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Sammanfattning 
Som människa i dagens samhälle blir man, varje dag, exponerad av ett mycket stort antal 
marknadsföringsbudskap i form av annonser och reklam, ett antal som är omöjligt för en 
enskild individ att ta in. Företag har därför svårt att nå ut till sina segment utan att spendera 
stora resurser på sin marknadsföring. Word-of-mouth (WOM) kan beskrivas som det in-
formella rykte vilket förmedlas mellan konsumenter och som innehar en större trovärdighet 
och genomslagskraft än den traditionella marknadsföringen. Om företag skulle kunna på-
verka och kontrollera WOM så skulle detta kunna leda till en viss konkurrensfördel. Kun-
der inom servicesektorn, som till exempel hotellindustrin, är speciellt påverkade av denna 
informella information i deras val av hotell och tjänster. Därför har hotellindustrin fungerat 
som utgångspunkt för denna studie av fenomenet WOM och hur det kan kontrolleras av 
företagen. Hotellen som ingår i studien är geografisk belägna inom Jönköpingsområdet. 
 
Syftet med studien och uppsatsen är att försöka undersöka om och hur WOM är påverkat 
av de utvalda hotellen i studien och observera de olika metoder som kan har en inverkan på 
WOM.   
 
Metoden för insamlandet av primär data är av kvalitativ natur. Där någon från de utvalda 
hotellens administrativa personal har blivit intervjuad för att svara på frågor som berör 
denna studie över fenomenet WOM. Sekundär data har samlats in från relevanta artiklar 
och böcker för att bidra till en så trovärdig analys som möjligt. Teorin behandlar WOM, 
service och relationsmarknadsföring. 
    
Författarna avslutar med slutsatsen att det finns en medvetenhet hos respondenterna om 
WOM och dess betydelse för företaget. Det verkar finnas en större medvetenhet av att ak-
tivt försöka minimera negativ WOM än att aktivt försöka influera den positiva WOM. Det 
fanns indikationer på att hotellen på något sätt använder metoder som man tror generera 
positiv WOM. Problemet verkar vara svårigheten att utvärdera vad som egentligen är skill-
naden mellan relationsmarknadsföring och WOM marknadsföring i några av de metoder 
som hotellen tror kan genera positive WOM.  Hotellets storlek/finansiella resurser verkar 
också ha en viss betydelse för om hotellen säger sig använda eller vara beroende av WOM. 
Så även om det fanns vissa åtgärder som kan generera positiv WOM så finns det en passiv 
attityd hos respondenterna mot att man verkligen kan kontrollera det. Men genom att skaf-
fa sig större insikt om hur WOM och de nuvarande marknadsmetoder som används hör 
samman, tror författarna att hotellen kan bli mer effektiva i sin marknadsföring. 
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Abstract  
Since a normal person of today is exposed to a vast number of marketing messages from 
conventional marketing methods like advertising campaigns and commercials, the con-
sumer will have to make a choice from all these offers conveyed through promotional ef-
forts. Word-of-mouth (WOM) is the informal communication about a service or product 
between consumers. This can be said to serve as a credibility filter for the consumer be-
cause of its perceived independence and trustworthiness. Gaining control of WOM from 
the company’s point of view could create a competitive advantage over competitors in the 
market place. Service industries, such as the hotel industry, are highly affected by WOM 
and therefore hotels were chosen in the Jönköping region in order to study the company 
awareness and ability to control the WOM phenomenon. 
    
The purpose of the thesis is to investigate if WOM is a factor which is controlled by the 
hotel firms and to detect and describe how this is done and what kind of the marketing 
methods that are being used.  

The method chosen by the authors of the thesis in order to gather primary data was of a 
qualitative nature were interviews were conducted together with appropriate hotel manag-
ers of hotels in the Jönköping region in order to study their view on the WOM phenome-
non. Secondary data was collected from relevant theoretical articles and books in order to 
carry out the analysis of the primary data.  The theoretical framework consists of theory 
concerning WOM, service and relationship marketing.     

The authors of the thesis conclude that there is awareness among the respondents about 
the power of WOM and its importance for the business. However, there seem to be a 
greater consciousness of using actions for minimizing negative WOM than consciously in-
fluence the spread of positive WOM. Some actions taken by the hotels are indeed believed 
to generate positive WOM but there appears to be a thin line between creating relationship 
and actually influencing the spread of positive WOM, this perhaps due to the problem of 
the WOM evaluation of the actions taken.  Size/financial mean also seem to be important 
factors on the hotels dependence on WOM the action taken to try to generate positive 
WOM. Even though some methods were detected that were thought to harness WOM, 
there is still a rather passive attitude among the respondents towards actually being able to 
influence WOM to its full extent. By gaining more insights of WOM and the marketing 
methods currently used, the authors of the thesis believe that hotels studied would become 
more efficient in their marketing efforts.   
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1  Introduction 
The following chapter is an introduction to the subject in which the authors of the thesis have chosen to focus 
this research. This introduction will begin with describing the background to the problem which is discussed 
and then finishing in the problem discussion and research questions and finally the purpose. 

1.1  Background 
According to an article in USA Today (2005) the average amount of marketing messages 
that a consumer faces today ranges from three to five thousand a day, leading to that indi-
viduals are unable to take it in or even actively ignoring ads and other forms of traditional 
marketing efforts. It is also known that traditional marketing efforts are decreasing in 
power and effectiveness while they are, at the same time, been growing more and more ex-
pensive over the last 30 years (Kirby & Marsden, 2006). Silverman (2001), who is an ac-
knowledged expert on WOM marketing and experienced consultant, claims that the impor-
tance of traditional marketing in all its forms is diminishing because consumers simply do 
not have the time to absorb them.  

Gummesson (2002) claims that traditional marketing with its 4 P:s (price, place, product 
and promotion) is going through a paradigm shift where relations and networks are in cen-
tral focus and the 4 P:s is tools for the former: 

“In my view the paradigm shift has already taken place in the realty of business but not in 
the reality of theories and books” (Gummesson, 2002, p346). 

Because of the changing marketing environment where it seems to be more and more es-
sential to find alternative ways of making one’s voice heard and Word-of-mouth (WOM) is 
a phenomenon that has been long known and proven to be a very powerful way of making 
or braking the business for companies in general (Silverman, 2001). According to The 
American Management Association, Silverman even claims that: 

“WOM is universally acknowledged by marketers to be the most powerful force in the 
marketplace”. 

It is also stated that WOM is the primary source for decision-making when purchasing a 
product (Linberg-Repo, 1999). McKinsey & Company estimated that WOM influences up 
to a third of the US economy while a research conducted by Ernst & Young showed that 
70 percent of new car buyers were influenced by WOM and only 18 percent by advertising 
(Wreden, 2005). 

Grönroos (1997) who is a professor in marketing at the Swedish school of economics in 
Helsinki claims that WOM is even more powerful within the service sector as the intangi-
ble nature of the service itself makes the consumer more affected by WOM rather than 
marketing efforts from the company itself, including negative WOM. This is something 
that is confirmed by  Berry & Parasuraman (1991) who both also are distinguished market-
ing professors at Mays business school at Texas A&M University and University of Miami 
respectively. To be dealing with negative WOM is often described as “service recovery” 
and it is a very important part of service marketing and Baron and Harris (2003) says that a 
good service recovery can be even more important than outcomes from a service without 
any mistakes made and bad service recovery leads to negative WOM.  
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Payne (1994) claims that WOM is the outcome and basis of customer retention. Payne 
(1994) also says that, as customers get more loyal they tend to produce more positive 
WOM and act as brand advocates for a company and as retention efforts are intensified 
and points to examples of companies in the service sector. Lindberg-Repo (1999) confirms 
that loyal customers are indeed the ones who are more likely to spread WOM and do it in a 
more powerful way than first time clients will.  

WOM has up to now been seen as something that is out of the company’s control. It is of-
ten seen by managers and marketers that if you only can deliver a good service, then WOM 
is something that will be working for you or against you whether you want it or not. There 
is, however, literature that suggests that WOM is indeed controllable and that it should be 
part of the companies’ marketing programs (Silverman, 2001; Kirby & Marsden 2006). By 
not realising that, companies might be doing a very big and costly mistake (Silverman, 
2001).     

1.2  Problem Discussion and Research Questions 
According to Grönroos (1997) and Berry and Parasuraman (1991) it is well known that 
WOM is something powerful and especially in the service sector. Since there also exist new 
literature and theories that claims that WOM, contrary to prior marketing literature, is in-
deed controllable the authors of the thesis find it interesting to take a closer look on this 
area in order to try and identify WOM marketing methods and the awareness of them in 
service companies (Silverman, 2001; Kirby & Marsden 2006).  

The hotel business is a sector within the service industry that is highly affected from WOM 
because of the very nature of their activities thus, the authors find it relevant to make a 
study of WOM with a focus on this particular business sector (Grönroos, 2003; Mossberg 
& Johansen, 2006; Ford & Magnini, 2004).  

As discussed above services have a lot to do with relationships and relationship marketing 
and within these fields of theory WOM plays a big part. Because of the decline in impor-
tance of traditional marketing methods such as the 4 P:s, WOM is something that is of 
growing importance since it can be more and more seen as a useful and controllable tech-
nique. WOM can furthermore also be very powerful although not a lot of resources are in-
vested compared to traditional marketing methods, such as promotions and advertising 
(Silverman, 2001; Gummesson, 2002). 

Negative WOM has always been present in services in general and in the hotel industry es-
pecially. There are many theories as to how one can provide a high quality service and also 
how to best compensate for service failures, an area where service recovery theories have 
been extensively developed (Grönroos 2002, 2003; Berry & Parasuraman, 1991, Baron & 
Harris, 2003). The authors of the thesis would like to know how aware hotels are of ser-
vice- and relationship marketing theories and how do they handle negative WOM.  

The idea of generating positive WOM is something that has not been in focus since it has 
not been seen as controllable. Lately, new theories have emerged that claims that it can in-
deed be controlled (Silverman, 2001; Kirby & Marsden 2006). If these theories are right 
then positive WOM ought to be used as a marketing tool by companies within the hotel 
industry but is there indeed such a correlation? If there is a correlation, how do they make 
use of WOM?  
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The authors want to investigate whether Hotels of today are aware of the importance of 
not only negative but also positive WOM and foremost, how they are actually controlling 
it. It is in our interest to identify methods and factors influencing WOM in the hotel busi-
ness and how they are controlled by the company management.  

Are there methods that are more common than others? There might be marketing that by 
experience is more effective than others but there can also be a lack of knowledge when it 
comes to WOM marketing. 

How important are they seen by the leadership in the organization? Does the structure and 
size of the company matter? Also here the knowledge might play an important role but also 
the resources available and central decision making may be a central factor since WOM 
methods are generally cheaper than traditional marketing (Silverman, 2001). 

Is there a difference between how widely and important WOM when looking at different 
customer segments? For example, families might be more open to WOM marketing than 
business travellers or vice versa.   

1.3  Purpose 
The purpose of the thesis is to investigate if WOM is a factor which is controlled by the 
hotel firms and to detect and describe how this is done and what kind of the marketing 
methods that are being used.  

1.4  Delimitations 
The authors of the thesis have chosen to limit the research to the hotel industry in the re-
gion of Jönköping, Sweden. Furthermore, the authors have decided to restrict this thesis to 
the perspective of the company management since there have alredy been quit a lot of re-
search done on WOM and the consumer but not from a corporate perspective. 

1.5 Outline of the Thesis 
The thesis is divided into seven main chapters where the first chapter is named introduc-
tion, where the background, problem discussion, purpose and delimitation are discussed. 
The second chapter deals primarily with the method of retrieving the primary and secon-
dary data for the study. The third chapter consists of the theoretical framework that was re-
lated to WOM with relevance to the study. The fourth chapter is the empirical chapter 
where the respondents are presented along with data gathered from the primary data col-
lection. The chapter is divided into background, service, marketing and WOM. The fifth 
chapter deals with analysis where the theoretical framework is compared with the data col-
lected from the empirical chapter. In the sixth chapter the conclusion of the study is pre-
sented and the authors of the thesis give suggestion to further research in the WOM area.    
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2 Method  
This chapter presents the method chosen for retrieving the theories used, the choice for collecting the primary 
data, the reliability and validity of the methods and findings and critique of the method chosen. 

2.1 Choice of Method 
The aim of the research is to achieve deeper understanding of WOM and to find out the 
relationship with the WOM concept in the hospitality industry, where the focus is on hotels 
and especially in the region of Jönköping, Sweden. The purpose of the thesis is to find out 
if WOM is factor that is harnessed by the interviewed respondents and the finding out the 
marketing process.   

The method chosen is of a qualitative nature with an epistemological standpoint more lean-
ing towards hermeneutics than positivism. Where Bryman and Bell (2003) say that herme-
neutics stresses more on the understanding and interpretation of the social world as it per-
ceived by the interviewed, whereas positivism prefers scientific research methods in order 
to study the phenomenon. 

The qualitative research method normally focuses more on the actual words than on quan-
tification when it comes to the gathering and analysis of the appropriate data. Qualitative 
methods focus on the understanding and interpretation of the social world and understand-
ing and interpretation of the words from the data collection. Some authors within method-
ology recognize, however, that there is always a combination of quantitative and qualitative 
inputs in the data gathered (Collins & Hussey, 2003; Bryman & Bell, 2003). 

The authors of the thesis believe that due to the complexity of the WOM marketing proc-
ess and in order to find out if and how the respondents use WOM in the their marketing 
strategy a qualitative method would be the most appropriate. Furthermore, it is believed 
that to conduct more of a qualitative than quantitative method, actual formulation from the 
interviews could shed more light on the WOM phenomenon seen from the companies’ 
point of view.   

A deductive approach is first considered by the authors when formulating interview ques-
tions that derive from present theory. However, there is an underlying inductive approach 
when interpreting the data collected in the hope that new theory or insight will emerge 
from the data collected.       

Induction can be summarized as extracting theory from the observation and deduction can 
be seen as an attempt to utilize theory that can be confirmed or reformulated after observa-
tion. In the deductive approach there are elements of induction as there are elements of 
deduction in the induction approach. (Bryman & Bell, 2003) 

2.2 Data Collection 
There are numerous ways to choose from as to where and how to collect data. The data 
collection sources derive from primary or secondary data. The authors have chosen to in-
terview the head manager Miléva Blomberg at the tourist agency in Jönköping in order to 
find out which hotels that could be of interest when it comes to study the phenomenon of 
WOM and how it is viewed in the hotel industry in the region of Jönköping. The tourist 
agency has aquired a great knowledge of the hotels in the Jönköping region and their repu-
tation by, for example, making regular visits to them first hand. The data collected from the 
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interview is, for these reasons, regarded by the authors of the thesis as a trustworthy source 
of information for making a selection of interesting respondents that could be worthwhile 
interviewing in order to get relevant empirical data for this thesis.  

The qualitative interview method is chosen when researchers want thorough and rich an-
swers, (Bryman, Bell, 2003). Qualitative interviews are what the authors of the thesis con-
sider as an appropriate way of collecting the primary data for this research. There are two 
main types of qualitative interviews. The unstructured and the semi-structured interview, 
where the unstructured interview is more like a conversation and the semi-structured have 
questions prepared on the topics (Bryman, Bell, 2003). The semi-structured interview was 
preferred since the questions already were prepared and taken from the WOM theory. Al-
though there was a manual with prepared questions, following up questions could be asked 
depending on the situation and answer given by the interviewee. The questions formulated 
in the interview guide were mostly of the open-ended kind. This was done in order to get 
the respondents own view of things. As it can be considered insensible for the interviewee, 
permission for using a tape recorder was always asked in advance. Using a tape recorder 
make the interview process more efficient and also creates the possibility of interpreting 
the respondents answers and reasoning at a later point. Thus, the whole focus during the 
interview can be on the interviewee and with less distraction when for example taking 
notes with pen and paper. 

2.2.1 Literature Study 
According to Hussey & Hussey (1997) the literature study should be done with some kind 
of limitation in order to collect relevant information for the research project. Also, theories 
from older sources such as books and research reports should be complemented with more 
recent research theory if the research topic chosen is a relatively new one. Articles are very 
suitable for doing this since they usually are more recently updated than books.   

The search for literature took place in the Jönköping university library but also a big part 
was conducted through internet where our main search and theory gathering was con-
ducted through Emerald Full text and Ebrary. Articles and research reports were mostly re-
trieved through Emerald while literature such as books and some research reports were 
found at the Jönköping university library and with help from their database JULIA. The 
Diva network was also used to find other Swedish thesis literature within similar fields as 
this thesis. Other sources for information on the internet were search engines and news 
sites. The limitation for our literature study lied within the words used when searching for 
literature which were related to WOM and/or service marketing.  

2.3 Validity 
Validity is when the research findings correlate with what the real situation studied. (Hussey 
& Hussey, 1997). Validity can be further broken down into external and internal validity. 
External validity is whether the theory can be generalized shifting to other social settings. 
Internal validity is the goodness of the theory developed with comparison to the actual ob-
servations (Bryman & Bell, 2003). In order to achieve a high validity of the thesis the au-
thors tried to make an appropriate selection of respondents, gather and present most of the 
data from the interviews with respondents. Also, background of the respondents and their 
view on the phenomenon studied. Finally, an interpretation with the appropriate theoretical 
framework that concerned the study was made.     
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2.4 Reliability 
Reliability is when different researcher can obtain the same results using the same method. 
(Hussey & Hussey, 1997). Reliability can also be further broken down into internal and ex-
ternal criteria, where external reliability is actually to see if the study can be replicated or 
not. There is criticism on qualitative research due to that it can be hard to replicate a certain 
social setting making it hard to judge the external reliability. Internal reliability is when the 
team agrees on what has been seen and heard. (Bryman, Bell, 2003)  

Internal reliability was assured when the authors of the thesis always discussed the ob-
served data directly after the interviews. External reliability was attempted by using appro-
priate technical equipment in order to record the interviews and collect all the data from 
the interviews. Also, data collection books were studied on the interview techniques and 
observation theory in order to improve the interview and observation skills. The research 
questions were also checked beforehand by the authors’ supervisor in order to assure ade-
quate quality.  

2.5 Critique of Method Chosen 
The Qualitative research method chosen by the authors can be criticized because of being a 
little too subjective and some tendencies of difficulties of replication and the problem of 
making the findings easy to generalize claim Bryman and Bell (2003). 

However, thanks to the more contextual approach used in the qualitative study, this can 
reach deeper into the understanding of the topic explored (Bryman & Bell 2003). Where 
the aim of the study is to gain deeper insights of the WOM phenomenon in the service in-
dustry. Due to limitations such as limited time over which the research could be conducted 
the credibility could perhaps have been greater with a larger amount of interviews with 
more respondents. This is acknowledged by Collins and Hussey (2003) who also say that 
interviews are very time consuming compared to, for example, questionnaires. This also li-
mited the amount of data that could be collected for this thesis. Interviews were preferred 
however compared to questionnaires with the belief that a deeper insight could be reached 
in interviews and follow up questions could be asked when found appropriate.   
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3 Theoretical Framework 
In this chapter relevant theories from books and articles is presented. The authors of the thesis begin with 
describing the WOM concept and then continue with presenting the theories of service and relationship mar-
keting, focusing on their relation to WOM. Finally, special characteristics with marketing and the hotel in-
dustry are also presented. 

3.1 The Theory of WOM 
WOM is simply the informal communication between people. This can be conversations 
about e.g. visits to hotels or about a product (Mossberg, Johansen, 2006). 

Grönroos (1990) describes WOM as follows: 

“WOM communications is the message about an organisation, its credibility and trustwor-
thiness, its way of operating and its services, communicated from one person to another” 
(Grönroos, 1990, p 158). 

In a conversation with the American Management Association, Silverman said that “WOM 
is a substitute for experience. When you speak to someone about his or her use of a prod-
uct, in effect you are trying out that product indirectly, without taking the risks yourself”  

Silverman (2001) describes WOM as “the communication about products and services be-
tween people who are perceived to be independent of the company providing the product 
or service, in a medium perceived to be independent of the company” (Silverman, 2001, 
p19).  
The different parts related to WOM can be summarized in the model, where the different 
quadrants focus on the receiver or the communicator in the WOM interaction.   

Unit of analysis Causes Effects 

Input of WOM Q1.Why do people listen? Q2.The Power of WOM? 

Output WOM Q3.What makes people 
talk? 

Q4. What happens to the 
communicator after a 
WOM event?” 

Table 1-1, Literature areas about WOM (Kirby & Marsden, 2006, p.168)  

 

According Silverman (2001) WOM usually occurs in three main ways among customers:  

• Peer to peer. This is the informal communication between customers for example, 
where the peers function as verification. 

•  Expert to peer. The expert gives confirmation but if the expert is a company ad-
vocate then his/her function is seen as to give information. 

• Expert to expert. Experts that get together and share ideas that also quickly can 
reach critical mass psychologically. 
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The expert functions as confirmation whereas peers cover the function for verifications. 
WOM from peers and experts can have a strong impact on sales. The model shows what 
actually causes the sales in the marketplace, where conventional marketing efforts such as 
advertising is complemented by the WOM among customers. By being able to harness 
WOM, the effectiveness of the marketing efforts could increase (Silverman, 2001). 

 
 

Figure 1, The purchasing process and WOM (Silverman, 2001, p. 36)  

3.1.1 Why People Talk and What They Talk About  
What consumers usually talk about when it comes to products, according to Rosen (2000), 
are:  new, exciting, noticeable, personally experienced, complicated and expensive products 
and services. Except from new and different things, people like to talk about their holidays 
and their experiences with hospitality services (Haywood, 1989). 

There are certain “cardinal rules” when it comes to gossip which is one way to look at 
WOM. The informal information or so called small talk that prospers in and outside or-
ganisations have certain Characteristics according to Cole (1985). It is advised however to 
not entirely take them as a rule but as guideline since they are not verified 100 percent in 
empirical findings. 

According to Cole (1985) he describes these cardinal rules as: Everyone gossips, to listen is 
also synonymous to gossip. Cafferky (2004) says though that some people are more listen 
to and people talk about things that have meaning to them and share in interest with oth-
ers. WOM is emotional in its nature. Cole (1985) continues by saying that there is an as-
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sumption among people that there is some truth in gossip and therefore gossip is not usu-
ally questioned. If gossip has great latent damage the gossip will travel faster. By convincing 
people that gossip is not true will only lead to that people will believe it more. Decisions 
can be made from gossip as well as gossip about the explanation why decisions did not turn 
out right. Gossip is the most easily distorted form of communication, gender does not mat-
ter and people gossip many times in order to protect themselves by creating a distraction 
when focused on. If the gossip is hurtful, it will take long time to reach the victim.  Where 
there is secrecy and competition gossips flourish the most. Cafferky (2004) argue that 
WOM is organically grown and WOM is likely to increase if the importance and secrecy of 
the service or product will increase 

3.1.2 Negative WOM 
WOM is often negative due to the fact that it is often considered as the undistorted truth 
since the information is regarded as independent and does not come from someone that is 
promoting the company as far as the customer knows (Silverman, 2001). There is some-
thing positive in the negative WOM since it helps the consumer to get more perceived 
truth about a situation and helps them distinguish services and products (Cafferky, 2004). 

One of the many reasons behind negative WOM among customers can be because of bad 
service that can be traced to the bad relationship between management and employees. 
Dissatisfied employees can sabotage for the customer by being, for example, slow and/or 
discourteous which will ultimately lead to poor perceived service quality from the cus-
tomer’s point of view and make the customer talk bad about the service provider 
(Haywood, 1989).   

Griffin (2002) claims that, in most companies only about 10 percent of all complaints ever 
gets told directly to the company. The rest of the complaints take form in other negative 
ways, such as not paying for the service or being rude to the personnel. However, most 
likely of all it manifests itself as negative WOM.   

There are numerous cases of negative WOM in the hotel industry. Haywood (1989) men-
tions the case where a hotel in Philadelphia, namely Bellevue Stratford hotel that was boy-
cotted by customers because of vicious rumors that the hotel was infected by the legion-
naire’s decease. However, since the hotel was actively dealing with the problem by handling 
the complaints most of the customers eventually returned. Thus, being able to turn bad 
WOM into positive WOM can lead to that trust will be gained or regained.  

According to Mangold, Miller and Brockway (1999) the customer tends to talk negatively 
about the company if they feel like they were not justifiably treated by the company after 
filing a complaint. If the customers, however, were treated in a fair way after filing the 
complaint according to the customer, then they were less likely to engage in negative 
WOM.    

The way to deal with negative WOM, according to Cafferky (2004), is to close information 
gaps as soon as possible, giving a consistent story everywhere. The message should be in 
line with the vision of the company. The response to the negative WOM should be given 
with personal credibility based on integrity. If the response is backed up by facts that are 
ethically and legally correct. Then this will increase the trustworthiness of the message be-
ing sent.   
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3.1.3 Power of WOM 
According to Silverman (2001) the unique credibility and perceived independence are two 
of the reasons why WOM contains a lot of potential power. Cafferky (2004) claims that 
there exists trust for people who communicate a message with no visible, personal stake in 
the outcome of it. Silverman (2001) state that WOM is an influential, persuasive force and 
many times experienced based delivery of information. It saves time for the consumer in 
the decision making process since information generated by WOM is perceived as relevant 
information. The reason why WOM can be powerful from the company’s point of view is 
that it has the potential speed and scope of being an inexpensive sustainable source in the 
marketing strategy.  

By having an understanding of WOM and be able to influence it, the company can create a 
competitive advantage. Not only can lowered marketing costs can be an effect but also less 
cost is generated from negative WOM (Haywood, 1989).   

Even though WOM is assumed to have a powerful influence on the success of the com-
pany many firms are not actively using WOM in their corporate marketing strategy. (Hay-
wood, 1989). However for small entrepreneurial businesses there is a natural reliance to 
WOM in order to attract customers (Stokes & Lomax, 2002).   

The power of WOM is dependent on different factors but according to Christine, Ashish 
and Li (2000) the more competitiveness in the market the more importance and greater 
impact positive WOM will have. A market-oriented strategy implies more power of WOM 
as a strategy. The more presence of experience and credibility about a service the greater is 
the importance and effectiveness of WOM. 

3.2 Controlling WOM 
The control of WOM can be assisted by such activities as evaluation of the company’s per-
formance, celebrity endorsement and dealing with complaints in a thoughtful and caring fa-
shion. To let the customers familiarize themselves on a pre tour at e.g. the hotel, can help 
the process in generating positive WOM.  But to some extent also the company’s activities 
like advertising can help generating WOM. (Haywood, 1989)    

People involved in management should be committed to the process of generating positive 
WOM. What is also important in order to have some control of WOM is to actively listen 
to the customer’s wants and objections and then follow these up by satisfying these wants 
and handling the complaints in a good way. There must be a focus on the customer and on 
delivering of the service promised (Haywood, 1989).  

Although Silverman (2001) admits that WOM cannot be controlled to 100 percent, there 
are still ways in order to harness and influenced it.  

Step 1: Identification of why customers should adopt the service or product. 

Step 2: Identification of the different adopter types: innovators, early adopters, middle ma-
jority, late adopters and laggards 

Step 3: Identification of the decisions steps. For example: Stage one where the customer is 
deciding to decide. Then identifying, valuating and choosing among the different options 
available. This is followed by a trial and evaluating the service or product. The final stage 
and very important step is the continuing use and the recommendation to others.  
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Step 4: Identification of appropriate words and formulation to be used. Recognizing that 
different types of WOM could be effective on different adaptors and at different times in 
the decision process is important in the control of WOM. Silverman combines the decision 
making process model with the adoption cycle. The result is the decision matrix (see ap-
pendix 2) which is a combination of step 2 and 3.  The decision matrix shows that differ-
ent kind of WOM is appropriate and effective depending upon where the customer is in 
the adoption cycle and in the decision process. 
Step 5: Identification of motivating WOM sources, opinion leaders etc. 

Step 6: Creation and Implementation of WOM campaign 

Haywood (1989) provides other kind of advices for managers that want to generate posi-
tive WOM. This includes management of after services, targeting opinion leaders and hav-
ing good connection with the suppliers. 

One very direct way of controlling and managing WOM is by the use of Customer referral 
campaigns (CRC). The company can, by providing some kind of incentive, get current cus-
tomers to attract other potential clients (Christene et al, 2000).  Since recommendation can 
be very crucial when choosing a particular hotel. Travel agencies often give recommenda-
tion to customers and the agencies are often considered quite independent and neutrally 
perceived by the customer in general. Many travel agencies are actually given commission 
for the hotels they recommend, which might not occur directly to the potential customer 
(Stokes, Lomax, 2002)  

There numerous way of creating WOM programs. Some examples suggested by Silverman 
(2001): Affiliate programs, testimonials, events, internet, advisory groups and other net-
works, referrals, expert sessions, other specific media, PR, and gifts.  

3.2.1 Storytelling  
Every WOM program should contain a story, that is simple and easy to understand but at 
the same time interesting, new, different and unique (Silverman, 2001).  Storytelling is an 
important component in the WOM process, some authors will go more to the extreme and 
claim that: “Storytelling is the foundation medium by which we speak, think, develop our 
self-image and understand each other” (Mossberg, Johansen, 2006). 

WOM is sometimes referred to as a wonder pill and it refers to those stories and meta-
phors are two important methods in order to communicate WOM to others (Cafferky, 
2004). Stories have a tendency to engage people emotionally and they are often easily re-
membered and often told among people. Stories also have the ability to make people open 
up and really listen to another person and perceive the message they want to communicate 
(Mossberg, Johansen, 2006; Cafferky, 2004).  

Storytelling is also, in contrast to facts, hot and passionate and can more easily make the lis-
tener participate in an information exchange. Furthermore, stories cover up flaws and risks 
in the service as opposed to facts which can be very intimidating although it might not be 
justified (Cafferky, 2004).

The WOM created from the stories can be a part of the actual marketing strategy. Some of 
the more obvious ways to incorporate storytelling in the marketing plan might be exempli-
fied in the case of the so called ghost hotels, where the customer is told that there is a 
ghost story that is connected to the history of the hotel. Many hotels today actually have 
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their story based on important factors such as place, tradition and personal touch as part of 
the story (Mossberg, Johansen, 2006). 

Storytelling can be an excellent way for the company to convey their history and other 
knowledge about the firm and at the same time stories have the feature of giving ligimity to 
these facts. Emotionally loaded facts or visually strong stories have a tendency to get stuck 
in the customers memory and mind compared to a dull facts conveyed in an uninspired 
way. Exciting and fun components in the company’s story can generate informal talk 
among the customers about the product or service to other prospects (Mossberg, 
Johansen, 2006; Cafferky, 2004) 

There are certain rhetorical issues related to have a convincing story. The key elements that 
make up a good story are composed by message, conflict, casting and the manuscript. 
Vladimir Popps claims that there are seven so called classical rolls in a good story: The 
hero, the villain, the false hero, the helper, the giver, the looked after roll and the receiver 
(Mossberg, Johansen, 2006). 

Since the customer is more buying a feeling, experience much more than product itself, it is 
important that the story is convincing and that the characters are playing their part. The ac-
tors, the employees for example should be able to identify themselves with the story and 
their roll (Mossberg, Johansen, 2006).  

3.2.2 Opinion leaders 
The very nature of services, which is its intangibility, non-standardization and that it is dri-
ven by information leads to that new consumers will have to rely more on the opinion and 
advice from others (Haywood, 1989). Opinion leaders may for example be some of the 
more influential persons in a network. Opinion leaders are, according to Chaney (2001), the 
magnetic core that attracts the potential customer confidence which in turn will influence 
the customers buying decision. Therefore, opinion leaders contribute to an important 
source when it comes to generating WOM.   

Why people would go out and seek personal information from other people in the first 
place is due to that personal information can be regarded as one of the most important fac-
tors for making a purchasing decision according to many researchers. The customer might 
have certain doubts in the purchase phase and selection process. Consumers that might not 
have pre-experience of the service provided will rely more on advice from others that al-
ready have some experience of service or product (Chaney, 2001).  

Chaney (2001) suggest that WOM has this advantage also that there can be a natural op-
portunity for feedback which leads to that the potential consumer can clarify if he/she has 
any doubts about the service.   

Opinion leaders often feel the importance and gain recognition by its listeners that share 
some similarities with the opinion leader. Often the persons being influenced share some 
characteristics of the opinion leader like being for example, sociable and outgoing. (Hay-
wood, 1989) 

Aspiration relationships are important, where opinion leaders will make the opinion seekers 
act on their WOM if the social connection is strong between them. But also casual ac-
quaintances can sometimes carry great impact to the listener beyond the close friendship 
circle. To connect between groups of people rather than only inside the group can be very 
valuable in the process of spreading the WOM (Cafferky, 2004). 
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3.3 Service Marketing 

3.3.1 The Nature of Services 
The very nature of services is such that it separates them from products on a fundamental 
level as products are seen as something you can touch, smell and, from the consumer’s 
point of view, asses and compare in a fairly easy way. Services do not have these aspects 
(Berry & Parasuraman 1991; Grönroos, 2003; Baron & Harris, 2003; Edvardsson, 1998). 
Edvardsson (1998) even claims that the service can be seen as “invisible” to the consumer 
because of its particular nature. According to Grönroos (2003) a service can mainly be de-
scribed as having three main characteristics namely: 

• First, a service is not a materialized product that can be touched or smelled 
that is, it’s hard for the consumer to assess before the purchase. 

• Second of all, a service is not an object or something you can store or preserve 
for future sales. It is produced at the same time as it is consumed which also 
implies vast problems when it comes to production planning. 

• Thirdly, the fact mentioned above that a service is consumed as it is produced 
can be used for detecting and distinguish a service. 

 
Because of the nature of services and their nature of being particularly intangible also 
means a higher perceived risk for the consumer which in turn leads him or her to be even 
more perceptive to WOM. This also means that traditional marketing efforts (such as ad-
vertising and promotion) are less efficient, instead it is the service process itself that has a 
large impact on how successful a service company will be. This is also a second area where 
service marketing differs from the marketing of products, a lot of it takes place within the 
interaction between seller and buyer and keeping the consumer perspective and viewing the 
client as a co-producer is very important (Berry & Parasuraman, 1991; Edvardsson, 1998; 
Grönroos 2003).  

3.3.2 Service Marketing and the Importance of Quality 
As mentioned before in the text it is very important to understand that services and the 
marketing of services is not working in the same way as products and marketing of prod-
ucts. However many service companies fail to understand this and emphasize their re-
sources on the wrong things and wrong parts of their organization (Grönroos, 2003).  

A service can be seen as a process where the service encounter between client and sales-
man is one of the vital parts. Thus, one of the most important resources for a service com-
pany is its personnel, in particular the sellers that have the most contact with the customer. 
However, many companies in the service sector do not understand this. Instead they act 
like production companies do when it comes to cost reductions and resource efficiency and 
rationalize their production i.e. the service process and the sales force. Although, produc-
tion rationalization will save money also for the service organization it will also lead to less 
educated and fewer staff that has the primary function in the service production process 
and ultimately, less service quality. With less quality a service firm will have less happy cus-
tomers which will lead to more negative WOM. It all adds up to a negative, viscous circle 
which is very hard to get out from (Grönroos, 2003).   

The type of mistakes described above is generally something that also applies to several ar-
eas of the organization such as production developments where increased consumer par-
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ticipation and/or technological developments take part in the company without consider-
ing the clients or the actual impact of the service quality (Grönroos, 2003). 

It is also important within service marketing to consider the quality expectations that the 
consumer has on the company before purchasing the service. Thus, service marketing and 
service quality should be seen from a customer perception and not from the company’s 
view point where quality is measured as the total service experience as seen by the client af-
ter the purchase is done (Edvardsson, 1998).  

This leads us to the definition of service quality which according to Edvardsson (1998) is 
generally accepted as: “the service should correspond to the customers’ expectations and 
satisfy their needs and requirements” (Edvardsson, 1998, p. 144). 

3.3.2.1 The Consumer’s Service Quality Perception 
Berry and Parasuraman (1991) defines the customer’s quality perceptions as five dimen-
sions and present them in order of importance: 

As seen above, services rely on quality and without it the consumer is going to lose its faith 
in the service provider which can mean never buying a service from the specific firm again. 
Since many services are by nature very important in the eye of the client reliability is the 
first and necessary dimension for the client’s service quality perception. Without reliability a 
consumer will not be satisfied and most probably not take the service ever again.  

Secondly, the tangibility of the service such as appearance, decorations, personnel etc. is 
very important if the service is to be successful.  

The third dimension is not as important as the previous to but necessary for building a 
good service and that is responsiveness. This dimension is determined by the employees 
and service provider’s willingness to help customers and provide a good service.  

The fourth dimension in services is assurance, that is, the knowledge and courtesy of the 
employees.  

The fifth and last dimension is empathy where caring and individual attention is the deter-
minant (Berry & Parasuraman, 1991).   

Of these five dimensions, however, the far most important is reliability. Thus, this dimen-
sion needs extra attention. Reliability creates trust between the company and the consumer 
who does not only value this dimension the most before a purchase but also points it out 
as the most important factor that makes the service excel above others when actually con-
suming it. Thus, a high level of reliability will not only attract new customers but also retain 
the ones already being clients. This in turn will give the service company an edge on the 
market and build up a reputation. This also shows that traditional marketing will be effec-
tive less without a good service (Berry & Parasuraman, 1991). 

Grönroos (2003) also claims that the consumer’s perception of quality when involved in a 
service purchase decision, and later the consumption and evaluation stages, are many and 
from several different kinds of sources. It begins with the decision stage where the con-
sumer is influence by marketing efforts from the company but also WOM, tradition and 
ideology which is called the “expected service”.  

When taken the decision to purchase a service the consumer is then affected by the service 
process and functional quality (such as availability, design, environment, attitudes etc.) but 
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also its technical quality (such as Technical solutions and machines). The functional and 
technical quality can together be defined as the consumer’s profile which he or she will re-
valuate at the time of and after a possible later service encounter (Grönroos, 2003; Ed-
vardsson, 1998).  

 

Figure 2, Controlling Quality, Authors’ presentation, (Grönroos, 2003, p.34)  

Service quality is something that is affected by factors both outside and inside the company 
making service problems arise from several different sources. When talking about the ser-
vice organization these sources can be described as gaps between different divisions within 
the company (Parasuraman, Zeithaml & Berry, 1985). 

Parasuraman et al (1985) claim that there are generally five different gaps which are possi-
ble sources of problems that relates to the service quality and that can be corrected directly 
by the service marketer:.  

The first gap is the company leadership and their perception of the customers’ service ex-
pectations are and what they indeed are in reality. These assumptions are based on regular 
evaluations of researches about the customers’ needs.  

The second gap consists of the quality specifications based on the leadership’s judgement 
of the researches of the clients’ needs. Quality problems are created from this gap if there is 
an absence of these researches or if there are poor leadership in the company. 

The quality specifications that are communicated to the rest of the organization and the 
employees’ interpretation of them constitute a third gap. Problems arise if there is a misin-
terpretation or lack of will of working according to the specifications.     

A fourth gap exists within the external communication and turns into a problem if, for ex-
ample, communication such as advertising creates a higher consumer expectation on the 
quality than the firm will be able to deliver. 

The fifth and last gap is the sum of the previous four gaps and is the possible difference 
between a client expected service quality and the one delivered.  
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Figure 3, The Gap Model, (Grönroos, 2003, p38)  

3.3.3 Service Recovery  
As seen in this chapter, the importance of quality within service marketing cannot be 
stressed enough and that it should be a top priority for service companies in all sectors. 
However, to think that a service will not have flaws and that there will not occur service 
breakdowns or problems is a serious mistake that, if not taken care of, can ruin a service 
business no matter how good the quality is as it, for example, produce negative WOM 
(Berry & Parasuraman, 1991; Baron & Harris, 2003).  

It has been shown that consumers are much more perceptive about the service quality 
when something has gone wrong and that has to be corrected by the firm. When asked to 
state the top ten most important characteristics of a service the consumers mentioned six 
that are directly related to service recovery (Berry & Parasuraman, 1991). Also when divid-
ing the factors affecting service quality and customer satisfaction, recovery is given a great 
deal of importance (Grönroos, 2003; Baron & Harris, 2003).  

Service recovery can be a lot of different things but they all have the same purpose, to cor-
rect a fault or a problem that has occurred in the service process (Berry & Parasuraman 
1991; Grönroos, 2002, 2003; Baron & Harris, 2003).  

 Although service recovery is one of the most important factors for successful services 
company it is largely being ignored or poorly managed by service firms of today, with a few 
exceptions (Berry & Parasuraman 1991; Grönroos, 2002, 2003; Baron & Harris, 2003). The 
problem with this is that there is a clear connection between service recovery and quality 
since the ability to correct service failures and satisfy the customer has a direct link to the 
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perceive quality of the service. However, an excellent service recovery can never completely 
compensate for an otherwise poor service or vice versa (Berry & Parasuraman, 1991). 

According to Berry and Parasuraman (1991) service recovery is harder to succeed in than in 
service reliability because of the vast variation of individual customer problems that can 
and will take place when the service fails in one way or the other. It is therefore very im-
portant to establish some kind of service recovery guidelines that the employee can follow 
to deliver the highest client satisfaction possible (Berry & Parasuraman, 1991; Baron & 
Harris, 2003; Grönroos, 2002). 

3.3.4 Customer Loyalty and Retention 

When it comes to customers and service companies it has been shown that to keep a client 
is far more profitable and efficient than trying to spend your resources on obtaining new 
ones. There are numerous areas within the service firm that benefit from customer reten-
tion and a long term client relationship which all add up to a better result for the company 
and even an increase of 5 percent in customer retention can increase the total profit with 
25 to 125 percent. Hence, the importance of customer retention cannot be stressed enough 
(Payne, 1994; Baron & Harris, 2003; Reichheld & Sacher, 1990; Bowen & Chen, 2001). 

Also Payne (1994, p. 31) points out the overall importance of customer retention and its re-
lation with other important aspects of the service organization: 

“There is a link between quality, client retention and profitability. This is not surprising – 
customers who are satisfied with the quality of the service are more likely to be loyal to the 
firm. But to move someone from customer to advocate you need to go a step further and 
replace customer satisfaction with customer delight by offering service quality that exceeds 
expectations.” 

Loyalty in itself is very important in the service sector because it is often very easy to copy 
services and therefore easy for consumers to switch companies. Hence, there can be very 
high switching cost for service firm because of inability to keep their customers loyal (Ba-
ron & Harris, 2003). 
Loyal customers can also be an indirect way of promoting a service company. They often 
provide strong WOM communication, recommendation, referrals, and references. These 
kinds of activities are viewed as the best an organization can ask for (Reichheld & Sasser, 
1990; Griffin, 2002). WOM communication from loyal customers is to be considered as 
almost a kind of partnership activity when it is positive WOM (Lindberg-Repo , 1999).  

Rewarding customer for repurchase by different frequent-guest programs is a way of build-
ing up brand loyalty and this idea has been adopted by many hotels and restaurant as a 
source of inspiration from airlines that utilized frequent-guest programs with success be-
fore (McLeary & Weaver, 1992).  

According to Wreden (2005) there are four primary goals with loyalty a program:  

1. Reward members for past purchases 

2. Increase their purchasing frequency and type of purchases 

3. Make the bonds closer with them 
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4. To collect information about the members for analysis and business decisions 

3.4 Relationship Marketing 

3.4.1 Service Marketing and Relationships 
Services are based on interactions between seller and buyer where the latter is always, to 
some extent, taking part in the very process of the service production. This interactions can 
take place on different degrees of involvement from the consumer Either if this involve-
ment is of a high degree or a low degree, direct or indirect there is always going to be a re-
lation and a creation of a relationship between consumer and provider. This is the main 
difference between production- and service industry and it is also the difference between 
their markets and how their marketing should be conducted (Grönroos, 2003). 

The nature of a relationship between a customer and a salesman is crucial for the actual 
transaction will take place or not. Since the customer is so much involved in the production 
and because services are generally seen as more risk filled and ungraspable to the client it is 
necessary for he or she to feel comfortable in the relationship with the seller. If not, it is 
very likely that the consumer will abort the service process and not complete the service or 
return to try and purchase the service again (Grönroos, 2003). Payne (1994) claims that to 
not see this and instead just use traditional transaction marketing with advertising promo-
tion etc. and not put the customer relation in the centre of focus is to miss the point of 
service marketing completely.  

3.4.2 Relationship Marketing Today  
 “In particular during the 1990’s the development in society with the increasing competi-
tion on most markets and in an increasing number of businesses led to that marketing, the 
one focused on generating individual purchases, i.e. the one built upon the transactional 
perspective, has become increasingly ineffective and more and more expensive for an in-
creasing number of companies”(Grönroos, 2003, p.13).      

The solution for many of these companies within the service sector has been to turn to-
wards a more relationship based marketing. Not just because it has proven to be an effec-
tive way of getting new clients also because it is vital for retaining customers. It has been 
seen in many companies that the cost for retaining client is much lower than actually obtain 
new ones and that customer retention is vital in services today (Grönroos, 2003; Payne, 
1994). Another interesting aspect is the fact that it has been found by some companies that 
their customers do not start to give profit to their firm until the seventh year of being a cli-
ent (Grönroos, 2003). 

What can be said about the facts already presented in this chapter is that service marketing 
of today should and is seen as different from the traditional transaction marketing theories 
with, for example, its marketing mix and the four P:s. Relationship marketing is instead 
about managing and controlling the companies market relations (Grönroos, 2003). Accord-
ing to Grönroos, Gummesson defines relationship marketing as: 

“Marketing that is built upon relations, networks and interactions.”(Grönroos, 2003, p.15) 

We find this definition of relationship market the most appropriate to use as it captures the 
nature of relationship marketing without getting too long or complicated.   
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3.4.3 Relationship Marketing and Customer Loyalty  

3.4.3.1 The Loyalty Ladder 
According to Payne (1994) the process and development of relationship marketing can be 
seen like something that is moving through different and specific stages where the level of 
loyalty shown from the customer towards the company grows stronger for every stage. He 
calls this theory the “loyalty ladder” and describes the different levels of loyalty as a pro-
gressive and deepening process. 

 

 Figure 4, The Loyalty ladder (Payne, 1994, p. 30) 

As seen in Figure 4 there are six different and they can be described as follows: 

1. Prospect, is a consumer that is yet to do his or her first purchase from the com-
pany and these are the potential consumers who companies want to reach in order 
to increase their customer base. This is also the first marketing task for a business 
in general. 

 
2. Customer can in a narrow sense be defined as a consumer who has only done one 

purchase from the company and is the first simple state of a relationship on the re-
lationship ladder.  

 

3. The Client is the next level of the relation between company and consumer and 
implies that not just one purchase has been taking place and that the client is kept 
neutral or maybe even slightly negative towards the company and hence not has 
been developing further into the relationship.  

 

4. When a client that’s been with the company for a longer period of time and is also 
positive and happy with the company then, he or she has become a supporter. At 
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the supporter level the consumer is more loyal to the company since but he or she 
is also passive in its support and does not express this loyalty actively to other con-
sumers.     

 
5. At the advocate level the passive support for the company has changed to an ac-

tive support and they generally generate a lot of WOM and happily recommend 
the company to other people in their surroundings. This type of client does not 
only provide and exercise a marketing function but can also be, especially if there 
is many of them, a tool and means for success, something that can make a differ-
ence for the firm in the marketplace. The ability to reach this level on the loyalty 
ladder is founded on exceptional experiences and a delighted client. 

 
6. The ultimate level on the loyalty ladder is the partner level and it is exactly what it 

sounds like, a long-term relationship where both parts feel that they satisfy their 
mutual needs. This kind of customer relationship, however, is most common 
within the business-to-business sector.   

 

This model emphasise the fact, also mentioned earlier in this thesis, that customers become 
more profitable in the long run and that customer loyalty and relationships is something 
that needs to be nurtured. As consumers grow in loyalty it is also important to adjust the 
marketing efforts accordingly and the loyalty ladder can be one tool to identify an appro-
priate customer loyalty program and adjust the marketing according to the different levels 
(Payne, 1994). 

3.5 Brand Image  
The right image is one way of attracting customers and an initial step to achieve loyalty. 
The image can be a factor that tells the other competitors apart.  An image tells a story and 
includes symbols, words etc which transmits a message to the customer (Tepeci, 1999).  

The image plays an important role in the customers purchasing behavior and choice of ser-
vice. Customer tries to purchase accordingly to their self image and in a way that streng-
then the self image. Mazanec (1995) found that an attractive image from the customer’s 
point of view will lead to satisfaction and customer preference versus an unattractive image 
could result in dissatisfaction  

What influences the image in the customers mind is WOM, advertising, PR, physical image 
and most importantly actual experiences with the service (Normann, 1991). Grönroos 
(1983) found that service quality was the most important factor that makes up the image in 
the customers mind about the company.  

Findings from Kandampully and Suhartanto (2000) propose that customer satisfaction is 
linked with housekeeping, price, reception and restaurant. The factors contributing to cus-
tomer loyalty are location, personnel attitude, facilities and the services included in the ho-
tel. The authors also suggest that customer often recommend hotels that have  positive im-
age in their mind due to the fact that a good positive image seem to assure high quality 
products and services (Kandampully & Suhartanto, 2000).  

Figure 5 below shows the interaction between hotel image and customer satisfaction and 
the impact on customer loyalty (Kandampully & Suhartanto, 2000). 
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Figure 5, Hotel image, Customer satisfaction and Customer loyalty (Kadampully & Suhartanto, 2000, p.348) 

3.6 Service Marketing and the Hotel Industry  
Since hotels are typical service firms most of the traditional service marketing theory ap-
plies to this sector and business as a whole. However, there are certain service factors that 
are more dominant and important also in the hotel business (Poon & Low, 2005; Lewis & 
McCann, 2004).  

One of the most important factors when it comes to hotel service is the environment and 
appearance of the physical surroundings within the hotel. This includes light, colours, fur-
niture etc. but also cleanliness is a very important part of the customer’s impression of the 
service quality. Other important service quality characteristics are location of the hotel and 
parking opportunities but also personnel issues as courtesy, friendliness and ability to take 
care of problems (Poon & Low, 2005; Kleiner & Ropeter, 1997; Ford & Magnini, 2004). 

Hotels are, furthermore, particularly exposed to service failure since the relation between 
hotel staff and the customer is deeper than in other service sectors and the frequency of 
encounters between them to makes the possibility for service failures higher than in gen-
eral. Indeed, since the interactions with the hotel guests take place at the consumption 
moment creates a very slim possibility for corrections of service mistakes. Yet another 
source for service failure within the hotel business is the fluctuation in demand and the fact 
that the hotel is always providing its service. This fact also makes the risk of bad service 
quality higher in the hotel industry than in other service companies (Lewis & McCann, 
2004; Ford & Magnini, 2004).  

An example of the importance of loyalty and customer retention within the hotel industry 
is that this business sector was among the first to develop loyalty programmes and are also 
very far ahead in the developing and usage of the same. Also, when it comes to business 
travellers, research show that 80 percent of them are influenced by the quality of loyalty 
programmes (Wreden, 2005). 

Another important consideration to make is the value of WOM as hotels in general cannot 
afford many unsatisfied clients as the value of positive WOM and the damage from nega-
tive WOM have significant marketing implications. This also implies that service recovery 
is of great importance for the hotel industry (Ford & Magnini, 2004). 
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According to Buttle and Bok (1996) hotels are generally much affected by WOM in mar-
keting themselves and the biggest area affecting the spreading of positive WOM is within 
the personnel area. However, the single most important factor discovered was the staff’s 
capability to express empathy with the client. 

Internet is also something that is heavily affecting the marketing in the hotel industry in 
particular and that is very important for marketing businesses within it. In 1999 the number 
of travellers that planned their trip online was 52.2 million and 27 million actually purchas-
ing it on the internet (Kamel & Hussein, 2004).   
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4 Empirical Findings 
This chapter presents the empirical findings that is, the data gathered from the interviews with the respon-
dents. The data is presented from each different hotel, respondent, under the headlines: background, service, 
marketing and WOM. 

4.1 John Bauer Hotel   

4.1.1 Background 
John Bauer Hotel is mainly a business and conference hotel in Jönkoping. The hotel 
opened in 1986 and today John Bauer hotel is a family owned business and has been a Best 
Western hotel chain member since 1992.  The best western association gave rise to a new 
force in the hard times in 1990s. Mats-Åke Andersson who is sales manager at John Bauer 
hotel, the hotel has 100 rooms and four big conference rooms. Business is going well 
thanks to the relative strong peak now of the business cycle, but also thanks to the new re-
novation of the hotel (Andersson, Personal communication, 27-11-2006).  

The original name John Bauer hotel was chosen to get a local association to the region. 
John Bauer was a famous painter in the Jönköping region that among other things illus-
trated fairytales that included elves and trolls (Andersson, Personal communication, 27-11-
2006). 

4.1.2 Service 
Bad attitude among the personal can contribute to that the perception of the hotel service 
does not live up to the expectations of the guests says Andersson. The hotel makes sure 
that the employees understand the weight of doing the little extra. This can be an easy and 
simple thing like being friendly and make the customer feel special by offering small tokens 
of appreciation or joking in the elevator etc says Andersson (Andersson, Personal commu-
nication, 27-11-2006).  

It is important with the hardware of the hotel, such as a nice and fresh environment etc ac-
cording to Andersson. The recent renovation of the hotel has helped attracting more cus-
tomers and increase the value of the hotel. Andersson says that the software of the com-
pany that is the service quality and is just as important if not more so in the long run to sat-
isfy customers. Anonymous, snobbish and arrogant personal with no feelings is something 
that will add to the negative hotel experience of hotel guest. The employees must be aware 
of the importance of attitude (Andersson, Personal communication, 27-11-2006).  

“Every employee has easily 5 bad days in a year, multiply this with 5 bad guest reflections. 
The employees are grumpy does not say hi. That becomes millions if everyone takes that 
liberty of 5 bad days” (Andersson, Personal communication, 27-11-2006). 

 No employee should however be wrongly accused or mistreated by unsatisfied customers. 
The personnel get the appropriate training to know how to deal with conflicts that might 
arise and not to take the complaints personally (Andersson, Personal communication, 27-
11-2006). 

It is not always good to categorize people and treat them accordingly. Andersson thinks it 
is important to actively listen and see all guests, especially those who don’t actively express 
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what the feel and what their needs are, particularly if they were not satisfied etc.  To give 
VIP treatment and special care make the guests comfortable and feel recognized is what 
the John Bauer service should be like (Andersson, Personal communication, 27-11-2006).   

When it comes to loyalty programs Best western has a one called Gold Crown Club inter-
national with certain advantages (Andersson, Personal communication, 27-11-2006). 

4.1.3 Marketing 
The major segment of the hotel guests at John Bauer hotel consists out of business travel-
ers and business people that want to arrange conferences. Although weekend guests and 
persons traveling for leisure purposes are also important and different packages are de-
signed that include spa treatment for these leisure traveling guests (Andersson, Personal 
communication, 27-11-2006).   

Contacting potential key persons by sending out mail is one part of the marketing strategy 
that is used by the hotel. But a mail does not activate all the senses according to Andersson. 
Andersson does however informal drop-ins at middle and big small enterprises to get some 
of their employees to come and actually experience the atmosphere at the hotel by inviting 
them for dinners etc.  He believes attracting the potential customer more in an informal 
way more so than being a stereotype seller (Andersson, Personal communication, 27-11-
2006).    

Internet becomes more and more important but still says Andersson: 

“People actually don’t know what they buy on the internet” (Andersson, Personal commu-
nication, 27-11-2006). 

 In a sense that hotel and restaurant services actually have to be experienced and there is so 
much good sales alternatives on the internet which makes it hard to evaluate the options of 
intangible services. This is also why WOM becomes more important for the potential cus-
tomers (Andersson, Personal communication, 27-11-2006).           

4.1.4 WOM 
The other reason why the hotel has been going well is thanks to the strong brand of the 
hotel that has been developed over the years and partly created by WOM according to 
Andersson. Andersson has a vision of the hotel as a meeting point for people and the cen-
ter of the city. What was once Jönköping's backyard will be more the front yard once the 
city’s architecture is rearranged  

“Jönköping is one of Sweden’s hottest meeting places and so is also the hotel” (Andersson, 
Personal communication, 27-11-2006). 

Business relationships are created and the employees at the hotel should function as am-
bassadors that spread the word of mouth that Jönköping and the hotel is this natural meet-
ing place. Everyone is responsible for the spread WOM, including other people outside the 
organization such as taxi drivers, creative persons that leaves and stays in the city. They are 
all part of the bigger picture in spreading the positive WOM that will make Jönköping 
more attractive and lure more people to the town and the hotel. There is an organization 
that the hotel is involved in, that educates ambassadors to market Jönköping as more at-
tractive for people. This in order to spread the WOM that Jönköping is an attractive city 
for business and leisure activities. Doing the little extra is what makes good ambassadors 
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that naturally generates positive word of mouth says Andersson (Andersson, Personal 
communication, 27-11-2006). 

” The one who leaves a reference to a colleague will also be given more credibility”  This 
due to the informality since there is not so much formal selling involved. To get people in-
to the hotel environment and make them see how fresh and nice the hotel will naturally 
create positive word of mouth claims Andersson (Andersson, Personal communication, 27-
11-2006).  

The John Bauer theme is central in the image of the hotel. Different illustrations of his 
work are implemented in the hotel environment and also carpets with his motives on and a 
big chair in form of troll is found in the reception. There is also close partnership with the 
John Bauer museum that is situated not far away from the hotel (Andersson, Personal 
communication, 27-11-2006).  

Finally some thoughts about negative WOM from Anderson’s point of view are that it is 
important to deal with problems and conflicts as soon as they arise to avoid negative WOM 
(Andersson, Personal communication, 27-11-2006).  

4.2 Värnamo Park Inn 

4.2.1 Background 
At the site where Värnamo Park Inn hotel stands right now there has been a hotel for al-
most 150 years. However, in 1955 the hotel burned down and the current building was 
built in its place. The Danish architect Bent Jörgen Jörgensen who designed the seven sto-
ries tall building said that he did not build for today but for 50 years into the future. Indeed, 
the hotel was at the time one of the most modern in its kind and got attention far beyond 
the borders of Sweden attracting visitor from many other countries. The new building was 
facing the important road at the time “Riksettan” where a lot of traffic was passing, so the 
location was excellent as well (Johansson, Personal communication, 21-11-2006). 

Since then not much has happened to the building or to the design and decoration inside. 
The result, a nicely conserved 1950’s environment with furniture and other decoration with 
typical Swedish design from that time which is a combination of a modern hotel and a 
building which is marked as a historical building (Johansson, Personal communication, 21-
11-2006). 

Today the hotel has been recently and fully renovated although keeping a lot of the original 
design details for example, the dining hall, the floor and other detail in the lobby. Värnamo 
Park Inn is profiling itself as a design hotel and is actively cooperating with the local but 
well known furniture design companies Bruno Mattsson, Källemo and Svenssons in 
Lammhult (Johansson, Personal communication, 21-11-2006). 

The hotel has been a part of the hotel chain Park Inn by Residue SAS since 2003 but is 
soon to break out and either join another chain or become independent (Johansson, Per-
sonal communication, 21-11-2006). 

4.2.2 Service 
As a service company Park Inn Värnamo put a lot of effort in having a high quality service 
standard with nice personnel that acts friendly and welcoming towards the client. All mem-
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bers of the staff have been trained within the “Yes I Can” program that gives skills in deal-
ing with guests and handling their wishes and problems.  They also give internal courses 
within the organization (Johansson, Personal communication, 21-11-2006). 

Loyal customers is also something very important and at the hotel they use their customer 
database to see what kind of special preferences that the customer has in order to make 
him feel welcomed and remembered when he comes back to visit the hotel again. The main 
purpose with keeping loyal clients is financial ones. They also have a loyalty program points 
which is the same as on every Park Inn hotel (Johansson, Personal communication, 21-11-
2006). 

They also try to adjust their service to the different needs of different guests and they have 
e.g. playrooms for families, conference rooms for conference guests as well as computers 
and wireless internet for the business traveler. The service quality is very important for 
building a good customer relationship (Johansson, Personal communication, 21-11-2006). 

Their largest customer segment is business traveler who focuses their attention on the ser-
vice quality as well as the comfort of the hotel. Other factors such as the design or history 
do not matter as much. Design is more important for their other segments (Johansson, 
Personal communication, 21-11-2006).  

According to Johansson it is very important that the employees are well equipped to handle 
service breakdowns and customer complaints. If you do not take care of a disappointed 
guest in the right way within the first second it is very hard to recover. Compensations giv-
en are free lunches and free hotel nights. The cost for this is nothing compared to how 
much you have to pay for negative WOM (Johansson, Personal communication, 21-11-
2006). 

4.2.3 Marketing 
According to Johansson the hotel has a relatively large budget for marketing and much of it 
is spent on the Internet as they see the traditional and older from of paper advertisement as 
something that is on its way out. Instead the put a lot of resources on promoting them-
selves through internet search engines and specific homepages that are important for the 
customer segments that they want to reach (Johansson, Personal communication, 21-11-
2006). 

However, another big marketing area of Park Inn Värnamo is the effort for influencing PR 
through contacting journalists, magazines and newspapers to tip them of about their 
unique hotel. Indeed, they have gotten a lot of attention in national but also in international 
press about their design (Johansson, Personal communication, 21-11-2006).  

Johansson says that one of the main reasons why clients come to stay at their hotel is be-
cause of their location, the good quality food and good service. The design and the story 
behind it are extra ingredients but not decisive ones. But there is, however, different rea-
sons for the different segments as business travelers pay more attention towards service 
and food quality while tourists and families look more towards other aspects like the design 
(Johansson, Personal communication, 21-11-2006).  

The focus of the hotel’s image is to emphasize that it is are a four star, full service hotel, al-
though it is trying to shift focus to be more seen as a design hotel with that as an unique 
selling point as it is focusing on getting more guest from the family and veteran segments. 
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The methods for communicating its image are to keep a high service quality level and the 
hotels design and history (Johansson, Personal communication, 21-11-2006).  

4.2.4 WOM 
According to Johansson, WOM is everything when it comes to marketing and their com-
pany. One way in which they try and influence the positive WOM is to keep serving lunch 
on a daily business although it is far from profitable. The purpose with this is to get local 
company to come into the hotel and see it firsthand so that they in turn choose to have 
their conferences and also recommend the hotel to business partners from outside the re-
gion. It is also to create a local goodwill (Johansson, Personal communication, 21-11-2006). 

Johansson also claims that they are trying to work as ethically as possible with an absolute 
transparent financing and accounting to create trust towards the local society among oth-
ers. Another way they try to influence WOM is by doing promotions towards tourist or-
ganizations and such to get them to recommend their business (Johansson, Personal com-
munication, 21-11-2006). 

Even though loyalty is an important thin at Park Inn Värnamo it is not something that they 
are working with in order to get loyal customers to spread positive WOM. The focus is 
then more on getting the concept with design as a means for storytelling ant to get atten-
tion that way by generating WOM. Facts that Frank Sinatra and the Cartwright brothers 
ones stayed at the hotel is also something they try to use as a WOM creating story. At pre-
sent time, they are creating a special folder with information about the design and history 
of the hotel that is eventually going to be placed in the hotel rooms (Johansson, Personal 
communication, 21-11-2006). 

As a future strategy they have also started to plan for introducing special female rooms de-
signed for the needs and preferences of women as well as following trend closely in maga-
zines etc (Johansson, Personal communication, 21-11-2006). 

4.3 Scandic Portalen 

4.3.1 Background 
Scandic hotel chain has over 140 hotels in 10 countries and 67 in Sweden. Scandic was 
founded in 1963 as a motor hotel in Laxå. Today Scandic is owned by Hilton International. 
Hjalmarsson says that although Scandic a part of Hilton, Scandic is not in the same seg-
ment as Hilton instead Scandic Portalen is mainly offering a relaxed traveling for everyone 
in the midmarket segment. Scandic Portalen is located in the city of Jönköping and was be-
fore bought up by Scandic student residential apartments (Hjalmarsson, personal commu-
nication, 27-11-2006).  

4.3.2 Service 
Why hotel guests stays and return to Scandic Portalen is because the employees in the re-
ception etc are so very hospitable and friendly. That is what they mainly are focusing on 
according to him. In every hotel the rooms look similar and hardware is not what creates 
the competitive advantage in the long run. There are some guests that spend a great 
amount of time in the hotel and do not really want to be there but rather at home said 
Hjalmarsson. So it becomes very important to be alert and serve the guest so he feels se-
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cure and safe. If the guest is not pleased there are many option of other accommodation to 
choose from in the city (Hjalmarsson, personal communication, 27-11-2006). 

Hjalmarsson says that the relation is something you develop with everyone. The relation-
ship creation process is our strength compared to many other hotels argues besides that 
Scandic is very much focusing on being environmental friendly and get the certificate for 
that and provide the rooms with internet etc.(Hjalmarsson, personal communication, 27-
11-2006).  

Evaluation forms about the service are sent out to everyone that stays at Scandic within 2 
weeks to always enhance the quality of their services. The respondents that were not satis-
fied are contacted and given some kind of compensation or explanation. The negative re-
sponses are a gold mine for us.  

“If I turn a negative experience into something positive it gets double effect the other way 
instead” (Hjalmarsson, personal communication, 27-11-2006).  

The personal gets internal education about service quality and safety procedures etc.  

The employees should get the tools to know how to handle uncomfortable situations with 
complaining customer. Where they employees are told not to take the critic personally and 
instead turn the disadvantage to an advantage position. Employees are also given more 
training in form of courses and workshops if it is needed. 

Education is costly but can be a good investment says Hjalmarsson but when he employs 
new people he does it with the attitude that the employee will stay a very long time (Hjal-
marsson, personal communication, 27-11-2006). 

Scandic has loyalty program that premieres the guests. It also gives the customer them a se-
curity that they can expect certain things when they stay at any Scandic hotel. Loyal cus-
tomers are considered very important and the reason why they come back is because of the 
service quality. However, the purpose of having loyal customers are pure financial and if a 
loyal customer talks well about us, or become brand advocates, that is just because of how 
we do our work and nothing else says Hjalmarsson (Hjalmarsson, personal communication, 
27-11-2006). 

“A hotel guest expects a nice receptionist, a comfortable bed, quietness, good food and 
good service in the restaurant. If I fail on any of these points, it is not sure that he will 
come back as a guest.” (Hjalmarsson, personal communication, 27-11-2006).  

4.3.3 Marketing 
The main segment for the hotel is made up of business travelers and businesspeople who 
want to arrange conferences. But there are also relax packages offered with the cooperation 
with Atlantis Spa that I next (Hjalmarsson, personal communication, 27-11-2006).   

Scandic is profiling its brand in different sports events. Sponsoring football and hockey 
events in order to be visible and to be exposed to the wide variety of people even though 
the main segments of hotel guests are business people. He explains that they do use adver-
tising in local news papers and sponsor the local hockey team in order to get attention and 
recognition in the local society and not necessarily to attract new clients (Hjalmarsson, per-
sonal communication, 27-11-2006).  
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Scandic Portalen is more or less a business and conference hotel according to Hjalmarsson. 
Businesspeople stay in the hotel normally someday between Monday and Friday. In the 
weekends the focus is shifted a little towards to more non business persons, with spa pack-
ages as offers etc (Hjalmarsson, personal communication, 27-11-2006).  

Scandic do also have other marketing methods such as advertising in medias, but it is noth-
ing they put their focus on (Hjalmarsson, personal communication, 27-11-2006).  

4.3.4 WOM 
“WOM is the most important thing you have, it does not matter how good or nice adver-
tising you have, it is the customer that decides” (Hjalmarsson, personal communication, 27-
11-2006).  

WOM is not an actively thought in the marketing of the hotel says Hjalmarsson. However 
Scandic tries to some extent to profile themselves at sources that can be considered infor-
mal to some extent such as tourist offices etc (Hjalmarsson, personal communication, 27-
11-2006).  

Every hotel in the Scandic hotel chain can to some extent choose which feeling they want 
to convey to the customer.  Scandic Anglais in Stockholm might portray themselves as 
trendier etc. Hjalmarsson believes that some customer spread the positive WOM because 
of Scandic environmental engagement and social responsibility, since he often get calls 
from companies that had heard about it and want to ask questions (Hjalmarsson, personal 
communication, 27-11-2006). 

Scandic constant work with the development of good relationships with the customers 
through inviting in a conversation like asking them how they felt about the services etc. is 
considered an important factor for care that is valued among hotel guests and it also gener-
ates good positive WOM (Hjalmarsson, personal communication, 27-11-2006).  

“It is easy to assume that a guest feels good as long as he does not tell you otherwise 
(Hjalmarsson, personal communication, 27-11-2006).  

To avoid negative word of mouth it is very important Hjalmarsson says.  

” If you get a bad service or experience it travels 10 times faster than a good one”. That is 
why he hopes that the employees are very aware of that“(Hjalmarsson, personal communi-
cation, 27-11-2006).  

4.4 Slottsvillan 

4.4.1 Bakgrund 
Slottsvillan was built in 1896 and replaced the original residence (from the 1700’s) for the 
director of the Husqvarna factory. Then the family moved in to this house. Then it contin-
ued being a residence until 1960. After that it was used for representation building for 
company representations by Husqvarna before it was turned into a house for courses when 
Electrolux took over. And during the 1980’s the municipal was the owner and then also 
used it for courses. In 1992 it became privately owned and the current owners have been 
running the hotel since 1996 (Grudemark Ågren, personal Communication, 27-11-2006).  
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At present time the hotel has 12 rooms in the main building with two rooms for socializing 
and two rooms for conference meetings. In total, the hotel has 21 rooms and 37 beds. 
They are first of all focused on conferences and business clients. Also during big fairs in 
Jönköping they have a lot of guests (Grudemark Ågren, personal Communication, 27-11-
2006). 

4.4.2 Service 
Slottsvillan’s business and organization is founded on two separate parts which are the ser-
vice quality the ability to create a friendly atmosphere and being extremely flexible. Sec-
ondly, the special characteristics and history of the building and area itself is what they rely 
on for success (Grudemark Ågren, personal communication, 27-11-2006).  

When working with the service quality Grudemark Ågren has a basic document with guide-
lines which set the standards for the service quality level in the organization. This is some-
thing she goes through together with extra personnel when they are new to the company. 
Also, Grudemark Ågren always tries to be observant and keep an ongoing discussion with 
her regular employees about what is not so good and what can be done to improve it. Gru-
demark Ågren also points out that their mentality of doing the service work thoroughly is 
something in focus with their way of working (Grudemark Ågren, personal communica-
tion, 27-11-2006). 

When it comes to customer satisfaction and feedback from the guest Slottsvillan does not 
use questionnaires or forms for the client to fill in but instead they keep an informal con-
versation with them when they are about to check out. In this way they hope to get to 
know what was good and bad about their stay and also what made them choose their hotel 
(Grudemark Ågren, personal communication, 27-11-2006).  

The main reason why their customer would come back to them to spend more time at their 
hotel Grudemark Ågren thinks the main reason is that they make a good job and that the 
personnel (which is one of the hotel’s biggest assets) is service oriented (Grudemark Ågren, 
personal communication, 27-11-2006). 

Loyal customers are something that is important and who cannot be taken for granted. In-
stead you always have to put an extra effort in at every new visit with some kind of surprise 
or similar.  The purpose is foremost economical but of course they hope that their loyal 
customers will talk well about them, and in some cases they know that they do but there is 
no strategy for making them talk well and spread their message. However, they have no 
loyalty program at present time (Grudemark Ågren, personal communication, 27-11-2006). 

Grudemark Ågren also acknowledges that every mistake that they do in delivering their 
service should be seen as a golden opportunity to improve themselves and the opinion of 
them from the client’s point of view (Grudemark Ågren, personal communication, 27-11-
2006).  

4.4.3 Marketing 
In their marketing they mostly use WOM, however, they use their homepage on the Inter-
net to reach out to potential customers and also their network of booking service compa-
nies. Occasionally they put out ads but the main reason that they do not use traditional 
marketing channels as much is simply because they do not have the financial means to af-
ford it (Grudemark Ågren, personal communication, 27-11-2006).  
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The marketing message that they want to spread, however, is that they are a unique place 
with a good location and an historical environment. Each room has its own identity and 
the house in itself is an experience. They are not a hotel but more of a home where you 
come and live. That is more or less what sums up their image that they want to communi-
cate, service and a historical environment (Grudemark Ågren, personal communication, 27-
11-2006). 

Their customer segment is mainly conferences, business travelers (mainly during fairs at 
Elmia in Jönköping) and events such as weddings. Future segments would be more of for-
eign tourists tat come there for an experience but that’s not a focus at present time. An-
other reason for not focusing on families for example is that the hotel environment is very 
sensitive for being worn down (Grudemark Ågren, personal communication, 27-11-2006). 

4.4.4 WOM 
WOM is something that Slottsvillan actively uses as a marketing form and according to 
Grudemark Ågren others say that it is something they are good at utilizing. In fact, it is also 
the most important marketing form for them. In order to create WOM they invite people 
from companies and booking services for a dinner and to spend the night. The purpose of 
this is to make them feel the environment first hand and get an own perception as to what 
the hotel has to offer and then be able to recommend them to their clients in turn. The 
service part of the organization also plays an important role here as her personnel as they 
create a relation which lasts after the people that has been invited have left and gone away. 
They become friends with each other (Grudemark Ågren, personal communication, and 
27-11-2006).    

Grudemark Ågren points out that the most common reason for new clients to come to 
them is because they have got to know about them from someone else (Grudemark Ågren, 
personal communication, 27-11-2006).  

Slottsvillan tries to influence positive WOM mainly by their marketing method of inviting 
people but also to keep in contact with their network and e.g. sent out emails just to make 
others remember them and sometimes attaching special offers (Grudemark Ågren, per-
sonal communication, 27-11-2006).  

Their special concept of being a historical place is something they actively enhance and 
communicate to their customers by using storytelling. Examples of this are that they tell 
small anecdotes about the building and sometimes tell ghost stories. For this they have 
made quite a bit of research about the house and the persons living there and their annual 
open house for the public also brings in new facts and stories which have contributed a 
great deal to the historical picture (Grudemark Ågren, personal communication, 27-11-
2006). 

They also arrange small competitions where the guests get to guess types of antique furni-
ture and what particular style they are and the time period in which they were made. They 
also get to guess who lived in the house when by sorting their portraits which also can be 
found on the walls in the hotel.  Another fact that adds to the experience is the size of the 
hotel which allows no more than two groups of people visiting at the same time which 
makes it more personal (Grudemark Ågren, personal communication, 27-11-2006). 
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4.5  Stora Hotellet 

4.5.1 Background 
Stora Hotellet was founded in 1855 and was built as a result of the railroad construction 
between Malmö and Stockholm which happened to go past Jönköping. As the travelers 
needed somewhere to sleep on their journey and because Jönköping was (and still is situ-
ated) right in between the two main destinations Stora Hotellet was constructed. Then like 
now Jönköping is a logistics centre with a very strategic geographical location (Nilsson, per-
sonal communication, 27-11-2006).  

Although Jönköping only had about 7000 inhabitants the hotel was built with all moder-
nity’s that the business demanded with running water, spa etc. It also had a large hotel gar-
den serving alcohol and with a scent for live performances (Nilsson, personal communica-
tion, 27-11-2006).  

The hotel has ever since been more or less been run by families until 1995 when it was 
bought by the hotel chain Reso hotels which in turn were later bought by Scandic Hotels. 
Scandic then sold it, bought it again just to finally sell it again to Elite Hotels in 2001. Carl-
Henric Nilsson has been the general manager since the first overtakes in 1995 (Nilsson, 
personal communication, 27-11-2006).  

4.5.2 Service 
According to Nilsson (2006) their service is built on making the guests feel welcomed. This 
is achieved by all the small things like saying hello to every guest and always greet them 
with a smile. You should feel welcomed and if you greet the guest and have a small conver-
sation with him. If you see a lonely person then you have to be able to perceive that and so 
that he will fell good with staying with us and talk well about us. If you treat a guest right 
then you will have a guest for life, it is the reason for them to keep coming back to you 
(Nilsson, personal communication, 27-11-2006). 

Nilsson says that: 

“The business traveler is really the loneliest person there is, he does not want to stay here. 
He is here because he has a work that forces him to live here and then it is our challenge to 
create an atmosphere that makes him choose us over someone else” (Nilsson, personal 
communication, 27-11-2006). 

Stora Hotellet is also actively working with the guest database to give every customer what 
he wants and to fulfill his personal needs. It is a means for making the guests feel unique. 
They try to for example, give personal attention like giving their preferred news paper or 
the right kind of softness of toilet paper but Nilsson also questions up to what degree you 
can really spend time on fulfilling every need of the guest (Nilsson, personal communica-
tion, 27-11-2006).  

They also work with solving guest’s problems when they are not happy with the service 
they have received and the receptionists, for example, have the authority to offer compen-
sations up to the degree of offering a free night. If that is not enough, Nilsson will person-
ally speak with the guest. The important thing is to solve the problem while the client is still 
there, when they have walked out of the door it is already too late (Nilsson, personal com-
munication, 27-11-2006). 
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Nilsson also states that what makes them unique is that they have a unique history. If they 
can work with that and promote that to their guests then they are indeed unique (Nilsson, 
personal communication, 27-11-2006). 

4.5.3 Marketing 
The main customer segment for Stora Hotellet is business travelers. When it comes to 
marketing towards this segment there is mainly two parts to consider namely, the guest and 
the customer. The seller persuades the customer, i.e. the company, to sign a contract with 
them. Then, the real challenge lies in convincing the guest, i.e. the business traveler, that 
their hotel is actually the right choice. Sometimes the guest did not want to switch hotel in 
the first place, it is all about over delivering and exceed the guest expectations of the ser-
vice. This is also the reason why clients come to you in the first place, because the service is 
good and the staff is nice and greets you with a smile. You feel good staying at the hotel 
(Nilsson, personal communication, 27-11-2006). 

Nilsson estimates that up to 75% of their clients are of that particular segment but also 
confirms that that is a number that has declined from a percentage of 80 in the last years 
with an increasing number of weekend guests instead. This is partly due to a partnership 
with the local Spa “Hudoteket” which is considered to be one of the best in Sweden. The 
spa packages nowadays counts for around 4000 guest nights per year (Nilsson, personal 
communication, 27-11-2006). 

Nilsson acknowledges that the different segments have different demands and that maybe 
the weekend guests that spend more time at the hotel and also their own private money are 
more sensitive and respond more to WOM than maybe business travelers do. The business 
segment is more easily satisfied as long as the basic service is good with a good bed, clean 
room, efficient service etc (Nilsson, personal communication, 27-11-2006).  

The image that Stora Hotellet wants to communicate is luxury. Especially when it comes to 
weekend guests who have other kind of expectations and demands. These guests are also 
much harder to please and due to that they spend more time and invest more in their stay 
at the hotel.  These are also the factors that influence the importance of WOM as these 
guests are more influenced by their neighbor’s experiences and other sources that give per-
sonal and informal opinions about the hotel (Nilsson, personal communication, 27-11-
2006). 

For everything that has to do with business travelers they use personal selling as a primary 
marketing method. Due to being part of the Elite Hotels chain they have a lot of responsi-
bility but work in a network when it comes to the personal selling. However, a hotel like 
Stora Hotellet that has restaurant businesses needs a lot of local commitment and knowl-
edge. Therefore they use a lot of networking in their marketing strategy with a goal of hav-
ing good local relations with the municipal, local business and marketing organizations etc 
(Nilsson, personal communication, 27-11-2006).  

Nilsson claims that they almost do not use any kind of traditional marketing except for this 
year’s local-TV commercial about Christmas dinners. Instead they try to use internet and 
invite people for showing the hotel. They do, for example, invite clients for lunch at their 
restaurant to show them their services and products. They have at least one of these 
lunches per weekday and this becomes a means of marketing as well as arranging other par-
ties and relationship creating events (Nilsson, personal communication, 27-11-2006).  
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4.5.4 WOM 
When asked about the importance of WOM for Stora Hotellet Nilsson responds that he 
thinks that it is very important. If you do the things right than people will produce that in-
formal information that speaks well about the company (Nilsson, personal communication, 
27-11-2006).  

According to Nilsson Stora Hotellet does try to influence WOM in order to promote the 
Hotel. A good example is the big party hall which is available for renting when wanting to 
arrange events like student proms and official dinner. In 1995 when the hotel was bought 
there were several rotary clubs which were regularly renting space at the hotel for their 
meetings. At the time, these clubs were not that appreciated by the hotel as they were de-
manding and also creating a lot of extra work. However, the hotel decided to make them 
satisfied instead and within 2 years after that decision they were able to charge them good 
priced plus that their turn over for the party halls went up (Nilsson, personal communica-
tion, 27-11-2006).  

Nilsson believes that 75% of this development was due to the creation of local networks 
through these rotary clubs as the people active in these were also many time people with 
influence over events that were held in the party halls. You have to view these kinds of 
things from a broader perspective and try to see what this extra work influences and gener-
ate (Nilsson, personal communication, 27-11-2006). 

However, Nilsson also says that due to their lack of traditional marketing such as advertis-
ing in news papers may cause them to be too focused on WOM which might not be good 
either. He do believe that loyal customers create WOM about the company and that getting 
some particular companies is indeed a tool for attracting other companies to the Hotel 
(Nilsson, personal communication, 27-11-2006).  

“And having that car here (pointing to the car of Joe Labero outside on the parking lot) is 
not a bad thing either” (Nilsson, personal communication, 27-11-2006). 

Storytelling is not something that Stora Hotellet actively uses but they do take advantage of 
having an 1800’s party hall and an environment that is the original one from that time 
(Nilsson, personal communication, 27-11-2006).   
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5 Analysis 
In this chapter the empirical data gathered through the interviews with the respondents are analyzed in the 
light of the theoretical framework. The subheadings in this chapter are: The power of WOM, Negative 
WOM, and Storytelling, Controlling positive WOM, Service, Marketing and Loyalty. These areas are 
then further analyzed individually.  

5.1 The Power of WOM 
WOM is described to be an essential force in order to achieve success for company accord-
ing to Haywood (1989) The potential power of WOM lies in the apparent independence 
and therefore it represents a great influential marketing force says Silverman (2001). Ac-
cording to Grönroos (1990) WOM within service marketing is very important since it 
communicates the credibility of the company’s services in an informal manner between 
consumers. The intangible nature of services makes the hotel business very much affected 
by WOM and the greater the credibility of the experienced  service conveyed by WOM the 
more important and effective it will be (Christine et al, 2000; Mossberg & Johansen, 2006).   

The importance of WOM was confirmed by the interviewed companies, where for example 
the assistant senior manager of Scandic Hotels Portalen and Elmia claims that WOM is the 
most important thing for the company in the sense that it is ultimately the customer who 
decides what he/she wants to believe no matter how good the firms adverting is (Hjal-
marsson, personal communication, 27-11-2006).  

The manager at Stora Hotellet agrees with the importance of WOM and furthermore be-
lieved that if the customers are treated in a good way and that appropriate services are pro-
vided then customers will, informally, talk well about the company (Nilsson, personal 
communication, 27-11-2006). Due to that there is no direct formal selling involved, a refer-
ence from one customer to a colleague will be given more trustworthiness than if it was a 
regular seller that promotes the product says the sales director of John Bauer hotel, there-
fore he believes in attracting the customer in a more informal way (Andersson, Personal 
communication, 27-11-2006).  

Stokes & Lomax (2002) confirms that WOM is an important factor for customer acquisi-
tion for small companies. The power and importance of WOM is also dependent on the 
competitiveness of the market. (Christine et al, 2000). 

Although not a lot of companies actually tries to control WOM or include it in the corpo-
rate strategy. Scandic Portalen assistant senior manager confirms this by telling that they do 
not really include WOM as a part of their marketing strategy. Slottsvillan on the other hand 
used WOM in their marketing strategy, this partly due to that traditional marketing was 
considered expensive for a smaller entrepreneurial hotel. (Grudemark Ågren, personal 
communication, 27-11-2006)  

In relation to the WOM theory the respondents agreed that WOM is something that is vital 
part of the hotel business and that positive and negative WOM can be something that ef-
fects the reputation of the hotels. The respondents also agreed that it is important to de-
liver services that lead to good customer satisfaction and reduce negative WOM actively 
and not hinder positive WOM   
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5.2 Negative WOM 
Understanding WOM and the way to harness it can reduce the costs of negative WOM. By 
transforming negative WOM to positive WOM will lead to the gain or regain of the cus-
tomers trust, this can be done by justifiably compensating the customer to his satisfaction 
(Haywood, 1989). Cafferky (2004) acknowledge that it is crucial to close the information 
gaps fast and response with the appropriate method to minimize negative WOM. The mes-
sage conveyed to the exposed customer should preferably be in line with the company’s vi-
sion and contain credibility and reason. 

All of the managers of the hotels acknowledged the importance to reduce negative WOM 
by evaluating the customers stay.  For example Scandic Portalen sent out evaluation forms 
within 2 weeks in order to deal with complaints and to improve their service quality and 
viewed negative responses as a gold mine, since then there was a way to deal with the issue  
(Hjalmarsson, personal communication, 27-11-2006). This kind of evaluation forms sent 
out to the hotel guests after the stay by mail where made by all the respondents except at 
Slottsvillan were the guests were asked when the left and during the stay about their satis-
faction level (Grudemark Ågren, personal communication, 27-11-2006). 

 1-2006). The sales manager at John Bauer hotel does, however, prefer that customer issues 
were solved as soon as they arose in order to minimize negative WOM (Andersson, Per-
sonal communication, 27-11-2006). This is something that is confirmed by the other re-
spondents. The assistant senior manager of Scandic Portalen said that if dissatisfied guests 
was given a reasonable explanation or compensated in some way, this would help to win 
the customer back and also reduce negative WOM (Hjalmarsson, personal communication, 
27-11-2006).   

Griffin (2002) claims that only a small amount of dissatisfaction is actually expressed by the 
customer. About 90 percent of the non expressed complaints will directly affect the com-
pany, most of all in form of negative WOM. Assistant senior manager of Scandic Portalen 
did express that the assumption that a quiet customer is satisfied is not always true. The 
customer’s experience of a bad service could travel many times faster than a good service 
(Hjalmarsson, personal communication, 27-11-2006). 

The respondents all seem to be aware of the impact of negative WOM and actively use me-
thods to avoid unnecessary negative WOM by satisfying the hotel guests and improve their 
services by evaluating the customers stay during the stay at the hotel or after the stay.  The 
problem by correcting the service long after the stay might, however, lead to that already 
negative WOM has been generated before the customer has been compensated.   

5.3 Storytelling 
What people like to talk about are things that are new, exiting, expensive and personally 
experienced products or services (Rosen, 2000). Silverman (2001) claims that WOM pro-
grams should include an interesting, different and unique story. Since stories easily can be 
remembered and they often affect the listeners emotionally, they can effectively be used to 
convey a chosen message (Cafferky, 2004). The WOM created from the stories can be util-
ized in the marketing strategy and hotels are no exception from using a story to spread the 
word about the company and its heritage (Mossberg, Johansen, 2006).  

John Bauer hotel uses for example the story about the famous painter John Bauer from the 
region, in order to encourage WOM to be spread about the hotel. It is a quite central theme 
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in the hotel concept, where illustrations of fairies, trolls and elves are incorporated in the 
hotel environment. John Bauer also has a close relationship with John Bauer museum not 
far away from the hotel. However, it seems like the John Bauer theme has been decreasing 
in focus in the marketing strategy and more left unutilized (Andersson, Personal communi-
cation, 27-11-2006).  

Mossberg & Johansen (2006) believe that telling stories can also be a part of letting the cus-
tomer remember and appreciate the history of the hotel and the tradition and other various 
facts about it. Furthermore Mossberg & Johansen (2006) claims that it can be a good way 
to get these facts to be recalled by the customer and talked about to others informally, es-
pecially if there are exciting and fun components to the story. Park Inn Värnamo and 
Slottsvillan do recognize the importance of incorporating storytelling in the marketing 
strategy. In the example of Park Inn Värnamo they try to spread their story about the fa-
mous Swedish expensive designed furniture that is displayed in the hotel and have the ori-
gin from the local renowned design companies. This is the focus that they want to convey 
through storytelling according to the manager at the Park Inn hotel. The design is present 
in the hotel’s environment and special information about the design is to be found in the 
hotel to tell the story (Johansson, Personal communication, 21-11-2006).  

In the case of Slottsvillan the authors have found even more evidence of  strategical use of 
storytelling as a mean of spreading their reputation and finding more clients. More specifi-
cally they actively and frequently communicate the history about the building and it’s sur-
rounding, about the persons that once lived there and even tell ghost stories (Grudemark 
Ågren, personal Communication, 27-11-2006).  

There is also evidence that famous people like Frank Sinatra and the Cartwright brothers 
stayed at the Värnamo Park Inn hotel. This in itself is an interested story that is talked 
about among people even though the design and the history of the hotel is the main focus 
for the storytelling strategy, that these famous people stayed at the hotel can certainly gen-
erate WOM among people is a something that can increase the power of the storytelling 
strategy and adds effect to the conveying of the history of Park Inn Värnamo (Johansson, 
Personal communication, 21-11-2006).  

In order for the story to be trustworthy and convincing the employees should be able to 
incorporate themselves with the story (Mossberg & Johansen, 2006) This is done at Slotts-
villan for example by the employees when they tell exiting but fun stories about anecdotes 
and occasionally about ghosts that could be present in the house (Grudemark Ågren, per-
sonal Communication, 27-11-2006)  

The employees at Slottsvillan actively try to arrange different kind of interesting and differ-
ent activities for the Customers in which the story about the hotel and place is included 
(Grudemark Ågren, personal Communication, 27-11-2006). Finally, an example of old and 
proud history is the story about Stora Hotellet in the city centre of Jönköping that was 
founded in 1855 due to its strategic location and today is considered as a glamorous hotel. 
However storytelling is not something that the hotel actively is using in its marketing strat-
egy (Nilsson, personal communication, 27-11-2006).   

It seems like the five respondents in our thesis are in five different strategically positions 
where Slottsvillan has storytelling as something very central in their strategy while Scandic 
Hotels does almost not use it actively at all. John Bauer hotel on the other hand has had 
storytelling in their strategy but seem to be moving away from it while Park Inn Värnamo 
are moving towards using more storytelling in the future. Lastly, the authors see that Stora 
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Hotellet in Jönköping has a great potential in using storytelling much more than they are 
today.  

To summarize, the authors believe that although the different hotels in this thesis find 
themselves in different strategically positions in the market place all of them could benefit 
from using storytelling as a strategical means in their marketing. However, the usefulness 
and how much they would actually gain is most certainly different as they do have different 
customer segments and are situated in different geographical locations. One factor that do 
play a big part is the environment and the history of the hotel where we have seen that 
Slottsvillan has came a long way of utilizing this but the one hotel in this thesis that might 
benefit the most from this would most probably be Stora Hotellet in Jönköping. With its 
history and customer segment with, among others, weekend spa guests it is the authors’ 
opinion that the use of storytelling would give them a lot more publicity and have more 
customers than they do today.    

5.4 Controlling positive WOM 
People involved in management should be committed to the process of generating positive 
WOM. What is also important in order to have some control of WOM is to actively listen 
to the customer’s wants and objections and then follow these up by satisfying these wants 
and handling the complaints in a good way. There must be a focus on the customer and on 
delivering of the service promised (Haywood, 1989).  

Haywood (1989) says that people have a tendency to talk and produce WOM about com-
plicated products and services. By having an understanding of the speed and scope of 
WOM and being able to influence it, companies can create a competitive advantage 
(Haywood, 1998; Silverman, 2001) 

As seen above in this chapter negative WOM is handled in a proper manner and all of our 
respondents seem to have a strong focus on making their service live up to the clients ex-
pectations. However, only a limited awareness of how to control positive WOM has been 
found. Among the respondents with most knowledge are Slottsvillan and Park Inn Vär-
namo who both actively are using methods of harnessing WOM and have their main mar-
keting focus on generating positive WOM (Grudemark Ågren, personal Communication, 
27-11-2006; Johansson, Personal communication, 21-11-2006).  

The larger hotels and the ones belonging to a hotel chain and a bigger corporation do not 
have their focus on WOM and Scandic Hotels is of the opinion that the fact that some cli-
ents talk well about them is out of their control. Instead the rely on more traditional mar-
keting methods such as advertising and promotion. Also Stora Hotellet and John Bauer 
Hotels belong to larger hotel chains but have more focus on relationship creating market-
ing activities that do affect positive WOM. However, also here the opinion is that positive 
WOM is within their control only to a very limited extent (Nilsson, personal communica-
tion, 27-11-2006; Andersson, Personal communication, 27-11-2006; Hjalmarsson, personal 
communication, 27-11-2006). 

 

  

Although Silverman (2001) admits that WOM cannot be controlled to 100 percent, there 
are still ways in order to harness and influenced it and these are the steps to do it. 
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When examining Silverman’s (2001) theories on how to control WOM and compare it to 
our empirical finding we do not find any specific usage of this at any of the hotels that we 
have investigated.  There are methods for trying to influence WOM in a positive way 
through affecting opinion leaders for example in the case of Slottsvillan but not through 
the methods described by Silverman (2001). Most of the methods found in all but one of 
our respondents that do harness positive WOM in some way are more related to relation-
ship marketing. 

Haywood (1989) says that people have a tendency to talk and produce WOM about com-
plicated products and services. By having an understanding of the speed and scope of 
WOM and being able to influence it, companies can create a competitive advantage 
(Haywood, 1998; Silverman, 2001). Another method that is considered direct in harnessing 
WOM is utilization of Customer referral campaigns (CRC) (Christene et al, 2000). 

The hotel industry in itself is a service industry and this is surely contributing to that the au-
thors find that WOM is very much in focus among the respondents in general. However, 
any form of CRC has not been found.   

Silverman (2001) suggests that apart from influencing PR the use of testimonials, events, 
internet, advisory groups, affiliate programs, expert sessions and gifts can also work as 
WOM programs. These WOM programs are however more scarcely utilized by the re-
spondents in order to influence positive WOM. The respondents did not actively use cus-
tomers referral campaigns or had plans in doing so.    

According to Stokes & Lomax (2002) smaller companies especially with entrepreneurial 
features rely more on WOM to attract customers than other type of firms.  

There is a difference in attitude towards WOM among the respondents. Where Scandic 
says that they do not actively use WOM in their marketing strategy but where Stora Hotel-
lets manager on the other hand claims that they do use WOM in their marketing strategy 
(Hjalmarsson, personal communication, 27-11-2006; Nilsson, personal communication, 27-
11-2006). WOM is also used in the marketing strategy of Slottsvillan (Grudemark Ågren, 
personal communication, and 27-11-2006). The manager at Värnamo Park Inn was the on-
ly one who actually articulated that for example serving lunch that is not actually profitable 
initially for the hotel. But it will in turn help the lunch customers experience a part of the 
hotel and generate the WOM of the hotel as good location for holding conferences (Jo-
hansson, Personal communication, 21-11-2006). 

Why for example Scandic Hotels has chosen a more passive attitude towards harnessing of 
positive WOM, can be due to the organizational structure and perhaps more resources 
available for more conventional marketing methods.  

There appear to be an agreement among the respondents that ethical focus was important 
in order to build trust to the customer and the society. The manager at Scandic believed 
that the positive WOM was being spread thanks to Scandic social and ecological responsi-
bility (Hjalmarsson personal communication, 27-11-2006). The manager at Värnamo Park 
Inn was also firm in his belief about maintaining the trust from the local community in or-
der to maintain a good relationship and not hinder positive WOM to be spread, a fact that 
Stora Hotellet also agrees with (Johansson, Personal communication, 21-11-2006; Nilsson, 
personal communication, 27-11-2006). 

The belief of what actually causes positive WOM various among the respondents and al-
though some actions were more commonly thought of generating positive WOM.  The 
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manager at Värnamo Park Inn was the only one who actually articulated that for example 
serving lunch that is not actually profitable initially for the hotel. But it will in turn help the 
lunch customers experience a part of the hotel and generate the WOM of the hotel as good 
location for holding conferences (Johansson, Personal communication, 21-11-2006). 

In spite of being aware of the importance of WOM, the authors of the thesis have not been 
able to identify a lot of focus or belief in the active influence and use of positive WOM 
among the respondents, the way it is being described in theory. All of the respondents did 
have methods and routines for service recovery, stressing the importance of correcting ser-
vice failures immediately. The methods for generating positive WOM were less focused on 
since  it seems like the evaluation of the impact of positive WOM was more difficult to 
measure and likewise the difficulty to control it.  

However, differences were discovered where smaller hotels seem to be more active and 
have more knowledge about harnessing WOM whereas larger organization were less fo-
cused on it or had no focus at all. The authors of the thesis do not put any value into this 
rather, it is their opinion that larger organizations might do better from actually using their 
resources for marketing themselves in a traditional way, something that is not possible 
among the smaller hotels.  

5.4.1 Opinion leaders 
According to Chaney (2001) opinion leaders are influential people in their network and 
persons that opinion seekers consult before making a purchase hence, opinion leaders are 
very important for a firm in order to effectively generate positive WOM. Haywood (1989) 
confirms that getting potential customers to generate positive WOM can be done by mak-
ing them familiarized with a business. Stokes and Lomax (2002) say that travel agencies 
give recommendations to customer that are perceived independent and are therefore im-
portant opinion leaders. Cafferky (2004) claims that WOM recommendations from opinion 
leaders are effective both if the social connection to the person being influenced is strong 
but also when it is less strong and more casual. To let the customer familiarize themselves 
on a pre tour at e.g. the hotel, can help the process in generating positive WOM (Haywood, 
1989). 

Stora Hotellet is using this method of influencing opinion leaders by inviting them as well 
as keeping them in their hotel environment. Almost every weekday there is a potential 
business client having a free lunch with one of their salesmen in the hotel restaurant. They 
also do regular tour of the hotel with clients and people in general that they are cooperating 
with e.g. taxi companies. Another example is that there are several Rotary clubs that have 
their meetings at the hotel, something that’s been an intentional strategy since many opin-
ion leaders and decision makers are also in these types of associations (Nilsson, personal 
communication, 27-11-2006).  

The manager and co-owner of Slottsvillan believe that employees at booking service com-
panies that spend time at the hotel were more likely to recommend the hotel after experi-
ences the environment and atmosphere of the hotel (Grudemark Ågren, personal commu-
nication, and 27-11-2006). This opinion was more or less shared with all of our respon-
dents where for example Scandic Hotels direct selling towards tourist information offices 
and other companies and organizations (Hjalmarsson, personal communication, 27-11-
2006).  
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The manager at Park Inn Värnamo takes this one step further by trying to influence jour-
nalists, magazines and newspapers to write about the hotel in an informal way. They also 
serve lunches that are not profitable but it makes it possible for local businessmen to famil-
iarize themselves with the hotel and perhaps decide to have future conferences there or 
recommend it to other colleagues (Johansson, Personal communication, 21-11-2006).  

Overall, the respondents interviewed seem to have a fairly good idea of what opinion lead-
ers mean for a business and also how these can be influenced. The authors believes that in-
fluencing opinion leaders as a mean for spreading WOM is most likely the area where the 
hotels have the highest level of knowledge compared to other theories of WOM marketing 
in this thesis. However, by having said that it does not mean that all of our respondents ac-
tually plan their strategies as far as that they know that their actions will absolutely lead to 
positive WOM and an increased marketing efficiency. Instead it could be that the inter-
viewees see it as networking and relationship creation but not the WOM that then will be 
spread from this activity to a more vast number of people.     

5.5  Service 
According to Grönroos (2003) the essential in a service company is the quality of the ser-
vice and the staff delivering it. According to Berry & Parasuraman (1991) there are five di-
mensions to consider when working with service quality in a customer perspective: reliabil-
ity, service tangibility, staff willingness of delivering a good service, assurance and empathy. 
When looking at our empirical results, the first four dimensions seem to be something self-
evident for the hotels to be working with while the fifth, empathy, is something that is per-
ceived as competitive advantage.  

For Scandic Hotel the service quality is what gives them a competitive advantage as they 
aim to be perceived as very friendly and welcoming. According to Hjalmarsson, making the 
guest feel at home is the single most important thing when it comes to hotel service and 
what makes the clients to come to them in the first place (Hjalmarsson, personal commu-
nication, 27-11-2006). For Slottsvillan the personal service is one of two foundations that 
the company stands on and without their excellent service staff they would not have a 
competitive edge and their ability to be flexible and create friendly atmosphere (Grudemark 
Ågren, personal communication, 27-11-2006). According to Scandic Hotels, other factors 
such as hotel room decoration are not a source for competitive advantage (Hjalmarsson, 
personal communication, 27-11-2006).  

According to Hjalmarsson most of the clients visiting Scandic does not really want to be 
there and therefore the ability to feel at home is vital (Hjalmarsson, personal communica-
tion, 27-11-2006). This view is shared by Nilsson at Stora Hotellet and he says that it is the 
small things that count, such as a smile or just saying hello every time that a guest walks by 
(Nilsson, personal communication, 27-11-2006).   

For John Bauer hotel it is also important to make sure that their staff understands the value 
of doing “a little bit more” for the guests which could be simple things as joking in the ele-
vator. Arrogant staff with no empathy is something that will have a negative effect on the 
customer experience and they have to be aware of that (Andersson, Personal communica-
tion, 27-11-2006).  

The respondents in this research all have a great focus on service quality and its importance 
for their success, something that also fits well with what is described in theory. It also 
seems like a lot is being done reach a high service quality level and a high quantity of re-
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sources are put into it as well. The one thing that unites all of the hotels in the empirical 
findings is that friendliness and delivering welcoming feeling is the key to be perceived as a 
good quality hotel. Most of the respondents also claim that the service quality is the very 
reason why their customers keep coming back and also why they attract new ones.   

It is the authors’ belief that the hotels view on service empathy as a means for competitive 
advantage is only right to some extent as an excellent service indeed can be an advantage. 
However, if everyone strives to excel in service empathy it is hard to see how this could be 
a competitive advantage in the long run. 

It has been shown that consumers are much more perceptive about the service quality 
when something has gone wrong and that has to be corrected by the firm. When asked to 
state the top ten most important characteristics of a service the consumers mentioned six 
that are directly related to service recovery (Berry & Parasuraman, 1991). Also when divid-
ing the factors affecting service quality and customer satisfaction, recovery is given a great 
deal of importance (Grönroos, 2003; Baron & Harris, 2003).  

According to Berry & Parasuraman (1991) service recovery is harder to succeed in than 
service reliability because of the vast variation of individual customer problems that can 
and will take place when the service fails in one way or the other. It is therefore very im-
portant to establish some kind of service recovery guidelines that the employee can follow 
to deliver the highest client satisfaction possible (Berry & Parasuraman, 1991; Baron & 
Harris, 2003; Grönroos, 2002). 

Service recovery is something that all of the respondents seem to have a very good under-
standing of, not just when it comes to correcting a mistake in itself but also the value of it 
as an important marketing tool for creating a good image and customer perception. All of 
our respondents seem to be aware of the fact that a good service recovery requires swift 
and individual solutions which in turn need empowerment of employees so that these deci-
sions can be made.  For example, both Stora Hotellet and Park Inn Värnamo emphasize 
that solving a guest’s problem fast, effectively and to his/hers satisfaction is crucial. Also, 
Slottsvillan considers any service recovery occasion as a golden opportunity to make a good 
impression with the customer and to create a good image (Grudemark Ågren, personal 
communication, 27-11-2006; Nilsson, personal communication, 27-11-2006; Hjalmarsson, 
personal communication, 27-11-2006). 

5.5.1 Loyalty 

Loyalty in itself is very important in the service sector because it is often very easy to copy 
services and therefore easy for consumers to switch companies. Hence, there can be very 
high switching cost for a service firm because of inability to keep their customers loyal. 
Rewarding customer for repurchase by different frequent-guest programs is also a way of 
building up brand loyalty and this idea has been adopted by many hotels and restaurant as a 
source of inspiration from airlines that utilized frequent-guest programs with success be-
fore. (McLeay, 1992; Baron & Harris, 2003)  
Loyal customers and clients that keep coming back to their business is something that all of 
the respondents strive for. All of them, except for Slottsvillan, currently have a loyalty pro-
gram with the motive of keeping and attracting customers. However, also Slottsvillan has 
methods for keeping loyal customers by actively trying to exceed their customers’ expecta-
tions by trying and delivering something new every time so they return to the hotel (Gru-
demark Ågren, personal communication, 27-11-2006). Scandic Hotels, on the other hand 
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has a very well developed and far progressed loyalty program which is a main attraction for 
clients and it is a big part of the service quality that the Hotel tries to provide (Hjalmarsson, 
personal communication, 27-11-2006).  

Loyal customers can be an indirect way of promoting a service company. They often pro-
vide strong WOM communication, recommendation, referrals, and references. These kinds 
of activities are viewed as the best an organization can ask for (Reichheld & Sasser, 1990; 
Griffin, 2002). WOM communication from loyal customers is to be considered as almost a 
kind of partnership activity when it is positive WOM (Lindberg-Repo, 1999). Payne (1994) 
describes this phenomenon of increased brand advocacy and loyalty as the “loyalty ladder” 
(see figure 4) 

Both John Bauer Hotel and Värnamo Park Inn are seeing loyalty programs and the data in-
formation that they provide as a mean for personalize their service for loyal customers. 
However, loyalty programmes are not something that is always seen as a very important 
thing but as something that differs between different kinds of hotels. The authors can see 
through the empirical studies, that loyalty programmes might be more important for busi-
ness travellers and larger, central controlled organizations. When it comes to the enhanced 
WOM that increased loyalty might generate there is not a lot of knowledge among the re-
spondents nor is strategies for inducing WOM from loyal customers given much thought.  

5.6 Marketing 
According to Grönroos (2003) and Payne (1994) the main point of importance in service 
marketing is relationships. Since there is a direct interaction between seller and client there 
is always going to exist a relationship between them and this has to be good in order for 
the customer to go through with the buying process and make the purchase. This is some-
thing that characterizes the whole service market and service marketing can therefore be 
defined as marketing built upon relations, networks and interactions (Grönroos, 2003) 

During the empirical study the authors have seen that traditional marketing at the hotels in-
terviewed still exist but in most cases to a very little extent. At Slottsvillan they almost ex-
clusively focus on their relations and networks saying that their methods instead consist of 
keeping in touch with different partners via e-mail or inviting them over for a free dinner 
and overnight stay and that their main reason for this is lack of financial means for using 
e.g. advertising (Grudemark Ågren, personal communication, 27-11-2006).  

Also Stora Hotellet and Värnamo Park Inn use methods for creating good relationships not 
only with potential clients but also with social groups in their local society such as rotary 
associations, local business life and municipal organizations. Nilsson says that the decision 
of having an excellent relationships with the local society is a foundation for the success for 
a hotel like Stora Hotellet and that it has been very important not only for their restaurant 
and pub business but also for renting e.g. the party hall for different local events and mak-
ing it more profitable (Nilsson, personal communication, 27-11-2006; Johansson, Personal 
communication, 21-11-2006). 

Also John Bauer Hotel markets them through personal networking by making unexpected 
visits to businesses in the local area and invites them for a business dinner. The purpose of 
this is, according to Andersson, that it is more effective to attract clients in an informal way 
(Andersson, Personal communication, 27-11-2006).   
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A seen above the authors have been able to identify several different methods and activities 
of relationship marketing among the hotels. Even Scandic Hotel, which is the most cen-
trally controlled and has the strongest focus on business travelers and mainly uses their 
large sales organization with personal selling, use relationship marketing activities. For ex-
ample, even though they do a lot of advertising and sponsoring Hjalmarsson sees the pur-
pose of putting an ad in the local newspaper or sponsoring the local hockey team as a mean 
for creating awareness in the local community and not to market them directly towards 
their actual clients (Hjalmarsson, personal communication, 27-11-2006). 

Another important marketing tool, especially within the hotel industry, is the internet ac-
cording to Kamel & Hussein (2004). As an example, Park Inn Värnamo has a relatively 
large marketing budget but instead of putting it into traditional advertising they spend it on 
marketing on the internet where they position themselves on internet sites they find is suit-
able for their customer segments. However, they also put a lot of energy into influencing 
magazines and journalists for getting PR that way. Johansson also believe that their central 
location in the region is an important factor for their success (Johansson, Personal com-
munication, 21-11-2006). The same applies more or less to all the other hotels and they all 
seem to be aware of internets importance for the hotel industry.  

The empirical findings in this thesis clearly show that the theory of relationship marketing 
is something that hotels not only are aware of but also use strategically. As traditional mar-
keting such as advertising seem to be less effective, hotels are using relationships for at-
tracting customers. However, it is also important to notice that the main segment for all 
our respondents is business travelers to whom direct selling and contracting is the way of 
doing business. Evidently, this creates stronger relationships and stronger reasons for main-
taining them. Although, one factor that seems to have a big importance, as stated in theory, 
is the use of advertising and marketing on the internet.  

Another consideration that can be made is that the smaller hotels in our research seem to 
have more of a financial reason for using WOM as their preferred marketing method as it 
is relatively cheap. However, this relatively cheapness is something that the authors believe 
would benefit also the larger companies such as Scandic who would get a more efficient 
marketing by using WOM. 

5.6.1 Image 
Other than relationships, important marketing factors within the service industry in general 
and the hotel sector in particular  are the service quality, the service environment (light, 
colours, furniture etc.), the business location, skilled staff and problem solving. In the hotel 
industry service failures seem to be something of particular importance and the possibility 
of them occurring greater (Poon & Low, 2005; Kleiner & Ropeter, 1997; Ford & Magnini, 
2004). 

Brand image is something that creates loyalty among customers and plays an important role 
when choosing a service as well as the service experience overall when purchased. Factors 
that influence the brand image of a service company are things like WOM, environment, 
price and restaurant. However, the single most important factor is the overall service qual-
ity (Grönroos, 1983; Berry et al, 1988;  Mazanec, 1995;  Ostrowsky, O’Brian & Gordon, 
1993; Normann, 1991). 

Nilsson claims that the brand image that Stora Hotellet wants to communicate is “glam-
our”, that the service they provide is something out of the ordinary and in contrast to the 
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everyday life. To live up to this image, Stora Hotellet has e.g. a partnership with a local spa 
and together with them they offer weekend packages. This is, however, not aimed towards 
business travellers who instead demand a high quality and reliable service which, as seen 
above, is very important for building a brand image (Nilsson, personal communication, 27-
11-2006).  

Johansson also claims that the brand image has different meanings towards different seg-
ments and that their design and history theme is important, it mostly applies to weekend 
and family guests. Thus, the far most important factor towards business travellers and con-
ferences is the quality of the service and the quality of the food in the restaurant (Johans-
son, Personal communication, 21-11-2006).  

The same applies to John Bauer Hotel as their main segment is also business travelers and 
conferences quality is the foremost important and weekend packages, which would be 
more benefited by the a John Bauer (the artist) theme, is not a big part of their service 
(Andersson, Personal communication, 27-11-2006).  

Scandic Hotels is perhaps even more oriented and focused towards business travellers 
which make their weekend spa offerings merely a try to get more guests during weekends. 
The far most important factor that they want to be seen as is a good quality hotel. The ser-
vice quality is the only thing that matters (Hjalmarsson, personal communication, 27-11-
2006). 

Slottsvillan has a little bit different approach and although service quality is very important 
for them, the image that they want to communicate is that they are a historical place in a 
unique environment (Grudemark Ågren, personal communication, 27-11-2006). This is 
quite interesting as the uniqueness of the hotel seem to be equally important to the service 
quality which is not exactly according to service marketing theory.  

The authors believe that the image goals for our different respondent are very similar with 
friendliness and quality as primary goals. There are exceptions with Slottsvillan and Park 
Inn Värnamo who are trying to segment themselves with uniqueness in environment and 
communicating a story but the biggest focus in general is still service quality. Also, Stora 
Hotellet seems to be thinking in different terms but towards their main segment it is still 
friendliness that is the intentional image.  

Why exactly all of the hotels participation in this thesis are trying to profile themselves 
more or less the same can be because of many things such as lack of knowledge or the fact 
that service quality indeed is something really hard to excel in. However, the authors are of 
the idea that to stand out and create a unique brand image is something that all hotels 
would benefit from and possibly make them attractive to new customers segments and 
more guests overall.  

Another possibility for the similar image phenomenon might be that all of these hotels are 
in the same region and that they are all affected by the same type of market and customer 
segments. Indeed, friendliness might be the most effective profilation towards their current 
clients and perhaps the market is profitable enough for not wanting to change but stay on 
the safe side knowing that the current strategy always has been working pretty well.   
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6 Conclusion 
In this chapter the authors of the thesis present their conclusions from the analysis and answer the research 
questions as well as the purpose of the thesis. 

There is no doubt among the respondents that WOM is something very important for the 
hotels and their survival in the marketing place. There are, however, differences in the per-
ception among the respondents about what actually contributes to positive WOM of the 
hotel. Negative WOM is something that all the respondents try to avoid in a similar fashion 
by evaluating the customers experience and trying to compensate the customer in an ap-
propriate fashion.  

To harness positive WOM is not, to a greater extent, thought of among the respondents. 
Instead it is considered as a something that naturally will develop by having a great service 
and atmosphere in their organization. However, there are ways, according to theories with-
in the WOM research field, which companies more actively and deliberately can use in or-
der to generate more positive WOM than normally would have been done. Although some 
methods that are being used are similar to what theories suggest for harnessing positive 
WOM.  

What can be concluded from this thesis with respect to the purpose is that there are indeed 
methods that hotels use that does affect WOM positively. These methods include influenc-
ing opinion leaders like tourist agencies but also local organizations and the community in 
general. This type of influencing is done by giving tours and free offers or discounts but al-
so through delivering services that alone might not be profitable but that generate a mar-
keting value. However, if this will be enough for them to spread the WOM effectively is 
more unclear and mostly these methods closely follow what can be described as theories of 
relationship marketing.  

Also storytelling has been found as something that is a central strategy for two of the re-
spondents in the thesis and is probably the method that is used most actively to harness 
WOM and at the same time cannot be regarded as relationship marketing. 

All activities mentioned above do, according to theory, generate WOM to a greater or 
smaller extent although it is not seen as the main purpose or goal. At best, the hotels have a 
hope and maybe a feeling that it does work but do not dare to think that they indeed are 
controlling something and at worst, they do not even consider it at all.   

The strategical focus among the respondents lies on excelling in service quality which is 
seen by all of the respondents as what really matters and make them unique. Even if service 
indeed is hard to be good at and being so gives an advantage, it is still the authors’ belief 
that a unique image is more easily created from an environment or a story than in some-
thing that everyone tries to be best at. In this case it happens to be an image of being 
friendly. Hence, the authors believe that using a method like storytelling along with a high 
quality service would be the most powerful one for attracting and keeping clients.   

Size and financial means is also a factor for using and developing WOM or not. Big hotel 
chains with a lot of resources might not benefit a lot from harnessing positive WOM, at 
least not as much as small hotels with limited resources. However, the authors of the thesis 
believe that also big companies benefit from more efficient and less costly ways of doing 
business.   
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When it comes to customer loyalty it can be concluded that none of the hotels investigated 
seem to have a WOM purpose with their loyalty programs and their loyal customers. Some 
are aware of the positive influence on WOM that loyal customers provide but no one has it 
as a strategy. It is the authors’ belief that a deeper understanding within the management of 
loyalty and its marketing effects would be a very useful and powerful tool that could en-
hance the positive WOM spread about the company and this is far from fully utilized by 
the respondents. 

Finally, the authors of the thesis believe that if hotel managers could gain more insight to 
how positive WOM can be harnessed then they would also understand how their current 
marketing methods really work and make these methods more efficient. Hence, they have 
to see beyond the traditional marketing effects of their marketing efforts and relize that it 
actually produces something even more powerful namely, WOM. 

6.1  Further Research  
In this thesis the authors have chosen to use a qualitative method for exploring the man-
agements view on WOM and how it can be controlled. However, this study is very limited 
in the sense that it is only done examining five different hotels in one small region. So, first 
of all more qualitative and quantitative studies about the use of WOM in hotel and service 
organizations would be an interesting and important contribution to the marketing field.  

How strong the effect of positive WOM or to what extent it can be controlled is not yet 
fully explored. There is still a lot of research to be done around this area especially quantita-
tive ones.  

Another area of interest is how WOM differs in importance and the way it is functioning in 
different nations and cultures. Investigating WOM and marketing in an international con-
text is something that is very important considering how the business world of today is 
functioning.  

An important area for the continuation of studies of the WOM phenomenon would be to 
have a general measuring model that you could use in order to compare how much com-
panies are actually influating positive WOM and compare this between different firms. As 
it is now, positive WOM might be measurable within specific sectors and specific national 
and organizational cultures. However, if wanting to compare between these kinds of areas 
it will be much more difficult. Therefore, a standardized model, or similar, would be of 
great help for future researches within the area of WOM and marketing.  

WOM is, no matter how you view it, always going to affect people more personally and 
deeply than other forms of marketing since it is more informal and mostly communicated 
among consumers, family and friends. With this fact come ethical issues such as to what 
extent does corporations the right to actively manipulate consumers without them knowing 
that the information communicated is actually a form of marketing and commercial activ-
ity? The authors believe that this is a very important field of research since a wrong and 
unethical way of conducting WOM marketing would be putting the consumers trust for 
businesses at risk. 

The authors would also find it interesting if studies were done around more specific meth-
ods for generating WOM like for example how to most effectively identify and make use of 
important opinion leaders. Also the use of loyalty and how companies should approach 
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consumers to bring them up the loyalty ladder and finally make them all advocates for their 
brands.  
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Appendix 1-Interview Questions 
Hej! 

Vi är två studenter från internationella handelhögskolan i Jönköping som skriver vår magis-
teruppsats vilken kommer att läggas fram i mitten av januari nästa år. Vårt syfte med upp-
satsen är att försöka se om word-of-mouth som fenomen är någonting som företag aktivt 
kan och faktiskt påverkar för att mer effektivt (och till lägre kostnader etc) kunna marknads 
föra sig och i så fall hur detta fungerar i praktiken. 

 

Vad menar vi med Word-of mouth (WOM)? 

 

WOM är den informella kommunikationen mellan konsumenter och/eller experter om or-
ganisationer och dess produkter och tjänster.  

 

Vårt syfte med vår intervju är att få insikt om hur hotell här i Jönköpingsregionen arbetar 
med detta område och deras syn på marknadsföring och hotellservice i stort. Vi skulle även 
vilja ha lite bakgrundsfakta om hotellet och även från dig som vi skall intervjua. Därför 
kommer vi också att ställa några korta frågor angående detta. Vi tänker oss dock att inter-
vjun inte ska bli längre än en timme. 

 

Vi är mycket tacksamma för att vi får tillfälle att genomföra denna intervju vilket är en för-
utsättning för vårt arbete. Vi hoppas dock att detta utbyte kommer att vara meningsfullt 
och ge insikter för både er och oss.  

 

Med vänliga hälsningar,  

 

Andreas och Patrik  
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Frågor: 

-Skulle du kunna berätta lite om hotellets bakgrund och historia?   

Could you tell us about the background of the hotel and its history? 

-Hur tror du att word-of-mouth (WOM) fenomenet påverkar er verksamhet?  

How do you think WOM phenomen affects your business? 

-Hur tror du att man kan influera WOM? 

Hoe do you think you could influence WOM? 

-Varför kommer kunder till er?  

Why do customer come to the hotel? 

-Vad har dom för skäl att komma tillbaka? 

What reasons do they have for returning?  

-Vilken image vill ni förmedla med erat varumärke? 

What image do you want to convey of you brand? 

-Vilka metoder använder ni för att förmedla er image/varumärke? 

What methods do you use to convey the image / brand? 

-Lägger ni tyngdpunkten på något speciellt när det kommer till er service gentemot kun-
derna? 

Is there anything particular that you stress when it comes to the service to the customer? 

-Har ni något speciellt koncept i hotellverksamheten? 

Have you anything particular in the concept of the hotel? 

-Försöker ni aktivt att påverka en positiv ryktesspridning om företaget? 

Do you activily try to influence positive WOM of the hotel? 

-Har ni någonting unikt i er service?  

Do you have anything unique in the service? 

-Har ni något annat unikt som kunderna pratar om? 

Do you have anything unique that customers talk about? 

-Är detta unika något ni aktivt jobbar med?  

Is this unique think something you actively is working on? 

-Är skapandet Word-of-mouth (WOM) ett syfte med det unika ni jobbar med?  

Is the creating of WOM a purpose with the unique you work with? 

 54



 

-I marknadsföringen, riktar ni er till experter, eller dylikt, i synnerhet när ni förmedlar era 
marknadsföringsbudskap? 

In marketing, do you take help of expert to convey the message to the customers? 

-Hur stor är vikten av lojala kunder för er? 

How important is loyal customers to you? 

-Vad anser ni vara syftet med lojala kunder? 

What is the purpose with loyal customer for you? 

-Har ni tänkt på lojalitet och det WOM som det genererar? 

Have you thought about loyalty and the WOM that ir generates? 

-Hur fungerar ert lojalitets program? 

How does your loyalty program work? 

-Hur anpassar ni er service till olika kunders behov? 

How do you adapt the service to different customers needs? 

-Hur arbetar ni med service kvalitet i organisationen? 

How do you work with service quality in the organisation? 

-Hur hanterar ni kundrelationer? 

How do you handle customer relations? 

-Vilken vikt lägger ni på att rätta till misstag i er service? 

How important is it to correct a mistake in the service? 

-Hur hanterar ni på negativ WOM? 

How do you handle negative WOM? 

-Vilka medier använder ni er av i marknadsföringen? 

 What channels of the media do you use in the marketing? 
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Appendix 2- The desicion matrix 
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