collective knowledge.

e) New approach to organizational management. Given the rise of new
technologies and the growing importance of human resources in the
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organization,  it  also  involves  new  information  and  communication 
technologies, management methods and culture.

What prevails is the fact that it implies a management with the purpose of 
using it the accumulated knowledge and experience of the organization, so 
that  the  reach  of  the  employee  is  improved  to  obtain  competitive 
advantages.

The KM is based on four pillars: people, processes, content and information 
and communication technologies. Each pillar contemplates aspects that can 
influence the effectiveness of the knowledge management practices of the 
organizations (Gómez & Garcia, 2015). The new knowledge begins with the 
individual and later becomes knowledge of the organization, thus acquires 
value  for  the  entire  organization.  Regarding  knowledge,  the  important 
thing  is  not  the  quantity  that  is  possessed  but  its  productivity.  This 
productivity requires increasing the performance of what is known by the 
individual or by the group. Hence, knowledge must be connected with the 
results  and  more  in  the  case  of  evaluation  of  services,  where  strategic 
decisions  can  be  made,  to  innovate,  better  manage  resources,  take 
advantage  of  the  opportunities  offered  by  the  market  and  provide  the 
services demanded by the market´s performance and comply with specific 
learning processes (Pérez & Cousin, 2005).

Despite the difficulty of giving a uniform definition to an intangible such as 
knowledge,  the  importance  it  has  for  companies  has  not  been  limited. 
Davenport  (1996)  provided  a  meaning  to  the  KM  considering  it  a 
systematic process that consists of finding, selecting, organizing, extracting 
and  presenting  the  company's  information,  in  order  to  improve  the 
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understanding of a specific area of interest for the company´s members the 
organization, or even the contributions that have been granted (González, 
Castro & Roncallo,  2004).  Then,  we state that KM implies the planning, 
coordination and control of the activities that lead to the creation, capture 
and transmission of knowledge in an effective way.

In  a  globalized  world,  Small  and  Medium  Enterprise  that  use  the 
optimization of information and knowledge, constitute a weapon to face 
competition  with  large  companies.  On  the  one  hand,  according  to 
Maldonado, Martínez and Pérez (2010), these organizations have various 
levels  of  obtaining  knowledge,  both  within  the  company  and  abroad, 
unlike large companies. On the other hand (Pillania, 2008), it considers that 
the KM studies focus mainly on large companies, encouraging these small 
and medium organizations to face their competitors with tools that help 
them  to  defend  themselves  from  this  dynamic  oriented  to  mass 
consumption,  giving  information  and  communication  technologies  a 
preponderant role when it comes to acquiring, processing, managing and 
sharing  knowledge.  Over  time,  the  role  of  knowledge  and  intangible 
resources has been demonstrated to create organizational value in SMEs, 
since it is not only about how many sales a company has or what tangible 
resources has, but that goes beyond becomes more complicated to measure. 
Managing knowledge and intellectual capital in the right way can generate 
competitive  advantages,  including  satisfying  wants  and  needs  for  the 
parties involved, and developing new strategies that create organizational 
value (Schiuma, 2014). 

The  KM is  a  shield  for  SMEs,  it  makes  sense  to  "include  all  processes 
related to the identification, sharing and creation of knowledge" (Serradell 
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& Pérez, 2003). In this sense, KM is continually processed with a series of 
activities to acquire, create, store, share, use and evaluate knowledge for 
the reuse of knowledge, especially in the fulfillment of missions and the 
improvement of the management of the organization (Suravee & Beyerlein, 
2015).

It  can be considered that knowledge management is a business strategy 
that ensures that the right knowledge goes to the right person at the right 
time and, in addition, helps you to share and use the information so that 
the company can improve its organizational action and this process takes 
place  within  the  interaction  community  of  the  company.  Nowadays, 
organizations  have  realized  that  knowledge,  its  effective  use,  the  rapid 
acquisition  and  use  of  new  knowledge,  represent  the  only  source  of 
sustainable  competitive  advantages.  In  fact,  efficient  exploitation  and 
management of knowledge resources are the basis for the development of 
those capacities that underpin the organization's capacity to deliver value 
proposals that are successfully managed (Carlucci, Lerro & Schiuma 2012). 
The complexity of KM is affected by the influence of four factors such as 
leadership, organizational culture, organizational control and work style. 

The  results  of  the  study  conducted  by  Magnier-Watanabe  and  Benton, 
(2013) showed that a single model of knowledge management should not 
be applied to  all  organizations,  but  should be adapted to  each stage of 
maturity  of  the  KM.  By involving all  these  factors,  the  management  of 
information  and  knowledge  are  considered  as  supports  for  strategic 
decision making since knowledge management and decision making have 
a close relationship at the socio-anthropological level as two complex forms 
of survival and adaptation. Therefore, when making strategic decisions it is 

Service Quality Granted by a Marketing Company

Vizcaíno, A., Iñiguez-Charles, L.,  León-Luis, A., Pérez-Rocha, B. 35



necessary to harmonize these two aspects to achieve competitive success in 
the  environment,  (Batista,  Velázquez,  Díaz  &  Ronda,  2015).  Due  to  the 
considerable  increase  of  companies  dedicated to  the  same business,  the 
service represents the decisive factor to attract consumers; this is where the 
importance of offering a quality service lies. Miranda, Chamorro and Rubio 
(2007) sustain the importance that as a company defines its own quality 
standards,  "based  on  the  expectations  of  customers,  their  degree  of 
satisfaction, the offer, the processes, systems that a company possesses and 
the  efficiency  in  its  execution,  are  fundamental  parts  for  the  client  to 
perceive  the  service  granted  as  excellent.  Hence,  the  relationship  of 
managing the knowledge to evaluate the service, turn out to allow strategic 
decisions for the organization.

When  managing  the  knowledge  to  evaluate  the  quality  of  the  service 
provided  by  the  marketing  company,  the  SERVPERF  (SERvice 
PERFormance)  model  proposed by  Cronin  and Taylor  (1992)  was  used, 
which focuses on the measurement of service performance leaving a side-in 
part-customer  expectations.  The  empirical  evidence  obtained  by  Cronin 
and Taylor suggest that the perception of performance alone can predict -at 
least-  the  behavior  of  individuals,  as  well  as  the  conjunction  of  the 
perception of dimensions with the importance attributed to them (Morales 
& Medina, 2015).

The dimensions of the SERVPERF model that were used in the study based 
on  Parasuraman  and  others  (1988)  and  Setó  (2004)  were:  Reliability 
(Confidence deposited by the client  in  the service  provider  (s)  with the 
assurance  that  the  service  will  perform  correctly),  Responsiveness 
(willingness to respond to the doubts and requests of the clients, as well as 
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the ability to solve problems that may arise during the process effectively 
and efficiently), Security (Skills and knowledge that gather employees to 
resolve conflicts and questions from users, which in turn inspire confidence 
and  security  in  these),  Empathy  (Quality  that  allows  knowing  the 
consumer in order to offer personalized attention) and tangible elements 
(Appearance of the facilities: cleaning and accommodation, equipment and 
materials that the organization has for the provision of the service).

The  reason  why  organizations  seek  to  direct  their  efforts  in  offering  a 
quality  service  through  the  implementation  of  different  tools  and  /  or 
strategies focuses on the relevance that consumer satisfaction has, with the 
intention of building customer loyalty, making them feel comfortable, safe 
and happy when buying. Kotler (2002) expresses customer satisfaction as 
"the  sensations  of  pleasure  or  disappointment  that  a  person  has  when 
comparing  the  perceived  performance  of  a  product  with  their 
expectations”.

METHODOLOGY
In order to carry out the objectives of the study, a research was carried out 
through a quantitative approach, based on the application of a survey by 
means  of  which  the  data  of  the  marketing  company's  customers  were 
collected and then the hypotheses were tested. The present study contains 
numerical measurement and statistical analysis (Hernández, Fernández & 
Baptista, 2010). The study was descriptive in order to interpret the nature 
and composition of the phenomenon or phenomena that intervene in the 
processes of the current operation of the company (Tamayo, 2004). It was 
also a cross-sectional study with the aim of observing and analyzing the 
effects  of  performance on a final  result  at  a  cut-off  point  in time (Gras, 
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1996), whose information was collected from a sample of elements within a 
population only once (Malhotra, 2004) and finally correlational, performing 
analysis of variance between the dimensions of the study.

Table 1. Elements that make each evaluated dimension

Source: Own elaboration with questionnaire data.

The research technique was the survey that  according to  Grasso (2006), 
allows to make a "detailed record of the data when studying a population 
through samples with representatively guarantees" and who also describes 
Festinger (1993) as a method that requires the systematic collection of data 
from populations or from population samples. For the collection of data it 

Ítem Coding Indicator
1 Tangible1 The sales executives have a presentable 
2 Tangible2 The website is easy to access.
3 Tangible3 The informative materials (catalogs, 

samples, etc.) provide necessary help for 4 C. Answer1 The staff is available to provide 
information about the products.5 C. Answer2 The quotes are in established times.

6 C. Answer3 Executives resolve doubts at the time of 
7 C. Answer 4 The  executives  effectively  solve  any 
8 C. Answer 5 Executives are able to guide the 

customer in their purchase.9 C. Answer 6 The driver resolves doubts at the time of 
delivery.10 Security1 The attention of the staff transmits 
security.11 Security2 The guarantee that is offered goes 
according to your need.12 Empathy1 Executives are interested in knowing the 
needs of the client.13 Empathy2 The customer is paramount for the 
company.14 Reliability1 The delivery of the order adapts to the 
customer's time.15 Reliability2 The products are delivered in good 
condition.16 Reliability3 The after-sales service is done in a short 
time after the delivery.
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was  decided  to  design  the  survey  in  both  formats,  printed  and on  the 
Survio digital platform, using a probabilistic sample for convenience, with 
data from 17 consumers of the marketer, representing 23% of a total of 73 
clients that make the total universe. This was due to the need of employing 
individuals from the population who were easily available for the study 
(Ochoa, 2015).

The design of the instrument was evaluated through a pilot test in a small 
sample  of  respondents  in  order  to  improve it  and identify  or  eliminate 
potential  problems  of  its  construction  (Malhotra,  2004).  The  initial 
reliability test was applied to 10 respondents considering 16 items (table 1).
For  the  Cronbach's  Alpha  and  the  internal  consistency  of  the  designed 
instrument,  the  coefficients  proposed  by  Frías  (2014)  were  considered 
according to Table 2 presented below.

Table 2. Scales of coefficients for the reliability of a research instrument

Source: Frías (2014).

The  value  of  Cronbach's  alpha  in  the  first  stage  considering  16  items 
yielded .886 which indicated that the instrument was reliable according to 
the scales shown in table 3, however, in the second test result as shown in 

Alpha coefficient> .9 is excellent

Alpha coefficient> .8 is good

Alpha coefficient> .7 is acceptable

Alpha coefficient> .6 is questionable

Alpha coefficient> .5 is poor

Alpha coefficient <.5 is unacceptable
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the same table, it depicted .900 in 15 elements that more accurately measure 
the variables of the study.

Table 3. Reliability Statistics

Source: Self elaboration with questionnaire data.

According  to  Bojórquez  and  others   (2013),  the  correlation  matrix  is  a 
square  matrix  that  indicates  the  relationship  of  each  question  with  the 
others, where the Pearson correlation coefficient (r) scale of -1 to close to 0 
indicates little association, close to 1 indicates a direct association and close 
to -1 indicates an inverse association, where one of the items by its results is 
a variable that cannot be calculated. That is why it is excluded from the 
instrument. Therefore, when performing a second reliability test, item 15 
was  excluded,  which  improves  the  Cronbach's  Alpha  from .886  to  .900 
(table 3), which makes the questionnaire an excellent instrument according 
to the scales of table 3 shown above. The information gathered with the 
survey is presented in tables and graphs obtained when processed in the 
SPSS  version  24  program  for  better  understanding  and  analyzing  each 

Second result reliability test

Cronbach’s Alpha No.  Of elements

900 15

First result reliability test

Cronbach’s Alpha No. Of elements

886 16
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dimension  that  the  study  contemplated  and  based  on  the  established 
hypotheses.

Graph 1. Comparison between dimensions

Source:  Own  elaboration  based  on  the  data  collected  and  processed  in  the 
statistical program SPSS, v 24.

RESULTS
The general hypothesis was that: the customers of the marketer are 100% 
satisfied with the service provided in each of the dimensions. The results 
obtained for the evaluation of the information are shown in graph 1. The 
results show the level of importance in percentages on the perception that 
customers  have  in  relation  to  the  five  dimensions  received  during  the 
service,  for  which  in  security  it  obtained  96%,  response  capacity  95%, 
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reliability  95%,  empathy 92% and 90% tangible  elements,  for  which the 
hypothesis is rejected.

As shown in the graph, the percentages obtained for each dimension range 
from 90 to 96 percent, which indicates that the marketer is at a good level. 
However,  the  null  hypothesis  was rejected because it  did not  reach the 
maximum  percentage  in  each  dimension  as  it  was  initially  proposed, 
however there are great opportunities in each of the dimensions to consider 
improvements  in  the  service,  in  order  to  create  new  opportunities  for 
growth and positioning in the preference of the clients.

After the treatment of the descriptive data, analysis of variance between the 
dimensions was carried out in order to make the crossings between them. 
The results by dimension shown in table 4, express the average obtained 
for each of the items of the five dimensions. The tangible dimension is the 
best considered by the clients, being the number 1 affirmation that belongs 
to the presentation of the executives with an average of 4.94 and the lowest 
is the access of the website with an average of 4.06. In the dimension of 
responsiveness that is represented by items 4 to 9 the items that represent 
the staff  are available.  The executives resolve doubts and the executives 
resolve effectively have obtained the average of 4.88 equally the three, this 
being  the  score  higher,  while  item  5  that  represents  the  quotes  in 
established times only reached an average of 4.41 followed by executives 
guide the client  with an average of  4.59.  In the security dimension,  the 
highest average of 4.82 belongs to item 10, the personnel transmits security, 
followed by the  guarantees  offered according to  the  client's  needs  with 
4.76. Dimension of empathy the item that says that the customer is essential 
with an average of 4.71 and the interest to know the needs of the client with 
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4.53. The last dimension corresponds to reliability and it is the dimension 
where the highest average obtained in all the dimensions that belong to 
item 15 is found (the products are delivered in good condition) with an 
average of 5, obtaining in its entirety the maximum and minimum of 5, 
descending is followed by item 14 with an average of 4.71 and 4.47 for item 
16. 

Table  4.  Descriptive  statistics  of  the  16  items  corresponding  to  each 
dimension

Source:  Own  elaboration  based  on  the  data  collected  and  processed  in  the 
statistical program SPSS, v 24.

Dimension ítems N Minimum Maximum Half Standard 
DeviationTangible 1 The sales 

executives have a 
17 4 5 4,94 243

2 The website is 
easily accessible

17 1 5 4,06 1,197

3 The informative 
materials 

17 1 5 4,47 1,068

Answer´s 
Capacity

4 The staff is 
available

17 4 5 4,88 1,068

5 Quotes are in 
established times

17 1 5 4,41 1,176

6 The executives 
resolve doubts at 

17 3 5 4,88 485

7 The executives 
resolve 

17 4 5 4,88 332

8 Executives guide 
the client

17 3 5 4,59 712

9 The driver 
resolves doubts 

17 3 5 4,76 562

Security 10 Staff transmits 
security

17 4 5 4,82 393

11 The guarantee 
that is offered 

17 3 5 4,76 562

Empathy 12 Interest in 
knowing the 

17 2 5 4,53 943

13 Customer is 
paramount

17 3 5 4,71 588

Reliability 14 The delivery of 
the order adapts 

17 3 5 4,71 588

15 The products are 
delivered in good 

17 5 5 5,00 0

16 The after-sales 
service is done in 

17 3 5 4,47 800

N valid (per list) 17
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Analysis of variances by dimensions
An analysis  of  variance was carried out for each dimension in order to 
answer the hypotheses raised by each one, using as a variable the factor 
that "the customer is paramount for the company", for the evaluation of the 
average in each of the corresponding factors by dimension.

Table 5. Anova tangible dimension. Items 1, 2 and 3

Source: Own elaboration based on the data collected and processed in the statistical 
program SPSS, v 24.

a) Tangible dimension.
A variance was created (table 5) that evaluates the tangible dimension in 
order to evaluate the hypothesis "The website is accessible". As can be seen 
in  table  6,  the  hypothesis  is  rejected  when  having  a  significance  value 
greater than .05, which indicates that the data are not relevant. However, 

Sum  of 
squares gl

Quadratic 
means F Sig.

The sales executives have 
a presentable image

Between Groups 0.018 3 0.006 0.085 0.967

Within Groups 0.923 13 0.071

Total 0.941 16

The  website  is  easily 
accesible

Between Groups 9.210 3 3.070 2.907 0.075

Within Groups 13.731 13 1.056

Total 22.941 16

The informative materials 
(catalogs,  samples,  etc.) 
provide  necessary  help 
for  the  provision  of  the 
service

Between Groups 13.928 3 4.643 14.011 0.000

Within Groups 4.308 13 0.331

Total 18.235 16
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the  informative  materials  (catalogs,  sample,  etc.)  provide  help  being 
relevant  for  the  investigation  with  significance  of  .000  and  a  quadratic 
mean of 4.643.

 Table 6. Anova dimension responsiveness. Items 4 to 9

Source:  Own  elaboration  based  on  the  data  collected  and  processed  in  the 
statistical program SPSS, v 24.

b) Dimension responsiveness. This dimension is made up of six items, of 
which the contributions are at established times in relation to the factor of 

Sum  of 
squares gl

Quadratic 
Means F Sig.

The staff is available

Between Groups 1.765 3 0.588 . .

Within Groups 0.000 13 0.000

Total 1.765 16

Quotes are in stablished 
times

Between Groups 18.425 3 6.142 21.624 0.000

Within Groups 3.692 13 0.284

Total 22.118 16

The  executives  resolve 
doubts  at  the  time  of 
quotations

Between Groups 1.765 3 0.588 3.824 0.037

Within Groups 2.000 13 0.154

Total 3.765 16

The  executives  resolve 
effectively

Between Groups 1.765 3 0.588 . .

Within Groups 0.000 13 0.000

Total 1.765 16

Executives  guide  the 
client

Between Groups 5.925 3 1.975 11.712 0.001

Within Groups 2.192 13 0.169

Total 8.118 16

The  driver  resolves 
doubts  at  the  time  of 
delivery

Between Groups 5.059 3 1.686 . .

Within Groups 0.000 13 0.000

Total 5.059 16

Service Quality Granted by a Marketing Company

Vizcaíno, A., Iñiguez-Charles, L.,  León-Luis, A., Pérez-Rocha, B. 45



interest that the client has on the part of the company, which accepts the 
hypothesis  "Quotes  are  delivered  in  a  punctual  "since  it  shows  to  be 
relevant for clients with a quadratic mean of 6,142, followed by customer 
orientation  in  their  purchases  with  a  quadratic  mean  of  1,975  and 
significance close to zero, see table 6.
c) Security dimension
For  the  security  dimension,  two  items  were  generated  to  evaluate  this 
section.  The hypothesis  "Guarantees  are  always fulfilled in  an adequate 
manner" was established. This hypothesis is refuted because the item that 
responds to  this  assertion shows a  level  of  significance  of  .470.  For  the 
client it is more relevant that the personnel transmit security since it shows 
a significance of .004. (Table 7)

Table 7. Anova security dimension. Items 10 and 11

Source: Own elaboration based on the data collected and processed in the statistical 
program SPSS, v 24.

Sum  of 
Squares gl

Quadrat ic 
Means F Sig.

Staff transmits security

B e t w e e n 
Groups

1.548 3 0.516 7.265 0.004

W i t h i n 
Groups

0.923 13 0.071

Total 2.471 16

The  guarantee  that  is  offered 
goes according to your need

B e t w e e n 
Groups

0.867 3 0.289 0.896 0.470

W i t h i n 
Groups

4.192 13 0.322

Total 5.059 16
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d) Empathy dimension
An  assumption  was  generated  to  evaluate  this  dimension,  being  "The 
customer is paramount for the company". The hypothesis is accepted when 
registering a level  of  significance of  .000 and a quadratic  mean of  1.535 
which makes it relevant for the investigation, see table 8.

Table 8. Anova reliability dimension. Items the Customer is paramount

Source: Own elaboration based on the data collected and processed in the statistical 

program SPSS, v 24. 

e) Reliability dimension For this dimension three assertions were created 
that integrate it,  of which the item that says, the product is delivered in 
good conditions, is the one that responds to the hypothesis which throws 
scant information through the Anova, because the quadratic mean is of .000 
(Table 9). The hypothesis is accepted by the value of the mean that, as can 
be seen in the descriptive table of table 11,  is  the item with the highest 
value of 5 in the mean, which makes it the most valued by the clients. A 
relevant item for the client is that the delivery of the orders is adapted to 
the customer's times with a level of significance of .000 and a half-square of 
1.369. 

Sum of Squares gl Quadratic Mean F Sig.

Between Groups 4.606 3 1.535 21.624 0.000

Within Groups 0.923 13 0.071

Total 5.529 16
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Table 9. Anova reliability dimension. Items 14,15 and 16. 

Source:  Own  elaboration  based  on  the  data  collected  and  processed  in  the 

statistical program SPSS, v 24. 
  

CONCLUSION
The security dimension is the best valued by customers, with an average of 
4.79.  Which  means  that  the  user  feels  calm  and  safe  with  the  service 
provider (Setó, 2004). On the other hand, the tangible dimension obtained 
the lowest score (4.49),  due to the lack of knowledge on the part of the 
clients of the existence of the web page.

Within the items of tangibility, the appearance and presentation of the sales 
executives achieved a good score; however the material resources (catalogs, 
magazines, etc.) as well as the website did not prove to be profitable for the 
user's experience of the marketer lacking updating and promotion of these 
resources.  Therefore,  it  is  recommended  to  put  emphasis  on  electronic 
media, because nowadays it is a valuable link for an organization.

The  results  reflect  that  sales  executives  have  the  knowledge  to  answer 
questions  about  orders  and  quotes,  as  well  as  having  the  attitude  and 
availability to do so. However, it is necessary to improve the delivery times 
of the quotes when the clients request them.

Sum of Squares gl Quadratic Mean F Sig.

Between Groups 4.606 3 1.535 21.624 0.000

Within Groups 0.923 13 0.071

Total 5.529 16
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Despite being a company with a reduced client base, users did not rate the 
empathy dimension as excellent; as they consider that they are not given 
the necessary attention by staff to efficiently meet their needs.

Empathy requires an interest in knowing the needs of the client (Cottle, 
1991); however, lacking means to facilitate the approach of customers with 
the company, user-provider communication is weak for the marketer.

The  knowledge  to  resolve  possible  conflicts  and  doubts  as  well  as  the 
attitude of  the  personnel  is  adequate;  in  spite  of  this,  it  is  necessary to 
consider the instruction and preparation of the personnel to offer the client 
the necessary attention to promote long-term relationships.

REFERENCES
Batista, C., Velázquez, R., Díaz, C., & Ronda, G.(2015). Alineación entre la 

toma de decisiones y gestión del conocimiento. El caso de las empresas 
relacionadas con el negocio de turismo. Ingeniare. Revista Chilena de 
Ingeniería, 23 (4), 541-542.

Bojórquez, M., López, A., Hernández, F., & Jiménez, L. (2013). Utilización 
del alfa de Cronbach para validar la confiabilidad de un instrumento 
de  medición  de  satisfacción  del  estudiante  en  el  uso  del  software 
Minitab MISP. In 11th LACCEI Latin American and Caribbean Conference 
for Engineering and Technology (LACCEI’2013)“Innovation in Engineering, 
Technology and Education for Competitiveness and Prosperity” August (pp. 
14-16).

Bueno, E. (2000). La gestión del conocimiento en la nueva economía en gestión del 
conocimiento  y  capital  intelectual.  Experiencias  en  España.  Madrid: 
Instituto Universitario Euroforum Escorial.

Service Quality Granted by a Marketing Company

Vizcaíno, A., Iñiguez-Charles, L.,  León-Luis, A., Pérez-Rocha, B. 49



Carlucci,  D.,  Lerro,  A.,  &  Schiuma,  G.  (2012).  Managing  knowledge 
processes for value creation. The  journal  of  information  and  knowledge 
management system, 42(1), 4-14. DOI: 10.1108/03055721211207815

Castañeda,  D.   (2002).  Niveles  y  variables  del  capital  humano asociados  a  la 
gestión del conocimiento. Fundación Iberoamericana del Conocimiento. 
Retrieved May, 3, 2014.

Celada,  J.  (2014).  Servicio  al  cliente  como  ventaja  competitiva  en  empresas 
comercializadoras  de  abarrotes  en  el  municipio  de  Retalhuleu  (Tesis  de 
licenciatura).  Universidad  Rafael  Landívar,  Quetzaltenango, 
Guatemala.

Cottle, D. (1991). El servicio centrado en el cliente. Madrid: Ediciones Díaz de 
Santos.

De Freitas, & Yáber, G. (2014). Modelo holístico de sistema de gestión del 
conocimiento  para  las  instituciones  de  educación  superior.  Revista 
Venezolana de Información, Tecnología y Conocimiento, 11 (3), 123-154. 

Estrada, V., & Benítez, F. (2006). La gestión del conocimiento en la nueva 
universidad cubana. Pedagogía Universitaria, 11(2), 1-9.

Festinger, L. (1993). Los métodos de la investigación en las ciencias sociales. 
México D.F: Paidós Mexicana.

Flores,  J.  (2010).  La  gestión  del  conocimiento  y  las  herramientas 
colaborativas:  una  alternativa  de  aplicación  en  instituciones  de 
educación superior. Revista de Investigación, 71(34), 11-31.

Frías,  N.  (2014).  Apuntes  de  SPSS:  Análisis  de  fiabilidad  de  las 
puntuaciones  de  un  instrumento  de  medida.  Alfa  de  Cronbach:  Un 
coeficiente de fiabilidad, Universidad de Valencia, España, 10.

Gómez-Vargas, M., & García Alsina, M. (2015). Factores influyentes de la 
gestión  del  conocimiento  en  el  contexto  de  la  investigación 
universitaria. Información, Cultura y Sociedad, (33), 29-46.

Competitiveness Development in Regions, Sectors and Institutions

50 Sánchez-Gutiérrez, J., González-Alvarado, T., González-Uribe, E., Espinoza-Mercado, O. (coord.)



González, A., Castro, J., & Roncallo, M. (2004). Diagnóstico de la gestión del 
conocimiento  en  una  empresa  grande  de  Barranquilla  (Colombia):  Una 

actividad de  vinculación cooperativa  universidad-sector  productivo. 
Ingeniería y desarrollo. (16), 70-103.

Gras, J. (1996). Métodos y técnicas avanzadas de análisis de datos en ciencias del 
comportamiento (Vol. 22). Barcelona: Edicions Universitat Barcelona.

Grasso,  L.  (2006).  Encuestas.  Elementos  para  su  diseño  y  análisis.  Córdoba: 
Editorial Brujas.

Hernández,  R.,  Fernández,  C.,  &  Baptista,  P.  (2010).  Metodología  de  la 
investigación. México: McGrawHill.

Horovitz, J., & Jurguens, M. (1993). La satisfacción total del cliente: la estrategia 
de 25 compañías europeas líderes en calidad de servicios. Madrid: McGraw-
Hill.

Kottler,  P.  (2002).  Dirección  de  Marketing  Conceptos  Esenciales.  México: 
Pearson.

Lara,  J.  (2002).  La  gestión  de  la  calidad  en  los  servicios.  Conciencia  
Tecnológica, (19).

Magnier-Watanabe,  B.,  &  Benton,  C.  (2013).  Enablers  of  Knowledge 
Management  across  borders:  A  Structural  Approach.  International 
Journal of Innovation and Technology Management, 10(4): 1-21.

Maldonado,  G.,  Martínez,  M.  &  García,  D.  (2012).  The  Relationship 
between Knowledge Management and Innovation Level  in Mexican 
SMEs:  empirical  evidence.  Proceedings  of  the  European  Conference  on 
Knowledge Management, 1 (1): 659-677.

Malhotra,  N.  (2004).  Investigación  de  Mercados:  un  enfoque  aplicado. 
México: Pearson.

Service Quality Granted by a Marketing Company

Vizcaíno, A., Iñiguez-Charles, L.,  León-Luis, A., Pérez-Rocha, B. 51



Martínez, J. & Martínez, L. (2009). Understanding customer loyalty through 
system  dynamics;  the  case  of  a  public  sports  service 
in Spain. Management Decisión, 47 (1). 151-172.

Miranda, F., Chamorro, A., & Rubio, S. (2007). Introducción a la gestión de la 
calidad. Madrid: Delta Publicaciones.

Morales,  L.,  & Medina, E. (2015).  Aplicación del modelo Servperf en los 
centros de atención Telcel, Hermosillo: una medición de la calidad en 
el servicio. Contaduría y administración, 60(1), 229-260.

Ochoa,  C.  (2015).Muestreo  no  probabilístico:  muestreo  por 
conveniencia.   Netquest.  WebCite®  http://www.  webcitation.  org/
6w3FXkayH.

Parasuraman, A., Zeithaml, V., & Berry, L. (1988). Servqual: A multiple-item 
scale for measuring consumer perc. Journal of retailing, 64(1), 12.

Pérez,  Y.,  &  Coutín,  A.  (2005).  La  gestión  del  conocimiento:  un  nuevo 
enfoque en la gestión empresarial. Acimed, 13(6), 1-69.

Pillania, R. (2008). Strategic issues in knowledge management in small and 
medium  enterprises.  Knowledge  management  research  &  practice.  (6), 
334-338.

Serradell,  E. & Pérez, J.  (2003).  La gestión del conocimiento en la nueva 
economía. UOC, 1-13.

Setó, D. (2004). De la calidad de servicio a la fidelidad del cliente. Madrid: esic 
Editorial.

Schiuma,  G.  (2012).  Managing  knowledge  for  business  performance 
improvement.  Journal  of  Knowledge  Management,  16(4),  515-522.  DOI 
10.1108/13673271211246103

Suravee,  S.  & Beyerlei,  M.  (2015).  Exploring knowledge management  in 
higher  education  institutions:  processes,  influences,  and  outcomes. 
Academia of Educacional Leadership Journal, 19(3), 2-12.

Competitiveness Development in Regions, Sectors and Institutions

52 Sánchez-Gutiérrez, J., González-Alvarado, T., González-Uribe, E., Espinoza-Mercado, O. (coord.)



Topete, C., Busto, E. & Bustillos, E. (2012). Gestión del conocimiento para 
promover la productividad académica de los institutos tecnológicos en 
la sociedad del conocimiento. Sinéctica, Revista Electrónica de Educación, 
(38) 1-15.

Tschohl,  J.,  &  Franzmeier,  S.  (1994).  Alcanzando  la  excelencia  mediante  el 
servicio al cliente. España: Díaz de Santos. 

Vigo,  P.  (2015).  Análisis  de  la  calidad  en  la  distribución  comercial  minorista 
mediante el modelo SERVPERF: los casos de Mercadona y DIA  (Tesis de 
licenciatura). Universidad de Coruña, La Coruña, España.

Service Quality Granted by a Marketing Company

Vizcaíno, A., Iñiguez-Charles, L.,  León-Luis, A., Pérez-Rocha, B. 53


	Competitiveness Development in Regions, Sectors and Institutions 
	portadilla
	Hoja legal
	contents
	Chapter TWO


