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motivações e percepções dos consumidores:

o caso do algarve
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.*+:#$!'*&+/"(!!(!"3/$&(!!$!"#+"!-+"34(#*'-.("fPS#&9"

("s&/-445"CirQg>

M/+#.(" 3+/'(" .$!" +-'$/(!" 3+/(&(" &$#&$/.+/" &$2"

$" H+&'$" .(" ,-(" $" &$23$/'+2(#'$" .$" &$#!-2*.$/"

.(3(#.(" .(" -2" &$#@-#'$" .(" (!'12-4$!" ,-(" /(&(0("

.$" !(-" 2(*$" (#%$4%(#'(J" (!'12-4$!" +20*(#'+*!" ("

(!'12-4$!" .(" 2+/U('*#:>" ?!'(!" (!'12-4$!" 3(#('/+2"

#$" *#&$#!&*(#'(" .$" &$#!-2*.$/" *#c-(#&*+#.$" +!"

&+/+&'(/1!'*&+!"("$"3/$&(!!$".(" '$2+.+".(".(&*!8$"

.$"2(!2$>"s8$"%A/*$!"$!"(!'12-4$!",-("$"&$#!-2*.$/"

/(&(0(".-/+#'("$"3/$&(!!$".("&$23/+5"("+$!",-+*!"

.A"%A/*$!"'*3$!".("/(!3$!'+>"s(:-#.$"P+20*#"fCiirJ"

CrQg"dos diferentes níveis de resposta do comprador 

podem ser agrupados em três categorias: a resposta 

cognitiva que põe em causa as informações detidas 

e o conhecimento, a resposta afectiva ligada à 

atitude e ao sistema de avaliação e a resposta 

comportamental que descreve a acção, ou seja, não 

só o acto de compra mas também o comportamento 

pós-compra.e>

`(!'(" &$#'()'$" (5" +3(!+/" .$!" (!'-.$!" 3$#'-+*!" ("

.*H-!$!" ,-(" '(#'+2" 3(/&(0(/" $" &$23$/'+2(#'$" .$"

&$#!-2*.$/"#$" &$2;/&*$" /('+49*!'+5"2-*'$"3$-&$"!("

!+0("!$0/("$"*23+&'$".+!"#$%+!"H$/2+!".("%(#.+"#$!"

9A0*'$!".("&$#!-2$>"?!'+" 4+&-#+";"+*#.+"2+*$/"#$"

&$2;/&*$"(2"I$/'-:+4"(5"(2"3+/'*&-4+/"#$"&$2;/&*$"#$"

B4:+/%(5"a20*'$".("+#A4*!(",-("+4*2(#'+"(!'("+/'*:$>

3. metodologia

B" 2('$.$4$:*+" +.$3'+.+" 3+/+" /(&$49+" .$!" .+.$!"

0+!($-F!(" #-2" *#,-;/*'$" &$#!'*'-1.$" 3$/" ,-(!'^(!"

+0(/'+!"("H(&9+.+!5"(!'/-'-/+.$".("2$.$"+"3(/2*'*/5"

3$/" -2" 4+.$5" +" +%+4*+=8$" .$" 3/$&(!!$" .(" &$23/+5"

.+!" 2$'*%+=^(!5" 3/(H(/7#&*+!" (" #1%(4" .(" !+'*!H+=8$"

.$!"&$#!-2*.$/(!".$!"%A/*$!" &$#&(49$!".$"B4:+/%("

+'/+%;!".("-2+"(!&+4+".("P*U(/'"fC"F"#+.+"*23$/'+#'(l

#8$":$!'$l*#!-6&*(#'("+"q"G"()'/(2+2(#'("*23$/'+#'(l

:$!'$"2-*'$l()&(4(#'(g>"I$/"$-'/$"4+.$5"3+/+"+4;2".+"

&+/+&'(/*<+=8$"!h&*$F.(2$:/A6&+".$!"&$#!-2*.$/(!5"

$"*#,-;/*'$"3(/2*'*-"*#H(/*/"+&(/&+".$!"(!3+=$!"$#.("

$" &$#!-2*.$/" 3/(H(/(#&*+42(#'(" /(+4*<+" +!" !-+!"

&$23/+!5"&$2",-("H/(,-7#&*+"$"H+<"("&$2$".*!'/*0-*"

$" $/=+2(#'$" H+2*4*+/" 3(4$!" .*H(/(#'(!" '*3$!" .("

3/$.-'$!>
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 !" *#,-;/*'$!" H$/+2" /(%*!'$!" *#.*%*.-+42(#'(5"

&$.*6&+.$!5" '+0(4+.$!" .(" +&$/.$" &$2" -2" 34+#$"

3/(%*+2(#'(".(6#*.$"("!-02('*.$!"+".*%(/!$!"'(!'(!"

3+/+"/(%(4+/"+"!-+"!*:#*6&a#&*+"("%+4*.+.(5".$!",-+*!"

/(!-4'+/+2" 3(,-(#+!" &$//(&=^(!>" `$" '$'+4" H$/+2"

/(+4*<+.$!"CDEC"*#,-;/*'$!5"(!'/+'*6&+.$!"(2"H-#=8$"

.+" 3$3-4+=8$" /(!*.(#'(" (" '-/1!'*&+" (" 3$/" &$#&(49$5"

&$#H$/2(" !(" +3/(!(#'+" #$" ,-+./$" C>"  !" *#,-;/*'$!"

H$/+2" /(+4*<+.$!" #+!" 3/*#&*3+*!" /-+!" &$2(/&*+*!" .("

&+.+" &$#&(49$" (" @-#'$" +$!" &(#'/$!" &$2(/&*+*!>"  !"

*#.*%1.-$!" +" *#,-*/*/" H$/+2" !(4(&&*$#+.$!" .(" H$/2+"

+4(+'h/*+"(#'/("$!"'/+#!(-#'(!>"](6/+F!(",-("+$"#1%(4"

.+"3$3-4+=8$"'-/1!'*&+"+3(#+!"H$/+2"&$#!*.(/+.$!"$!"

'-/*!'+!"#+&*$#+*!"3$/"!(/(2"+,-(4(!"&-@$!"3+./^(!"

.(" &$#!-2$" 2+*!" !(" +3/$)*2+2" .+" 3$3-4+=8$"

/(!*.(#'(>

B" +2$!'/+" +3/(!(#'+" -2" *#'(/%+4$" .(" &$#6+#=+" .("

iqv5" $" ,-(" !*:#*6&+" ,-(" $!" /(!-4'+.$!" 3$.(2" !(/"

()'/+3$4+.$!"3+/+"$"-#*%(/!$"3$3-4+&*$#+4"&$2"(//$"

+2$!'/+4".("mv>

B" /(&$49+" .(" *#H$/2+=8$" H$*" /(+4*<+.+" (2" B:$!'$"

.("QDDn5"3(/1$.$"(2",-("$"B4:+/%("+&$49("$"2+*$/"

#_2(/$".("'-/*!'+!"#+&*$#+*!>" "'/+'+2(#'$"("+#A4*!("

.$!" *#,-;/*'$!" H$*" /(+4*<+.$"&$2"$"3/$:/+2+"sIss1 

w>CE5" $" ,-+4" 3(/2*'(" -2+" +#A4*!(" .(" (!'+'1!'*&+"

.(!&/*'*%+"("2-4'*%+/*+.+"("+"&$#!(,-(#'("+H(/*=8$".$"

:/+-".("!*:#*6&a#&*+".+!"%+/*A%(*!"#+"()34*&+=8$".+"

3/$&-/+>"

 "3(/64"!h&*$"(&$#h2*&$".$!"*#,-*/*.$!"+3/(!(#'+F!("

#+"6:-/+"C>

I(4+"+#A4*!(".$!" /(!-4'+.$!"+3/(!(#'+.$!"#+"6:-/+"

C"$0!(/%+F!(",-(5"$!"*#,-*/*.$!"!8$"2+*$/*'+/*+2(#'("

.$" :;#(/$" H(2*#*#$" frq5Qvg5" &+!+.$!" fqE5Qvg5" .("

#+&*$#+4*.+.(" 3$/'-:-(!+" fij5jvg5" &$2" -2+" *.+.("

2;.*+" .(" mn" +#$!" (" -2" #1%(4" 2;.*$" .(" (.-&+=8$"

fqn5Evg>" K$2" -2" #1%(4" .(" /(#.*2(#'$" 2;.*$" +4'$"

.+" $/.(2" .$!" CnCr5mn" (-/$!l27!" 3$/" +:/(:+.$"

quadro 1

 !"#$"%&'$()*+,$+-.*!"#$

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng5"L`?"fQDDCg

1 s'+'*!'*&+4"I+&U+:("H$/"s$&*+4"s&*(#&(!
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H+2*4*+/5"$",-+4";"&$23$!'$5"(2"'(/2$!"2;.*$!5"3$/"

Q5j" 3(!!$+!>" K$#&(#'/+2F!(" #$!" 3h4$!" &$2(/&*+*!"

.+" /(:*8$" fP$-4;5" V+/$5" B40-H(*/+" (" I$/'*28$g" ("

+3/(!(#'+2"-2+"&$#.*=8$"+&'*%+"3(/+#'("$"'/+0+49$"

fri5rvg>

4. motivações e padrões com-

portamentais do consumidor no 

algarve

4.1 segmentação do mercado e perfil do 

consumidor

B"*.(#'*6&+=8$".$!"!(:2(#'$!".("2(/&+.$"H$*"/(+4*<+.+"

+'/+%;!" .+"B#A4*!(" .(" K4-!'(/!5" +" ,-+4" &$#!*!'(" #-2"

&$#@-#'$".("3/$&(.*2(#'$!"(!'+'1!'*&$!",-("+:/-3+"-2+"

+2$!'/+"(2":/-3$!"/(4+'*%+2(#'("9$2$:;#($!>"`(!'("

&+!$"(!3(&16&$5"$!":/-3$!"H$/2+.$!"'*%(/+2"3$/"0+!("+"

3/(H(/7#&*+".$!"&$#!-2*.$/(!"3(4$!".*H(/(#'(!"H$/2+'$!"

.(6#*.$!" #(!'(" (!'-.$J" K$2;/&*$" *#.(3(#.(#'(" .("

3/$)*2*.+.(" .(" /('+49$" +4*2(#'+/k" K$2;/&*$" +" /('+49$"

+4*2(#'+/" (2" 9*3(/2(/&+.$!k" K$2;/&*$" +" /('+49$"

+4*2(#'+/" (2" !-3(/2(/&+.$!k" K$2;/&*$" +" /('+49$"

+4*2(#'+/" .*!&$-#'k" K$2;/&*$" *#.(3(#.(#'(" .("

3/$)*2*.+.(" .(" /('+49$" #8$" +4*2(#'+/" (" K$2;/&*$" +"

/('+49$"#8$"+4*2(#'+/":/+#.(".*!'/*0-*=8$>

B" .(6#*=8$" .$!" !(:2(#'$!" .(" 2(/&+.$" *#*&*$-F!("

&$2" +4:-2+!" +#A4*!(!" ()34$/+'h/*+!" /(4+'*%+!" +$"

2;'$.$"+"+34*&+/"#+".('(/2*#+=8$".$!"+:/-3+2(#'$!5"

#$2(+.+2(#'(5" 4*:+=^(!" *#'(/F:/-3$!5" 4*:+=^(!"

*#'/+F:/-3$!5" &/*';/*$" .$" %*<*#9$" 2+*!" 3/h)*2$" (" .$"

2+*!" H(&9+.$>"B#A4*!(!",-("'*%(/+2"&$2$"2(.*.+"$"

,-+./+.$".+".*!'a#&*+"(-&4(.*+#+>

`+" +#A4*!(" .(" &4-!'(/!" -'*4*<$-F!(" $" 2;'$.$" .("

$3'*2*<+=8$"k-means5"+"3+/'*/".$",-+4"H$/+2"$0'*.$!"Q"

&4-!'(/!",-("/(_#(2"EEj"("mnj"$0!(/%+=^(!>

B"+#A4*!(".*!&/*2*#+#'("3(/2*'(" *.(#'*6&+/".*H(/(#'(!"

g/-3$!".("$0!(/%+=^(!".("+&$/.$"&$2"-2"&$#@-#'$".("

v+/*A%(*!"*#.(3(#.(#'(!"(2",-("+"%+/*A%(4".(3(#.(#'("

;" #$2*#+4>" ?!'+" ';&#*&+" .(" +#A4*!(" 3$!!*0*4*'+" :(/+/"

3$#.(/+=^(!" .*!&/*2*#+.+!" 3+/+" &+.+" %+/*A%(4"

*#.(3(#.(#'(5"(2"'-.$"!(2(49+#'(!"+$!"&$(6&*(#'(!"

.("/(:/(!!8$"4$:1!'*&$!>"s*2-4'+#(+2(#'(5"(!'+"';&#*&+"

3(/2*'(" +%+4*+/" +" 2+:#*'-.(" .(" %+/*+=8$" (" (!'*2+/"

&$//(4+=^(!"(#'/("%+/*A%(*!"*#.(3(#.(#'(!"("H-#=^(!"

.*!&/*2*#+#'(!5" 3$!!*0*4*'+#.$" +!!*2" !(:2(#'+/" $!"

%A/*$!" :/-3$!" fI(!'+#+" (" M+:(*/$5" QDDmg>" `(!'("

&$#'()'$"+"+#A4*!(".*!&/*2*#+#'("(H(&'-+.+" '(%("3$/"

$0@(&'*%$"*.(#'*6&+/"+!"&+/+&'(/1!'*&+!",-(".*!'*#:-(2"

figura 1

Caracterização Sócio-Económica da Amostra

P(:(#.+".$!"?!&+4^(!".+"K4+!!("s$&*+4J"B"G"B4'+k"Y"G"p;.*+"B4'+k"K"G"p;.*+"Y+*)+k"N"G"Y+*)+

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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$!"2(20/$!" .(" &+.+" :/-3$5" .("2$.$" +" 3(/2*'*/" +"

!-+" &$//(&'+" &4+!!*6&+=8$>" `$" ,-+./$" Q" +3/(!(#'+F

!(" +" 3/$0+0*4*.+.(" .$!" *#.*%1.-$!" (!'+/(2" 0(2"

&4+!!*6&+.$!5"0+!("3+/+"$".(!(#%$4%*2(#'$".(" '$.+"

+"+#A4*!(",-("!("!(:-(>

?!'+"+#A4*!("+3/(!(#'+"-2"#1%(4".("&$#6+#=+"(4(%+.$5"

&$2" ir5Qqv" .(" 9*3h'(!(!" .$!" &+!$!" (!'+/(2" 0(2"

&4+!!*6&+.$!>"B"+#A4*!(".+"%+/*a#&*+"!*234(!"3(/2*'("

&$#&4-*/" ,-(" $!" &4-!'(/!" +3/(!(#'+2" 3/(H(/7#&*+!"

.*H(/(#&*+.+!"3$/"&+.+"H$/2+'$"&$2(/&*+4"*.(#'*6&+.$"

f,-+./$"mg>

B"+#A4*!("&+'(:h/*&+"/(3/(!(#'+.+"#+"6:-/+"Q"!-:(/("

a ()*!'7#&*+".(".$*!":/-3$!".*!'*#'$!>"I$/"-2"4+.$5"$"

!(:2(#'$",-("3/(H(/("$"Comércio Independente de 

Proximidade (CIP)5"H+<"&$23/+!"#$!"(!'+0(4(&*2(#'$!"

+" /('+49$" +4*2(#'+/" (" #8$" +4*2(#'+/" ()*!'(#'(!" #+!"

quadro 2

/0#'01"$20.+,0+31,%45,6*!+7*##0'"$.01"0+78$!!%&'$,*!

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng

quadro 3

Análise de Variância

s*:>"x"D5Dq5"/(!-4'+.$!"(!'+'*!'*&+2(#'("!*:#*6&+'*%$!>

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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/-+!" &$2(/&*+*!5" (" #$!" !-3(/2(/&+.$!>"?!'(" _4'*2$"

H$/2+'$" ;5" #(!'+" 3(/!3(&'*%+5" &$#!*.(/+.$"2+*!" -2"

'*3$" .(" (!'+0(4(&*2(#'$" 3(/'$" .(" &+!+5" &+.+" %(<"

2+*!"+&(!!1%(4"("2+*!"(,-*3+/+.$"+"-2+"2(/&(+/*+"

.(" :/+#.(!" .*2(#!^(!>" I$/" $-'/$" 4+.$5" !-/:(" -2"

$-'/$" !(:2(#'$5" +" Grande Distribuição (GD) e 

+:/-3+" $!" &$#!-2*.$/(!" ,-(5" 3/(H(/(#&*+42(#'(5"

&$23/+2" #$!" (!'+0(4(&*2(#'$!" (!3(&*+4*<+.$!"

.(" :/+#.(!" .*2(#!^(!" (" 9*3(/2(/&+.$!>" B!"

3/(H(/7#&*+!"3(4+!"4$@+!"discount"#8$"+3/(!(#'+2"-2"

3+./8$" .(6#*.$>" s*'-+#.$F!(" (#'/(" $!" .$*!" :/-3$!5"

/(%(4+2" +" +4(+'$/*(.+.(" .+" &$23/+" #(!'(" '*3$" .("

(!'+0(4(&*2(#'$!"f6:-/+"Qg>

L.(#'*6&+.$!" $!" !(:2(#'$!" +3/(!(#'+F!(" +" !-+"

&+/+&'(/*<+=8$" !h&*$F(&$#h2*&+" f6:-/+"mg>"?#'/("$!"

.$*!"!(:2(#'$!"*.(#'*6&+.$!5"+!"3/*#&*3+*!".*H(/(#=+!"

!8$"+$"#1%(4".$"(!'+.$"&*%*45".+"(.-&+=8$5".+"&4+!!("

!$&*+4"(".$!"&$#&(49$!".("/(!*.7#&*+>

w(/*6&+F!(" ,-(" $" !(:2(#'$" ,-(" 3/(H(/(" +" M/+#.("

N*!'/*0-*=8$" fMNg" +3/(!(#'+" -2" 2+*$/" #_2(/$" .("

&$#!-2*.$/(!"!$4'(*/$!"fmj5nvg"3$/"&$23+/+=8$"&$2"

$" !(:2(#'$" ,-(" 3/*%*4(:*+" $" KLI>" ?!'+!" .*H(/(#=+!"

'+20;2" !8$" %*!1%(*!" +$" #1%(4" .+" H$/2+=8$" (" .+"

&4+!!(" !$&*+4>" N(" H+&'$5" $" !(:2(#'$" MN" +3/(!(#'+"

figura 2

Análise Categórica das Preferências dos Consumidores

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng

Dimensão 1

D
im

e
n

s
ã
o

 2
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-2"#1%(4".("H$/2+=8$"!-3(/*$/"("3$/"&$#!(:-*#'("$!"

!(-!"&$#!-2*.$/(!".(!(23(#9+2"H-#=^(!",-("49(!"

+'/*0-(2" -2" (!'+'-'$" !$&*+4" !-3(/*$/" \,-(4(!" ,-("

&$23/+2"#$"KLI>"p+*!" @$%(#!5" (!'(!" &$#!-2*.$/(!"

.('725" #$" (#'+#'$5" -2" /(#.*2(#'$" 2;.*$" 2(#!+4"

4*:(*/+2(#'(" *#H(/*$/>" ?2" /(4+=8$" +$!" &$#&(49$!"

.(" /(!*.7#&*+5" $" !(:2(#'$" KLI" &$#&(#'/+F!(" (#'/("

I$/'*28$5" P$-4;" (" B40-H(*/+5" (#,-+#'$" $" !(:2(#'$"

M/+#.("N*!'/*0-*=8$"/(!'/*#:(F!("2+*!"+"P$-4;"("V+/$"

f6:-/+"mg>

4.2 motivações e caracterização do 

processo de compra

B!" 2$'*%+=^(!" !8$" 3$/" .(6#*=8$" -2" &$#@-#'$" .("

H+&'$/(!" ,-(" *#c-(#&*+2" $" &$23$/'+2(#'$" .$"

&$#!-2*.$/5" $-" !(@+5" !8$" +!" H$/=+!" ,-(" $" *23(4(2"

3+/+"$"+&'$".("&$23/+>"?#&$#'/+2F!("()'/(2+2(#'("

4*:+.+!" \!" #(&(!!*.+.(!5" &+/7#&*+!" $-" .(!(@$!>"

K$#9(&(/"("&$23/((#.(/"$!"2$'*%$!".$"&$#!-2*.$/"

,-(" &$23/+" #-2" .('(/2*#+.$" (!'+0(4(&*2(#'$"

figura 3

Caracterização Sócio-Económica do Consumidor Algarvio, por Segmentos

P(:(#.+".$!"?!&+4^(!".+"K4+!!("s$&*+4J"B"G"B4'+k"Y"G"p;.*+"B4'+k"K"G"p;.*+"Y+*)+k"N"G"Y+*)+

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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/(%(!'(F!(".("()'/(2+"*23$/'a#&*+"3+/+".(!(#9+/"+!"

(!'/+';:*+!"("$/*(#'+/"$"3/$&(!!$".("!+'*!H+=8$"H+&("

\!"!-+!"#(&(!!*.+.(!>

B"(!'("#1%(4"H$/+2"+#+4*!+.+!"Qr"%+/*A%(*!",-(5"+"3+/'*/"

.(" -2+" +#A4*!(" .(" &$23$#(#'(!" 3/*#&*3+*!5" H$/+2"

+:/-3+.+!"(2"'/7!"&$23$#(#'(!",-("3$/"!*"()34*&+2"

Em5nv".+" %+/*a#&*+" .$!" .+.$!>" -" !(@+5" (!'+!" '/7!"

&$23$#(#'(!"()34*&+2"(2"Em5nv"+!"2$'*%+=^(!".$!"

&$#!-2*.$/(!"#$"3/$&(!!$".("&$23/+5"3$/"()(234$J"

$#.("&$23/+/5"$",-("&$23/+/5"3$/",-("3/(=$>

`+" 6:-/+" E" +#+4*!+2$!" +!" 2$'*%+=^(!" .(" &$23/+"

.$!" &$#!-2*.$/(!5" .$" K$2;/&*$" L#.(3(#.(#'(" .("

I/$)*2*.+.(" (" .+"M/+#.("N*!'/*0-*=8$5" !(:-#.$" +!"

&$23$#(#'(!"&/*+.+!"fOferta Comercial, Atendimento 

e Ambiente Comercial)>"I$.(2$!"+6/2+/5".(3$*!".("

$0!(/%+/"+"6:-/+5",-("'+#'$"$"!(:2(#'$"KLI"&$2$"$"

!(:2(#'$"MN"%+4$/*<+2"+!"2(!2+!"%+/*A%(*!5"2+!"

&$2":/+-!".*H(/(#'(!>" -"!(@+5"#$"&+!$".+"MN"$":/+-"

.("%+4$/*<+=8$";"!(23/("2+*$/".$",-("#$"&+!$".$"KLI5"

*#.(3(#.(#'(2(#'(".+"%+/*A%(4",-("$0!(/%+2$!>

`+"&$23$#(#'("Oferta Comercial"+!"%+/*A%(*!" '*.+!"

&$2$" dp-*'$" L23$/'+#'(!e" 3(4$!" &$#!-2*.$/(!" .$!"

.$*!" !(:2(#'$!" (!'8$" /(4+&*$#+.+!" &$2" $" 3/(=$"

fRelação Preço/Qualidade e Preços e Promoçõesg5"$"

,-("3$.("(!'+/"/(4+&*$#+.$"&$2"+"+&'-+4"&$#@-#'-/+"

(&$#h2*&+5" (" &$2" +" Visibilidade dos Produtos 

Procurados>"B"Variedade da Oferta e a Qualidade do 

Espaço"!8$"H+&'$/(!"&$#!*.(/+.$!"dL23$/'+#'(!e5"$-"

!(@+5"2(#$!"%+4$/*<+.$!",-("$!"+#'(/*$/(!>

N(" -2+" H$/2+" :(/+4" 3$.(2$!" &$#&4-*/" ,-(" $!"

&$#!-2*.$/(!" '13*&$!" .+" M/+#.(" N*!'/*0-*=8$" (!'8$"

2+*!"2$'*%+.$!"3+/+"+"&$23/+".$",-("$!"&$#!-2*.$/(!"

,-(" 9+0*'-+42(#'(" -'*4*<+2" $!" (!'+0(4(&*2(#'$!" .$"

KLI"f6:-/+"Eg>

figura 4

Motivações de Compra do Consumidor por Segmentos

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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B"3/(%+47#&*+".("-2"2$.(4$".(":/+#.(".*%(/!*.+.("

.+" $H(/'+" +!!$&*+.+" +" 3/(=$!" 0+*)$!5" 3/$!!(:-*.$"

3(4+!" -#*.+.(!" &$2(/&*+*!" .(" :/+#.(" .*2(#!8$" ;"

3(/&(0*.+"3(4$!"&$#!-2*.$/(!>"N("H+&'$"!8$"(!'+!"+!"

2$'*%+=^(!",-("2(#$!"()34*&+2"$"&$#!-2$"#(!'(!"

(!3+=$!"#+"h3'*&+".$"&$#!-2*.$/>

`+"&$23$#(#'("Atendimento5"&$#'*#-+"+"%(/*6&+/F!("

-2" 3+./8$" &$23$/'+2(#'+4" 0+!'+#'(" !(2(49+#'(5"

!(#.$" ,-(" 3$/;25" (2" +4:-2+!" %+/*A%(*!" +"

.*!&/(3a#&*+".$":/+-".("*23$/'a#&*+";"2+*!"+&(#'-+.+>"

B!"%+/*A%(*!",-("$!".$*!"!(:2(#'$!"2+*!"%+4$/*<+25"

!(#.$"&$#!*.(/+.+!"&$2$"2-*'$" *23$/'+#'(!5"(!'8$"

/(4+&*$#+.+!" &$2" +" Qualidade do Atendimento5" +"

Disponibilidade e Simpatia dos Funcionários e a 

Informação Disponibilizada no Acto de Compra>

 " 2$.(4$" KLI" 3+/(&(" 3/(%+4(&(/" +3(#+!" 3(4+"

Fidelização e pelo Atendimento Personalizado f-2+"

%(<" ,-(" !8$" $!" +!3(&'$!" +" ,-(" $!" &$#!-2*.$/(!"

+'/*0-(2"2+*$/":/+-".("*23$/'a#&*+"#(!'("!(:2(#'$g>"

`$" (#'+#'$5" +!" :/+#.(!" d&+'(./+*!" .(" &$#!-2$e"

3+/(&(2"*23$/'+/5"&+.+"%(<"2+*!5"3+/+"!*"+,-*4$",-("

+';"+:$/+"&$#!'*'-1/+2"+!":/+#.(!"%+47#&*+!".$"KLI5"

#+" 2(.*.+" (2" ,-(" $" Atendimento Personalizado 

&$#!'*'-*" '+20;2" 2$'*%$" 3+/+" $!" &$#!-2*.$/(!"

&$23/+/(2"#(!'(!"(!3+=$!5"!-3(/+#.$"+"%+4$/*<+=8$"

+'/*0-1.+"#$"&+!$".$"KLI>

"B"&$23$#(#'("Ambiente Comercial"&$#';2"+'/*0-'$!"

,-(5"&$23+/+'*%+2(#'("&$2"+!"$-'/+!"&$23$#(#'(!5"

#8$"'72"'+#'+" *#c-7#&*+"#+!"2$'*%+=^(!".("&$23/+"

.$!" &$#!-2*.$/(!>" L!'$" 3$/,-(" '$.+!" +!" %+/*A%(*!5"

!(:-#.$" +" (!&+4+" +3/(!(#'+.+5" !(" !*'-+2" #$" :/+-"

dL23$/'+#'(e5" (#,-+#'$" #+!" &$23$#(#'(!" Oferta 

Comercial e Atendimento"+"2+*$/*+".+!"%+/*A%(*!"!8$"

&4+!!*6&+.+!"&$2$"dp-*'$"L23$/'+#'(!e>

?!'+"&$23$#(#'("+:/-3+"+3(#+!"'/7!"%+/*A%(*!5"&$2"

%+4$/(!" 3/h3/*$!" !-3(/*$/(!" +" D5q>" N(!'+!5" +,-(4+!"

,-(" 2+*!" *#c-(#&*+2" $" 3/$&(!!$" .(" &$23/+" .$"

&$#!-2*.$/"!8$"$"Livre Serviço e o Divertimento",-("

!("$0';2".$"+&'$".("&$23/+>"B"%+/*A%(4" Informação 

Disponibilizada on-line do Espaço e Produtos";5".+!"

'/7!5"+",-(".(';2"2(#$/":/+-".("*23$/'a#&*+"+'/*0-1.$"

3(4$!"&$#!-2*.$/(!".$"B4:+/%(>

p+*!"-2+"%(<"!("%(/*6&+"+"3/$3$/&*$#+4*.+.(5"(#'/("

$!"!(:2(#'$!"+#+4*!+.$!5" /(4+'*%+2(#'("+$":/+-".("

*23$/'a#&*+"+'/*0-1.$"3(4$!"/(!3(&'*%$!"&$#!-2*.$/(!"

'13*&$!>" -"!(@+5"#$"KLI"+" *23$/'a#&*+" *23-'+.+"\!"

%+/*A%(*!";"4*:(*/+2(#'("*#H(/*$/"\":/+#.(".*!'/*0-*=8$5"

/(%(4+#.$" ,-(" +" +!!$&*+=8$" (#'/(" +" &$23/+" ("

$" 4+<(/" ;"2+*!" (%*.(#'(" #+"MN" .$" ,-(" #$"KLI>"`$"

(#'+#'$5" 3/$%+%(42(#'(" 3(4+" +&'-+4" &$#@-#'-/+5" $!"

&$#!-2*.$/(!" #8$" 3+/(&(2" 2-*'$" 2$'*%+.$!" 3+/+"

+!!$&*+/(25".("-2"2$.$":(/+45"$"&$#!-2$"+$"4+<(/>

N("-2"2$.$":(/+4"%(/*6&+F!(",-("+"&$23/+"$&$//("

2$'*%+.+" 3(4+" $H(/'+" &$2(/&*+4" .*!3$#*0*4*<+.+5"

3(4$" +'(#.*2(#'$" (" 3(4$" +20*(#'(" &$2(/&*+4>"  "

&$#!-2*.$/" ,-(" 3/(H(/(" $" KLI" /(%(4+" -2" #1%(4" .("

2$'*%+=8$"*#H(/*$/"\,-(4(!",-("3/(H(/(2"&$23/+/"#+"

MN>" `+" $H(/'+" &$2(/&*+4" 3/*%*4(:*+F!(" $" 3/(=$" (" +!"

3/$2$=^(!>"`$"+'(#.*2(#'$"!8$"/(4(%+#'(!"+!3(&'$!"

&$2$"+".*!3$#*0*4*.+.("("!*23+'*+".$!"H-#&*$#A/*$!"("

+"!-+",-+4*.+.(>"`$"+20*(#'("&$2(/&*+4"!-/:("$"4*%/("

!(/%*=$"("$".*%(/'*2(#'$>

4.3 avaliação do aparelho comercial

B" +%+4*+=8$" .$" +3+/(49$" &$2(/&*+4" H$*" /(+4*<+.+" +"

3+/'*/".+"+.+3'+=8$".+"2+'/*<"LIB>"B"LIB"H$*"*#'/$.-<*.+"

3$/"p+/'*44+" (" O+2(!" fCijjg>" ?!'+" ';&#*&+" '(2" !*.$"

-'*4*<+.+" (2" %A/*$!" &$#'()'$!" (#,-+#'$" *#!'/-2(#'$"

.("+3$*$"\".(&*!8$"#+"+%+4*+=8$".("(!'/+';:*+!>"`$"

(!'-.$" .(" /(+4*.+.(!" /(4+&*$#+.+!" &$2" $" 4+<(/" ("

/(&/(+=8$"(!'+" ';&#*&+" '(2"!*.$"+34*&+.+"3$/"%A/*$!"

+-'$/(!5" '+*!" &$2$5" M-+.+:#$4$" fCirqg5" o-.!$#" ("

s9(39(/."fCiirg5"bS!+45"o$R+/.5"("O+2/$<S"fCiiCg5"

p+/'*#"fCiiqg"("p(#:+U5"N$''+%*$"(" WP(+/S"fCirng>

 !"/(!-4'+.$!"+3+/(&(2"!$0"+"H$/2+".("-2+"2+'/*<"
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&$2" ,-+'/$" ,-+./+#'(!>" y-+./+#'(" L" G" K$#&(#'/+/"

+,-*" F" $!" (4(2(#'$!" 4$&+4*<+.$!" +,-*" !8$" +" &9+%("

.+" 2-.+#=+" (" /(,-(/(2" *#'(/%(#=8$" *2(.*+'+>"

y-+./+#'("LL"G"p+#'(/"$"T/+0+49$"](+4*<+.$"F"&$#';2"

(4(2(#'$!" ,-(" !8$" +!" dH$/=+!e" .+" $/:+#*<+=8$" ,-("

.(%(/A" 2+#'(/" $" '/+0+49$" /(+4*<+.$>" " y-+./+#'("

LLL" G"N(!(#%$4%(/"2+*!" G" (!'(" ,-+./+#'("2$!'/+" $!"

H+&'$/(!" ,-(" #8$" /(3/(!(#'+2"-2+"+2(+=+"3+/+" +"

$/:+#*<+=8$>" V*#+42(#'(5" $" y-+./+#'(" Lw" G" z/(+!"

.(" ?)&(47#&*+" +" L#$%+/" F" /(3/(!(#'+" $!" (4(2(#'$!"

.(" ()&(47#&*+5" 3$.(#.$F!(" .(!%*+/" /(&-/!$!" .+"

$/:+#*<+=8$" 3+/+" $-'/+!" .*2(#!^(!" 2+*!" H/A:(*!"

fM/+H5"o(22+!*"("`*(4!(#5"CiiQg>

K$2$"2(.*.+" .+" *23$/'a#&*+" -'*4*<$-F!(" -2" 1#.*&("

/(4+'*%*<+.$" .+!" 3/(H(/7#&*+!" 2;.*+!" $0'*.+!" 3+/+"

&+.+"(!'+0(4(&*2(#'$>"K$2$"2(.*.+".+"3(/H$/2+#&("

-'*4*<$-F!("$" 1#.*&(" /(4+'*%*<+.$".+"!+'*!H+=8$"$0'*.+"

3+/+"&+.+"'*3$".("(!'+0(4(&*2(#'$>"K$#H$/2("!("3$.("

*.(#'*6&+/" #+" 6:-/+" E5" $!" &$#!-2*.$/(!" *.(#'*6&+2"

+!"A/(+!"#8$"+4*2(#'+/(!".$"&$2;/&*$"*#.(3(#.(#'("

.("3/$)*2*.+.("&$2$"A/(+!"+".(!(#%$4%(/5",-(/"(2"

'*3$4$:*+".("3/$.-'$!"+"$H(/(&(/"&$2$"#+",-+4*.+.("

.$"!(/%*=$>"`(!'("a20*'$5" (!'+!"A/(+!"+!!-2(2F!("

&$2$"+!",-("/(,-(/(2"2+*$/"+'(#=8$5",-(/"3$/"3+/'("

.$!"+&'$/(!"&$2(/&*+*!",-(/"3(4$!"/(!3$#!A%(*!"3(4+"

.*#+2*<+=8$".+"+&'*%*.+.(>

?2"'(/2$!".("3/(H(/7#&*+".$!"&$#!-2*.$/(!5"'$/#+F

!(" 3(/&(3'1%(4" +" !+'*!H+=8$" &$2" $" 9*3(/2(/&+.$5"

$" !-3(/2(/&+.$5" $" .*!&$-#'" $-" $" *#.(3(#.(#'(" .("

3/$)*2*.+.(>"?!'(!"H$/2+'$!"!8$"+!!*2"*.(#'*6&+.$!"

&$2$"!(&'$/(!".("()&(47#&*+".+"+&'*%*.+.("&$2(/&*+4"

/(:*$#+45" #$!" ,-+*!" !(" .(%(/A" 2+#'(/" +" 2+'/*<" .("

+&'-+=8$" +&'-+4>" s*'-+=8$" '+20;2" /(c(&'*.+" #+!"

3/($&-3+=^(!" 2+#*H(!'+!" 3(4$!" &$#!-2*.$/(!"

/(4+'*%+2(#'(" +$" .(!(#%$4%*2(#'$" .+" +&'*%*.+.("

&$2(/&*+4"#+"/(:*8$".$"B4:+/%(5"6:-/+"n>

figura 5

Análise de Correspondências de Preferência/Satisfação, por Segmentos

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng"
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`(!'("!(#'*.$5"/(H$/=+2F!("+4:-2+!".+!"&$#&4-!^(!"

@A" ()3$!'+!" 3/(%*+2(#'(5" 3+/'*&-4+/2(#'(" #$" ,-("

&$#&(/#(" +$!" 3$#'$!" H$/'(!" (" H/+&$!" .$" &$2;/&*$"

*#.(3(#.(#'(" .(" 3/$)*2*.+.(" (" .+" :/+#.("

.*!'/*0-*=8$>"s+4*(#'+2F!("+!!*2"&$2$"3$#'$!"H$/'(!5"

$" +'(#.*2(#'$" 3(/!$#+4*<+.$" (" +" 6.(4*<+=8$" .("

&4*(#'(!" #$" KLI5" (" $!" 9$/A/*$!" .(" H-#&*$#+2(#'$" ("

+"%+/*(.+.(".("3/$.-'$!"#+"MN>"?2"&$#'/+3$#'$5"$"

3(/1$.$".(" H-#&*$#+2(#'$"("+"()*!'7#&*+".("3/(=$!"

3$-&$!" &$23('*'*%$!" #$" &$2;/&*$" *#.(3(#.(#'("

.(" 3/$)*2*.+.(5" (" +" 2+!!*6&+=8$" .(" 3/$.-'$!" (" +"

3(/.+" .$" /(:*!'$" /(:*$#+4" .$!" 3/$.-'$!" #+" :/+#.("

.*!'/*0-*=8$5" !8$" +,-*" +3/(!(#'+.$!" &$2$" 3$#'$!"

H/+&$!"+"/(2$.(4+/>

B"2+'/*<"3(/2*'("+*#.+"+:/(:+/".("H$/2+"&$234(2(#'+/5"

3+/+" &+.+" -2" .$!" !(:2(#'$!5" $3$/'-#*.+.(!" ("

+2(+=+!5"(2"&$#H$/2*.+.("&$2"$!"&$#'/*0-'$!".$!"

&$#!-2*.$/(!>

B" &+3+&*.+.(" .(" /(%*'+4*<+=8$" .$!" &(#'/$!" -/0+#$!"

.+!" &*.+.(!5" ,-(" (2" :/+#.(" 3+/'(" !(" (#&$#'/+2"

+&'-+42(#'(" .(:/+.+.$!5" (" +" 9+/2$#*<+=8$" .$!"

9$/A/*$!" .(" H-#&*$#+2(#'$" &$2" $" 3(/1$.$" 4+0$/+45"

(2"&$#H$/2*.+.("&$2"$",-("+&$#'(&("+&'-+42(#'("

#+" :/+#.(" .*!'/*0-*=8$5" !8$" +3$#'+.$!" &$2$"

3/*#&*3+*!" $3$/'-#*.+.(!" .$" &$2;/&*$" *#.(3(#.(#'("

.("3/$)*2*.+.(>"?2"'(/2$!".("+2(+=+!5"!+4*(#'+F!("

+"(4(%+.+"&+3+&*.+.("6#+#&(*/+".+!"2-4'*#+&*$#+*!5"

:(/+#.$"+-2(#'$!".("*#%(!'*2(#'$"!*:#*6&+'*%$!"3$/"

3+/'(" .$!" (!'+0(4(&*2(#'$!" .+" :/+#.(" .*!'/*0-*=8$5"

(" +" (!'+:#+=8$" .$!" (!'+0(4(&*2(#'$!" .$" KLI" (2"

'(/2$!".("*#$%+=8$>

`$",-("/(!3(*'+"\":/+#.(".*!'/*0-*=8$5"$!"&$#!-2*.$/(!"

*#,-*/*.$!"*.(#'*6&+2"&$2$"3/*#&*3+*!"$3$/'-#*.+.(!"

+"&+3+&*.+.(".("3(#('/+=8$"(2"#*&9$!".("2(/&+.$"

(!3(&16&$!" (" +" &+3+&*.+.(" .(" +&$23+#9+2(#'$"

figura 6

Matriz SWOT do Comércio no Algarve, por Segmentos

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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.+!"+4'(/+=^(!".("&$#!-2$>"?2"'(/2$!".("+2(+=+!"

+" 3$#.(/+/5" $" 3/*#&*3+4" H+&'$/" /(H(/(F!(" \" ()+-!'8$"

.$" 2$.(4$" .+!" :/+#.(!" !-3(/H1&*(!" 3$/" 3+/'(" .$!"

&$#!-2*.$/(!>

 " .*+:#h!'*&$" !$0/(" 2$'*%+=^(!" (" 3(/&(3=^(!" .$!"

&$#!-2*.$/(!"/(4+'*%+2(#'("+$"&$2;/&*$"'(/2*#+"&$2"

+"+#A4*!("$#.("!("3/('(#.("(%*.(#&*+/"+!"#(&(!!*.+.(!"

H-'-/+!" .$" &$2;/&*$>" ?!'+" 3(/2*'(" +" /(3/(!(#'+=8$"

.("(!&+4+!".("3/(H(/7#&*+!"(2"0$)F34$'!"3+/+":/-3$!"

.(" %+/*A%(*!5" .(" H$/2+" +" &+/+&'(/*<+/" +!" 3/*#&*3+*!"

.*H(/(#=+!"()*!'(#'(!"(#'/("$!":/-3$!5"#(!'("&+!$"$!"

!(:2(#'$!>"B!"0$)F34$'!"3(/2*'(2"+"&$23+/+=8$".("

&+.+" :/-3$" 3(4+!"2(.*+#+!5" $!" %+4$/(!"21#*2$!" ("

2A)*2$!"$0!(/%+.$!"("$!"3(/&(#'*!>

B" 4*#9+" &*#<(#'+" .(#'/$" .(" &+.+" 0$)F34$'" *#.*&+" +"

2(.*+#+".("&+.+".*!'/*0-*=8$>" !"4*2*'(!".("&+.+"0$)F

34$'"*#.*&+2"+".*!3(/!8$".+!"3/(H(/7#&*+!"3+/+"&+.+"

%+/*A%(4"f%+4$/"2A)*2$"("21#*2$g>"N("-2"2$.$":(/+45"

(!'("'*3$".("/(3/(!(#'+=8$"2$!'/+"&4+/+2(#'("$":/+-"

.(".*!3(/!8$".+!"3/(H(/7#&*+!".$!"&$#!-2*.$/(!"(2"

'$/#$".+"2(.*+#+>

`(!'("!(#'*.$5"$!"*#.*%1.-$!"*#,-*/*.$!"*.(#'*6&+2"+!"

2(49$/*+!".$"+'(#.*2(#'$"&$2$" H+&'$/"(!!(#&*+4"+$"

.(!(#%$4%*2(#'$"H-'-/$".$"&$2;/&*$>"B"2$.(/#*<+=8$"

.$!" (!'+0(4(&*2(#'$!" (" +" +4'(/+=8$" .$!" 9$/A/*$!5"

.(" H$/2+"+" &$23+'*0*4*<+/" +" $H(/'+" &$2(/&*+4" &$2"+"

+&'*%*.+.(" 3/$6!!*$#+4" .$!" &$#!-2*.$/(!5" !-/:(2"

*:-+42(#'(" &$2$" H+&'$/(!" *23$/'+#'(!" #+" !-+"

3(/&(3=8$" .$" H-'-/$" .$" &$2;/&*$>" B" +0(/'-/+" .("

:/+#.(!" !-3(/H1&*(!" (" +" +#*2+=8$" .(" /-+" !-/:(2"

#(!'+" +#A4*!(" &$2$" H+&'$/(!" .(" 2(#$/" /(4(%a#&*+5"

&$23+/+'*%+2(#'("+$!"3/(%*+2(#'("+3/(!(#'+.$!>

N("-2+"H$/2+":(/+45"+"6:-/+"j"3(/2*'(F#$!"+#+4*!+/"

+,-*4$" ,-(" $!" &$#!-2*.$/(!" (!3(/+2" ,-(" !(@+" +"

(%$4-=8$".$"&$2;/&*$"(2":(/+4>"I(/2*'*#.$"+#'(&*3+/"

+!" ()*:7#&*+!" .$!" &$#!-2*.$/(!" /(4+'*%+2(#'("

+" 2(49$/*+!" #$" +'(#.*2(#'$5" (" +" +4'(/+=^(!" #$!"

9$/A/*$!" .(" H-#&*$#+2(#'$>" N(3/((#.(F!(" +*#.+"

+" 3/($&-3+=8$" &$2" +" 2$.(/#*<+=8$" .$!" (!3+=$!"

&$2(/&*+*!>" K$2" 2(#$!" *#'(#!*.+.(" .$" ,-(" $!"

H+&'$/(!" +#'(/*$/(!5" $!" &$#!-2*.$/(!" 3(/!3(&'*%+2"

+"+0(/'-/+".(":/+#.(!"!-3(/H1&*(!"("-2"+-2(#'$".+"

+#*2+=8$".("/-+>

figura 7

Percepção dos Consumidores em Relação ao Futuro do Comércio

V$#'(J"s*!'(2+".("L#H$/2+=8$"K$2(/&*+45"bBPM"fQDDng
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5. conclusão

B"3(/'*#7#&*+".$"(!'-.$"(2"&+-!+"(!'A"34(#+2(#'("

@-!'*6&+.+"H+&("+$"&/(!&*2(#'$".$"+3+/(49$"&$2(/&*+4"

*#!'+4+.$"#+"/(:*8$".$"B4:+/%(5"0(2"&$2$".+!"!-+!"

(%$4-=^(!" /(&(#'(!5" #-2" &$#'()'$" 2+/&+.$" 3$/"

&4+/$!"&$#!'/+#:*2(#'$!".$"3$.(/".("&$23/+>"`(!'("

!(#'*.$" @-4:+F!("#(&(!!A/*$" &$#9(&(/"+"$3*#*8$".$!"

&$#!-2*.$/(!" .(" H$/2+" +" &$23/((#.(/" +" (%$4-=8$"

&$#'/+.*'h/*+"(#'/("+"$H(/'+"("+"3/$&-/+>

N("H$/2+"2+*!"&$#&/('+".(%(F!("/(H(/*/",-("$"3/(!(#'("

(!'-.$" H$*" .(!(#%$4%*.$" #+" h3'*&+" .$" &$#!-2*.$/" ("

3/('(#.*+".('(/2*#+/"2$'*%$!".("&$23/+5"3/(H(/7#&*+!"

("!(:2(#'$!".("2(/&+.$"&$2"3+./^(!"("9A0*'$!".("

&$#!-2$".*H(/(#&*+.$!>

 !" !(:2(#'$!" .(" 2(/&+.$" KLI" (" MN" H$/+2"

*.(#'*6&+.$!"(2"H-#=8$".+!"3/(H(/7#&*+!"("2$'*%+=^(!"

.$!"&$#!-2*.$/(!5"3(/2*'*#.$"&$#&4-*/",-("+":/+#.("

.*!'/*0-*=8$"'(2"%*#.$"+"&$#%(/'(/"+,-(4+!",-("(/+2"

+!" !-+!" 3/*#&*3+*!" .(!%+#'+:(#!" (2" %+#'+:(#!"

&$23('*'*%+!>"  " +'(#.*2(#'$" 3(/!$#+4*<+.$" (" +"

!-+" ,-+4*.+.(5" $-'/$/+" 2+*!F%+4*+!" .$" K$2;/&*$"

L#.(3(#.(#'(".("I/$)*2*.+.(5"&$2(=+2"+:$/+"+"!(/"

-2+"3/($&-3+=8$"("-2+"()*:7#&*+".$!"&$#!-2*.$/(!"
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