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Abstract 
Background Due to new technologies, electronic word-of-mouth (eWOM) is becoming 

increasingly important, and has proven to have a significant impact in the 

decision-making process within the tourist industry. There is a large assort-

ment of research focusing on why consumers voice their opinion online and 

engage in eWOM. However, there is little research to be found concerning 

how hotels currently manage online review sites from a service management 

perspective.  

Purpose The purpose of this thesis will focus on how hotels actively incorporate 

online review sites in their management and marketing strategy from a ser-

vice management perspective. 

Method Primary- and secondary sources have been used in order to fulfil the pur-

pose of this thesis. A multiple case study including in-depth interviews as 

well as observations has provided important empirical findings for the anal-

ysis and conclusion.  

Conclusion Through this thesis, the authors have been able to establish how hotels can 

work successfully with online review sites from a service management per-

spective. The strategic issue concerned with eWOM is how to encourage 

customers to interact through TripAdvisor and write and share reviews. In 

addition, how to treat the online reviews maturely, and how to interact and 

use the information is imperative.  
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“If anyone can build a brand, it is the customer. Marketers cannot do that. 

They can only create favourable conditions for a brand image to develop in customers’ minds” 

- Grönroos, 2007, p. 329. 
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1 Introduction 
______________________________________________________________________ 

In the first chapter, a problem discussion will introduce the reader to the topic. The problem discussion pro-

vides a foundation for the purpose of this thesis.  Furthermore, the purpose will be defined followed by the re-

search questions, definitions and delimitations. 

_____________________________________________________________________________________ 

1.1 Problem discussion 
In 2013, world travel and tourism grew faster than the global economy (International Tour-

ism Board, 2013). According to International Tourism Board (2013), travelling has become 

a growing trend worldwide, and will continue to grow as the world’s economy grows 

stronger. Within world travelling, online booking channels have increased its dominance to 

65% in 2013, and continue to outgrow travel agency bookings (International Tourism 

Board, 2013). Furthermore, due to new technologies, electronic word-of-mouth (eWOM) is 

becoming increasingly important. Online reviews, ratings and recommendations are the most 

dominant and accessible forms of eWOM and has been proven to have a strong influence 

in the decision-making within the tourist industry, and it is argued that hotels in particular 

are highly affected by it (Cantallops & Salvi, 2014; Gretzel & Yoo, 2008). Since the tourist 

industry provides high involvement products and services that are intangible, in the sense 

that they are hard to evaluate prior to purchase, customers seek information in order to re-

duce their perceived risk (Litvin, Goldsmith & Pan, 2008). Furthermore, word-of-mouth 

(WOM) has shown to be prevalent in situations where there is a lack of knowledge and ex-

perience regarding the service, and this type of situation is common in decisions related to 

travelling (Gretzel & Yoo, 2008). 

One can see that consumer behaviour has changed as a result of eWOM and the emerging 

phenomenon of travel communities. These travel communities are attractive to consumers 

since they offer unbiased reviews by peers, which are regarded as more trustworthy. Thus, 

the use of online review sites has become an integral part of the decision making process 

(Casaló, Flavián & Guinalíu, 2010). 

Businesses need to be present where the customers are. The problem for businesses is the 

new consumer behaviour, where customers act as their own travel agents and search for in-

formation provided by other customers, regarding hotels. Therefore, the hotels have a hard 
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time controlling the perception of the brand and also lose control in respect of influencing 

potential customers (O’Connor, 2010). Studies have also shown that feedback from busi-

nesses on customer reviews influence brand attitudes, rather than receiving no feedback at 

all, and that responding to negative online reviews has a significant impact on hotel per-

formance (Lee, Rodgers & Kim, 2009; Kim, Lim & Brymer, 2015). 

One can see that Looker, Rockland and Taylor-Ketchum (2007) have a point when they 

argue that it is impossible to control WOM, but that it can be managed and should not be 

ignored. Furthermore, Kim et al., (2015) argue that it is necessary for businesses to take ad-

vantage of both traditional and social media. Instead of looking at user-generated content 

as something threatening to a hotel and its marketing efforts, hotels need to see it as a pos-

sibility and incorporate it into its marketing strategy. Especially since the importance of 

these types of websites is argued to grow (O’Connor, 2010). 

There is a large assortment of research focusing on why consumers voice their opinion 

online and engage in eWOM. However, the authors of this study find that there is little re-

search to be found concerning how hotels currently manage online review sites from a ser-

vice management perspective, in favour of their business, and that the existing research 

mainly focuses on responding to online reviews (Lee et al., 2009; Kim et al., 2015). Due to 

the increased use of customer review sites and the fact that customers rely on, and have 

greater confidence in other customers’ opinions, it is important for businesses to have an 

effective marketing strategy to deal with this issue (O’Connor, 2010). Therefore, the au-

thors find this study relevant since it will provide information regarding how hotels cur-

rently manage the aspect of independent online review sites successfully from a service 

management perspective. 

1.2 Purpose 
The purpose of this thesis will focus on how hotels actively incorporate online review sites 

in their management and marketing strategy from a service management perspective. 

1.3 Research questions 
• How can hotels successfully work with review sites? 

• How can hotels actively work with monitoring online customer reviews? 

• How valuable are online review sites for hotels?  
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1.4 Delimitations 

The thesis will only focus on hotels that are located in Sweden. The reason for this is that 

the chosen methods consist of in-depth interviews and observations. Thus, accessibility 

and time efficiency were two determining aspects in order to fulfil the purpose in time. 

Furthermore, these restrictions also led to the choice to only focus on four hotels that have 

received the TripAdvisor Traveller’s Choice Award 2015 in the category best hotels in 

Sweden 2015. The four chosen hotels for this thesis were randomly selected from the cate-

gory, which consisted of 25 hotels widely spread in Sweden.  

1.5 Definitions 
Hospitality industry: Synonym used for hotel and catering services/industries (Medlik, 

2003). In this thesis, the authors will specifically refer to the hotel industry within this term. 

WOM: Word of mouth (WOM) is defined as marketing messages that are transferred 

through personal mediums, circulating from person to person (Egan, 2015). WOM is fur-

ther defined as a communication channel, which is independent from commercial influ-

ences (Litvin et al., 2008). When the authors mention WOM they are referring WOM in an 

offline setting. 

eWOM: “Any positive or negative statement made by potential, actual, or former customers about a prod-

uct or company, which is made available to a multitude of people and institutions via the Internet” (Hennig-

Thurau, Gwinner, Walsh &  Gremler, 2004, p. 39). 

Online review sites: An online review site is an online platform where customers can re-

trieve and exchange information about products and services in addition to writing reviews 

(Zhang, Ye, Law & Li, 2010). 

Consumer/Customer/Guest: In this thesis, the authors will use the terms consumer, 

customer and guest interchangeably. 

1.6 Target audience 
This study is aimed for marketing students, and professionals within marketing and service 

management. Therefore, the authors assume that the readers have fundamental knowledge 

within the field of marketing and service management 
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2 Method 
______________________________________________________________________ 

The second chapter will include the authors’ choice of method. A detailed description of the chosen research 

approach, research design, data collection, primary data, secondary data and analysis of data will be pre-

sented for the reader. Also, the case study, selection criteria and the selected case companies will be intro-

duced. This chapter is written to assist the reader in terms of understanding why the methods are appropri-

ate for this thesis. 

_____________________________________________________________________ 

2.1 Research Approach 

Easterby-Smith, Thorpe and Lowe (as cited in Saunders, Lewis & Thornhill, 2007, p. 119) 

state that choosing the right research approach is important for three reasons. Firstly, the 

choices one makes regarding the research approach will later affect the research design. 

Thus, choosing the right research approach will make it easier to choose an appropriate re-

search design. Secondly, the research approach will serve as a guide to what strategy is ap-

propriate, such as using an inductive or deductive research method. Lastly, choosing the 

right research method will help to understand potential limitations of the research design 

(Saunders et al., 2007). 

Since the purpose of the thesis is to investigate a phenomenon that is considered relatively 

new, it is beneficial to use a research approach which supports a broad scope, due to lack 

of previous research within this specific subject. Therefore, an inductive research approach 

is appropriate since it is referred to as building theory. This means that the process begins 

with collecting empirical data, which later is analysed in order to be able to formulate a 

theory that explains the empirical data. The inductive research approach is further associat-

ed with qualitative research, which is referred to as the collection of non-numerical data, 

and includes in-depth interviews, open-ended questions and questionnaires (Saunders et al., 

2007). To fulfil the purpose of this thesis, the authors have chosen to conduct in-depth, 

semi-structured interviews with hotel managers and thus, the appropriate research ap-

proach for this thesis is an inductive approach, using qualitative research. 

The choice of an inductive research approach for this thesis is further strengthened when 

comparing the inductive approach to the deductive approach. A deductive approach is 

used when the authors of a study develops a theory, which later is tested. Furthermore, ac-
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cording to Robson (as cited in Saunders et al., 2007, p. 117) there are five sequential stages 

within a deductive approach. The process starts with a hypothesis being deducted from a 

theory, which later is expressed in operational form in order to indicate how it is supposed 

to be measured. Then, the hypothesis is tested in order to later be able to examine the re-

sult, this step will indicate whether the hypothesis needs to be modified. Lastly, modifica-

tions to the theory are made based on the outcomes of the hypothesis. Hence, deductive 

research approaches emphasise scientific principles, meaning that one can move from the-

ory to data. A deductive research approach is furthermore associated with quantitative re-

search method, which means that numerical data have been quantified (Saunders et al., 

2007). Thus, due to the fact that a deductive approach demands a certain level of existing 

theory, an inductive approach is more suitable when examining a relatively new phenome-

non. 

2.2 Research Design 

It is important that the research design is appropriate in respect of the research question(s), 

since the design has the function of a plan, describing the process of how the question(s) 

will be answered. It is also essential to justify the choice of research design in order to 

strengthen the thesis’ credibility (Saunders et al., 2007). 

Since we aim to understand and explain the issue with online review sites in the marketing 

strategy of hotels, an exploratory study is the research classification that is in line with the 

purpose of this thesis. The flexibility offered with exploratory studies suits the purpose, 

since it will enable the study to have a more open approach regarding the collection of data 

through interviews, which is the chosen method for this research. The experts in the case 

of this thesis will consist of representatives from four hotels in Sweden, which have re-

ceived the TripAdvisor Traveller’s Choice Award 2015 from the category ‘best hotels’. 

Exploratory studies are found useful when the aim is to understand and explain a current 

issue. There are three different ways to pursue an exploratory research: 1) conducting a 

search of literature, 2) interviewing focus groups, 3) conducting interviews with experts. 

The positive aspect of this type of research is that it is possible to change direction depend-

ing on the results found after collecting data, and it can therefore be argued to offer flexi-

bility. This is a great advantage since it makes it possible for the research to evolve and 

change as a result of new findings (Saunders et al., 2007). 
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Figure 1: Research Design 

Besides exploratory research, explanatory and descriptive studies are two additional classifi-

cations of a research purpose that are often used in the research method’s literature. Ex-

planatory research is based on studying a problem in order to establish and explain a causal 

relationship between variables. This type of study can have both a qualitative and quantita-

tive approach. On the other hand, a descriptive study focuses on describing a certain sub-

ject accurately, and the subject in this case may consist of a person, situation or event. 

When conducting descriptive research, it is important that the phenomenon that is being 

researched is well defined before starting the collection of data (Saunders et al., 2007). 

Since this thesis is based on a phenomenon that is new, and therefore cannot be well de-

fined prior to collecting data, a descriptive research is not suitable for the aim of this thesis. 

With regards to explanatory research, the authors find that exploratory research was supe-

rior due to the flexibility and possibility to change direction as a result of new findings. 

2.3 Case study 
The scope of a case study is to research a current phenomenon, which cannot be distin-

guished from its existing environment. Thus, a case study is an in-depth study of a current 

and particular situation within its natural, real-life context (Yin, 2009). There are three con-

ditions, which are each connected to five of the key methods used in research. These con-

ditions are: 1) type of research question(s), 2) required control over behavioural events, and 

3) focus on contemporary events. When the research question(s) is based on how and why, 

when there is no need for behavioural control, and when the research is focused on a cur-

rently existing phenomenon, a case study is relevant (Yin, 2009). 

Exploratory	  
Reserach	  

Literature	  Search	   In-‐depth	  Interviews	  
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Since the purpose of this thesis is to study a current phenomenon, in-depth, in its actual 

context, a case study fits well with the purpose of this research. In addition, since the re-

search questions are based on how, it is in line with conducting a case study. Case studies 

have four different applications. First, they aim to explain causal links in a current event or 

phenomena, which are too complex for other strategies. Then, they aim to describe the phe-

nomenon in its natural context. Third, case studies have the ability to illustrate specific 

themes, and fourth, can be used in order to enlighten situations where the phenomenon has 

outcomes, which are uncertain (Yin, 2009). The aim of this thesis is in line with the applica-

tions of a case study, or more specifically a multiple case study, since the authors explain a cur-

rent phenomenon and describe it in its natural context. In addition, themes are illustrated 

and further enlightened in the analysis. 

Issues related to case studies are lack of thoroughness and that they do not offer an ade-

quate basis for scientific generalisation. Lack of thoroughness is often due to not following 

specific procedures and letting unclear and bias opinions affect the analysis and conclu-

sions. It is also important to report all verifications objectively. Regarding generalisation, it 

is important to remember that a single case study is not a sample. Thus, a single case study 

is not a statistical generalisation, but an analytic generalisation with the aim to expand and 

generalise theories, which is in line with the purpose of the thesis (Yin, 2009). 

2.3.1 Selection criteria 

Interviews were conducted with four managers representing hotels that have received the 

TripAdvisor Travellers’ Choice Award 2015, in the category ‘best hotels’. The information 

received from the interviews provided the empirical foundation for this thesis. The inter-

views also clarified if and how the managers take the aspect of customer review sites into 

consideration when developing their marketing and management strategies. The result of 

this thesis contributes to a greater understanding of the relationship between hotels and 

customer review sites. 

2.3.1.1 TripAdvisor 

The largest online travel website in the world is TripAdvisor, where travellers can receive 

help to plan and book the perfect trip. At TripAdvisor’s website, visitors can find advice 

from travellers worldwide as well as an extensive range of travel options. Furthermore, di-

rect links to a variety of booking system are available, enabling customers to find and book 

an option, which serves their needs. 
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Websites under TripAdvisor’s brand compose the world’s largest community with approx-

imately 315 million unique visitors each month, and 200 million online reviews and opin-

ions of 4,4 million accommodations, restaurants and tourist attractions. TripAdvisor is 

available in 45 countries worldwide, and also has an additional section for businesses 

(TripAdvisor Sverige, 2015). 

TripAdvisor Business Listing is a premium listing service that enables businesses to in-

crease their exposure to the 315 million unique visitors that TripAdvisor currently has on 

its website per month. By subscribing to TripAdvisor’s Business Listing, companies can ef-

ficiently manage their profiles and add their direct contact information, which makes it 

possible for travellers to connect directly with a company. The Business Listing makes it 

further possible to post special offers on the company profile, in order to engage with visi-

tors, and encourage them to make a booking without involving intermediaries (TripAdvisor 

for Business, 2014a). 

2.3.1.2 TripAdvisor Traveller’s Choice Award 2015 

The highest honour award TripAdvisor issues is “Travellers’ Choice Award”. Travellers’ 

Choice Award is distributed annually among different classifications. The award is based on 

millions of reviews and opinions from travellers worldwide. The award demonstrates “the 

best of the best” in terms of quality, customer satisfaction and service, in the categories: 

hotels/accommodations, destination, attractions and lastly products and brands (TripAdvi-

sor for Business, 2014b). 

2.3.2 Case companies 

2.3.2.1 Upper House, Göteborg 

Upper House describe itself as a modern, small, five star hotel of highest international 

class. It is located in the central part of Gothenburg, with an impressive view over the en-

tire city of Gothenburg. Upper House values its customers experience the most, and man-

agement strives to making their customers feel as if they are greatly valued, loyal guest, at 

their first visit. Upper House’s aim is: they want you to eat well, sleep in a pleasant envi-

ronment, and relax and recover. Ultimately, Upper House offers its customers an exclusive 

environment with nordic lights and services-minded employees (Upper House, 2015). 

2.3.2.2 Avalon Hotel, Göteborg 

Avalon Hotel is located in the central part of Gothenburg, and is described as an environ-

ment full of inspiration. The central location makes the hotel a starting- and meeting point 
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for shopping, entertainment, culture, nightlife and an opportunity to experience the city’s 

busy street life. There are several factors that generate the experience of staying at Avalon. 

Avalon Hotel’s architecture and location differentiates them from its competitors. Addi-

tionally, Avalon Hotel is “feng shui certified”, which means that the light, scent, furniture 

and sound, have a significant role. According to the manager at Avalon, great food and 

drinks are a part of an exceptional hotel experience and something they value. Their aim is 

to make the entire stay for its customer memorable (Avalon Hotel, 2015). 

2.3.2.3 Clarion Collection Hotel Victoria, Jönköping 

Clarion Collection Hotel Victoria is accessibly located in the central part of Jönköping, 

within walking distance to the only match museum in the world. Clarion Collection Hotel 

Victoria is surrounded by many museums such as Jönköping’s Läns museum, Munksjö 

Museum, A6 Försvarshistoriska Museum, and Husqvarna Fabrikssmuseum as well as close 

to Jönköping University. In the surrounding area of the hotel, a selection of restaurants, 

shops and lounges are located. Clarion Collection Hotel Victoria offers its customer a 

breakfast and dinner buffet and the hotel is located in the heart of the town, which is sur-

rounded by an attractive and distinct countryside (Choice Hotel International, 2015). 

2.3.2.4 Radisson Blu Hotel Uppsala 

Radisson Blu Hotel Uppsala is a centrally located, first-class hotel at Uppsala Travel Centre, 

a new modern complex close to a wide selection of local stores, attractions and transporta-

tion. The hotel is located favourably for travellers, and Radisson Blu Hotel Uppsala has 185 

modern rooms and suites. The accommodation offers services such as complimentary 

high-speed wireless Internet access, satisfying super breakfast buffet, on-site dining, a fit-

ness centre with sauna as well as a contemporary event space. The hotel is within walking 

distance to attractions, shopping, entertainment and culture, and only 18 minutes away 

from the airport (Radisson Blu Hotel Uppsala, 2015). 
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2.4 Data Collection 
According to Sekaran (2003), primary data is data collected for research directly from ob-

servations of events. In addition, secondary data is recognised as data collected through 

sources that already exist (Sekaran, 2003). 

For this thesis, the collection of secondary data was retrieved from electronic sources such 

as the peer-reviewed databases Scopus and Primo, in combination with literature from the 

library at Jönköping University. In order to extend the selection of collected data and to 

provide different perspectives for the thesis, data was also collected from complementary 

sources, such as business reports, company websites, in combination with primary data col-

lected through interviews and observations. The selection process of the sources is regard-

ed as one of the greatest activities in the thesis, since it will help to validate the answers to 

the research questions (Sekaran, 2003; Vartanian, 2011). 

According to Vartanian (2011), the advantages of using secondary data are the benefits of 

low costs and that it is time efficient to organise, whereas primary data is costly and time 

inefficient to design and organise. Indeed, using secondary data will possibly result in lack 

of control over the structure of the content, as well as lack of control of the survey ques-

tions. One of the greatest differences between primary data and secondary data collection is 

the possibility of being able to manage follow-up questions and thereby get follow-up an-

swers. 

2.5 Primary research  
Research strategies are tactics used for a researcher in order to answer the research ques-

tions.  There are various amounts of research strategies to apply for a research, regardless if 

it is an exploratory, descriptive or explanatory research. Examples of research strategies are 

interviews, surveys and experiments, and for this research, in-depth interviews and obser-

vations have been held in combination with searching within existing literature in order to 

answer the research questions (Saunders et al., 2007). 

2.5.1 Interviews 

Interviews were used in this research in order to obtain the necessary information to fulfil 

the purpose. Williamson (2002) explains that conducting in-depth interviews aiming to ex-

plore a subject is in line with inductive reasoning. In-depth interviews have the advantage 

of letting the respondent describe and thoroughly explain the topic (Slater, 1990). There are 
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several advantages of using in-depth interviews. Interviews make it possible for the inter-

viewer to explain the question in order to make sure that the respondent has fully under-

stood the question, which makes it possible to obtain more comprehensive and complex 

answers. The aspect of meeting in person also has the possibility to motivate respondents 

due to a stronger feeling of connection and it also gives the interviewer the ability to ensure 

that the subject remains in focus. Furthermore, interviews make it possible to investigate 

interesting leads that may unfold and thus, create richer data (Williamson, 2002). 

This research was based on semi-structured interviews with managers at four hotels in 

Sweden. The reason to conduct semi-structured interviews was to have an outline of ques-

tions to work from while at the same time taking advantage of the exploratory aspect found 

in unstructured interviews. A sample of the questions was sent out prior to the interviews, 

in order for the managers to better prepared, and hopefully be able to provide more exten-

sive answers. Due to new questions arising during the interviews, the authors subsequently 

sent out additional questions to the four managers.  

 

Respondents Employment Date of interview Location for the  

interview 

Robert Gratzl Daremyr Upper House 2015-03-24 At the hotel  

Jessica Till Avalon Hotel 2015-04-15 Over the phone 

Ulrika Vestin Clarion Collection Hotel 

Victoria 

2015-03-23 At the hotel 

Mani Tourang Radisson Blu Hotel 

Uppsala  

2015-04-08 Over the phone 

 

Table 1: Interview Table 

2.5.2 Observations 

Observations are used in order to gain knowledge and understanding of a specific setting 

by listening and observing. Observations make it possible to collect primary data regarding 

a certain issue in its natural context. Furthermore, the dynamics of social behaviour can be 

observed and thus, the issue can be understood and interpreted more precisely, compared 
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to interviews. The major disadvantage with observations is that it can be complicated to in-

terpret and translate the observations into scientifically reliable information (Ghauri & 

Grønhaug, 2010). 

Participatory observations were used in the thesis, thus, the employees at the hotels were 

aware that observations were going to take place. The advantage of participatory observa-

tions is that one is able to observe the actual behaviour compared to what the hotels might 

state in interviews or on their company websites. Furthermore, observations were made in 

order to compare them to customer reviews on TripAdvisor regarding the hotel experi-

ence. Worth mentioning is that participatory observations may have a negative influence on 

the employees since they might not be able to behave in a natural way (Ghauri & 

Grønhaug, 2010). 

2.6 Secondary data 
In order to establish a valid foundation for the thesis, secondary data has been used to gain 

knowledge about the subject and its different perspectives. According to Vartanian (2011), 

secondary data, such as existing literature, is helpful in order to collect information and to 

interpret and determine the research problem. Thereby, secondary data will also be a useful 

tool to explain the research problem. 

The process of collecting secondary data was conducted through sources such as: 
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Table 2: Search Parameter 

 

The search engines and databases stated in the search parameter table are recommended by 

Jönköping University’s library and are thereby seen as reliable sources (D. Gunnarsson, 

personal communication, 2015-03-15). The authors of the thesis were thorough in the 

search and collection of data, in order to retrieve as accurate and reliable data as possible. 

2.7 Analysis of Data 
There are a number of different distinctions between quantitative and qualitative data. 

Qualitative data is based on meaning articulated through words. Non-standardised data requires 

classification into different categories or themes that are finally analysed by using concep-

tualisation (Saunders et al., 2007). 

When collecting data from interviews, it is important to transcribe this data into written 

form in order to make sure that important data is not lost. Transcribing data is often very 

time-consuming, especially since it includes transcribing both what is actually said during 

the interview and how it is said. This means that the non-verbal communication and tone al-

so needs to be interpreted and transcribed (Saunders et al., 2007). The authors of this re-

• Primo, DiVA, Scopus, Google Scholar, Web of  Science, 
Bussiness Souce of  Premier, Communciation Souce. Serach Engines & Databases 

• Online review sites, C2C, TripAdvisor, Consumer 
behaviour, Word-of-mouth, Online buying behaviour, 
Marketing strategy, User generated online reviews, Business 
strategy, eWOM, Service management 

Search words 

• Books, Peer-reviewed articles and the Internet Literature type 

• 1963 - 2015  Publication period 

• Swedish and English Publication languages 



 

 
15 

search chose to transcribe data close after the interviews took place in order to avoid a 

build-up of work. 

When all transcriptions have been done, it is important to ensure that the transcription is 

accurate. The processes of searching for transcription errors and correcting them is know 

as data cleaning (Saunders et al., 2007). 

In order to save time when transcribing, some researchers choose different strategies in or-

der to be more efficient. Examples of such strategies are outsourcing the activity, only tran-

scribing the parts of the interviews that are found relevant, or dictating your recordings us-

ing voice recognition software. However, there are numerous risks and limitations associat-

ed with these methods, which may affect the accuracy of the transcription (Saunders et al., 

2007). Therefore, the authors have chosen the more time-consuming approach of tran-

scription. In addition, in order to avoid errors, all three authors have engaged in data clean-

ing efforts in all the transcription processes. 

When conducting a case study, the analysis should be framed in a holistic context and thus, 

the entire situation should be viewed. The process consists of analysing the collected data 

from interviews and observations over and over again. This process is named constant com-

parative method, and through this method, the aim is to find themes in the collected data that 

will result in a summary of the core of the study. The themes found through this process 

are then used as a foundation for the final analysis (Thomas, 2011). 

After transcribing the interviews and observations, the authors performed the content 

analysis. Firstly, the authors printed out the transcriptions and observations and read 

through all the material, in order to get a clear overview of the empirical findings. Then, the 

authors searched for similarities and differences between the respondents in order to estab-

lish different themes. These themes were then colour-coded, cut out, and sorted into sepa-

rate files, in order to establish a clear structure when presenting and discussing the results. 

When compiling the results into written text, a number of new themes evolved due to con-

stantly comparing the findings. 

A limitation, which may affect the credibility of the data, is concerned with the observa-

tions. The employees at the hotels were aware of that they were observed, and thus, this 

might have affected the reliability of the observations. The employees might have acted in a 

different way due to their pre-existing knowledge of the observations. 
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3 Theoretical Framework 
_____________________________________________________ 

This chapter consists of a compilation of relevant literature and previous research covering the hospitality in-

dustry, consumer behaviour, and marketing strategies and communities related to service management and 

electronic word-of-mouth. Also, our two most important models: the gap model of service quality and the 

communication cycle, are to be presented. 

____________________________________________________ 

3.1 Hospitality industry 
Tourism is considered a major contribution to global economic growth (Archer, 1995; 

Durbarry, 2002; Castro, Molina & Pablo, 2013; Fletcher & Archer, 1991; Hall & Jenkins, 

2004; Sinclair, 1998; Uysal & Gitelson, 1994; West, 1993). It is further argued that tourism 

has a significant impact on gross domestic product (GDP), as well as the creation of jobs, 

which strengthens the importance of tourism as a global phenomenon (Cárdenas-Garcia, 

Sánchez-Rivero & Pulido-Fernández, 2015). 

An emerging phenomenon within the world travel industry is the youth travel, which is 

representing a growing segment of the market. One reason behind this growth is that to-

day’s youth have more money to spend, and are also travelling more. Furthermore, the 

youth segment is further known for being socially connected, hi-tech travellers that do 

most of its travel bookings online or through mobile applications (International Tourism 

Board, 2013).  

The travel industry is a unique phenomenon in terms of the buying process (Gretzel & 

Yoo, 2008).  Gretzel and Yoo (2008) argue that since travel is a high involvement process, 

consumers need more information for their buying process in order to reduce perceived 

risk and make the intangible service more tangible.  Gretzel and Yoo (2008) further add 

that the decision making process within the travel industry is far more complex than with 

tangible goods, which is why there is an extensive use of online travel review sites. 
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3.2 Consumer behaviour in the hospitality industry 
Consumers perceive a higher level of risk associated with the purchase of a service com-

pared to the purchase of a good or product (Murray, 1991). According to Murray (1991), a 

sense of perceived risk indicates that consumers experience a certain level of uncertainty 

when facing a purchase decision. From a consumer perspective, risks are often related to 

potential financial loss, level of performance, social acceptance, psychological anxiety, safe-

ty and convenience (Brooker, 1984; Roselieus, 1971). Consequently, consumers often use 

risk-handling strategies such as searching for information and evaluating alternatives in or-

der to reduce uncertainty (Murray, 1991). According to Cox (1967), the amount of infor-

mation search depends on the degree of uncertainty experienced by the consumer. Fur-

thermore, information from personal sources is argued to be of great importance when 

customers experience an increase in perceived risk (Perry & Hamm, 1969). Thus, WOM, 

which provides clarification and feedback possibilities, has been proven to be more influen-

tial than mass media communication, regarding risk reduction (Lutz & Reilly, 1974). 

Within the hospitality industry, information is a vital resource and therefore, the use of IT 

has become essential (Buhalis, 1998). In contrast to physical goods, services within the 

hospitality industry are intangible, and are unable to be demonstrated or observed before or 

at the time of purchase. Furthermore, services within the hospitality industry are purchased 

prior to use, and often purchased at a different location than the service itself. Thus, these 

implications makes it required for services within the hospitality industry to provide de-

tailed information about the service in order to support consumers in their decision-making 

process (Buhalis, 1998). 

Due to the growth of the Internet, the distribution of information in the hospitality indus-

try has changed (Buhalis & Law, 2008). Additionally, travellers’ usage of social media to 

search for hospitality-related information has increased (Xiang & Gretzel, 2010). Therefore, 

it is important for businesses in the hospitality industry to stay informed concerning tech-

nological developments and consumer behaviour, since it affects the distribution and ac-

cessibility of hospitality-related information (Xiang & Gretzel, 2010). By using social media, 

travellers are taking on the role as co-marketers in the hospitality industry by sharing and 

producing information regarding their knowledge and experience. Furthermore, online re-

views and recommendations, based on eWOM, have a significant impact on the hospitality 

industry, since it is a high involvement service. Thus, travel information retrieved from 

eWOM is considered to be highly effective in the pre-purchase stage within the hospital in-
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dustry. Therefore, in today’s society, businesses need to adapt their marketing strategies in 

order to stay competitive by observing and engaging with customers online. This is due to 

eWOM reviews and a change in customers buying behaviour (Sotiriadis & van Zyl, 2013). 

3.3 Marketing strategies in the hospitality industry 
In most industries today, businesses cannot only offer a core product, but have to add ser-

vice elements to enhance their core product. It is further noticed that consumers do not 

only consume the core product but also the service that is offered with it, which could be 

regarded as the benefits provided with the product. Thus, offering a variety of services or 

products is a way of outperforming a company's competitors, ‘so called’ service competition 

(Grönroos, 2007).  

A service is defined as “a process consisting of a series of more or less intangible activities that normally, 

but not necessarily always, take place in interactions between the customer and service employees and/or 

physical resources or goods and/or systems of the service provider, which are provided as solutions to custom-

er problems” (Grönroos, 1990, p. 27). A service is characterised by four qualities: intangibility, 

heterogeneity, perishability and inseparability (Lovelock, Wirtz, & Chew, 2012). These are 

the main characteristics that differentiate marketing strategies for a service from a product. 
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Difference Issue Customer Implications Marketing Strategies 

Perishability Services cannot be 
stored. 

Customer may be turned 
away or have to wait. 

Work with operations to  
adjust capacity. 

 

Intangibility Intangible ele-
ments usually 
dominate value 
creation. 

Customers perceive greater 
risk and uncertainty. 

Make services tangible 
through emphasise on  
physical clues. E.g. images. 

Educate customers to make 
good choices, explain what 
to look for, document 
performance, and offer 
guarantees. 

 

Inseparability People may be part 
of the service ex-
perience. 

Appearance, attitude and be-
haviour of service personnel 
and other customers can 
shape the experience and  
affect satisfaction. 

 

Recruit, train and reward 
employees to reinforce the 
planned service concept. 

Heterogeneity Operational inputs 
and outputs tend 
to vary more  
widely. 

Harder to maintain con-
sistency, reliability and service 
quality.  

Set quality standards based 
on customer expectations. 

 

Table 3: Marketing implications of eight common differences between services and goods. 

(Lovelock, Wirtz, & Chew, 2012, p. 20) 

Grönroos (2007) argues that the majority of services include interactions with service pro-

viders, but there are situations where the customers do not have any interactions with the 

service provider at all.  In the case of the Internet, customers do not interact physically with 

the service provider but with the infrastructure and systems that are provided by the com-

pany. Grönroos (2007) further argues that the reason behind why services management has 

become such an important aspect for manufacturers of products and services is that cus-

tomers are becoming involved in the service process, and will therefore influence the out-

come of the service experience. This means that the customer is not only a spectator but 

rather, the customer’s presence results in a social dynamic, which makes the service provid-

ers more aware of their roles (Normann, 2000). Normann (2000) further states that the 

customers can become a part of the actual development of a service system. In order to 
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build truly superior service systems, it is necessary to collaborate with customers and use 

their knowledge and experience. Thereby, the customers’ opinions can be argued to be im-

portant in order to be successful. Also, Normann (2000) mentions that WOM is an exam-

ple of customers becoming a part of the marketing efforts of the service, which he consid-

ers as a valuable tool. Ultimately, customers are becoming co-creators and co-producers of 

a service (Grönroos, 2007). 

A significant aspect of services is that production and consumption occurs simultaneously. 

Furthermore, Grönroos (2007, p. 59) explains “the heart of marketing services is how the service 

(production) process and service consumption process match each other, so that consumers and users perceive 

good service quality and value creation, and are willing to continue the relationship with the service provid-

er”. Thus, a critical aspect when marketing services is the fact that services are concerned 

with process consumption, not outcome consumption, which means that the actual service process 

is an essential part of customers’ experience of a service (Grönroos, 2007). 

3.4 Marketing communications 

3.4.1 Communication cycle 

“Do not play with word of mouth. Make it work for you in all situations, and always try to capitalize on 

it” - (Grönroos, 2007, p. 309).  

In the communication cycle, Grönroos (2007) emphasises the impact of WOM when shap-

ing customer expectations and affecting future purchasing behaviour. The model contains 

four parts: expectations/purchases, interactions, experiences and word of mouth/references. 

Prior to purchase, customers have certain expectations regarding the service, which affect 

whether the customer feels confident to make a purchase. By purchasing the service, the 

customer becomes a part of the service process through interactions (Grönroos, 2007). The-

se interactions consist of several moments of truth, which are situations where customers and 

service providers interact, which may affect the customers’ perception of service quality. In 

addition, these situations are out of the businesses’ direct control. So, these moments are 

determined by the motivation and skills of the employees, in cooperation with the behav-

iour and expectations of the customers, resulting in the service delivery process (Grönroos, 

2007; Normann, 2000).  

The next stage refers to customers’ experience, which is a result of all interactions with the 

service provider. Customers then voice their opinions regarding the service through WOM, 
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which can either be positive or negative.  Customers that have a positive service experience 

are more likely to return, and positive WOM may encourage new customers. However, 

negative WOM tend to have a stronger influence on customers. Expectations are highly in-

fluenced by WOM, which affects purchasing behaviour of new and existing customers. 

Businesses are able to utilise positive WOM by actively incorporating references in their mar-

keting strategy (Grönroos, 2007). 

 

Figure 2: The communication cycle. 

 (Grönroos, 2007, p. 309) 

3.4.2 eWOM 

Consumers can share opinions and information through WOM communication directly to 

buyers regarding particular brands, products and services (Hawkins, Best & Coney, 2004). 

In customers’ buying decision, WOM plays a significant role, since it is detected to be more 

trustworthy, reliable and credible in comparison to communications initiated by companies 

(Schiffman & Kanuk, 1995; Arndt, 1967). Furthermore, traditional theory of communica-

tions states that WOM is very influential in terms of consumer behaviour, especially on in-

formation search, decision-making and evaluation by consumers (Cox, 1963; Brown & 

Reingen, 1987; Money, Gilly, & Graham, 1998; Silverman, 2001). 
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However, the Internet’s impact on our society has lead to an extended platform for cus-

tomer opinions and reviews. A new phenomenon has been introduced as eWOM, which is 

informal communication intended for consumers presented through internet-based tech-

nology concerning certain products, brands and services. Thereby, consumers have an op-

portunity by engaging online with their advice related to their consumption (Hennig-

Thurau et al., 2004). 

3.4.3 Review sites 

According to Tuten and Solomon (2015), information provided by review sites influences 

consumers in a variety of ways in the buying process. Furthermore, reviews can be seen as 

evaluations with detailed information of products and services. A common characteristic 

within review sites is rating systems, which enable customers to rate different aspects of the 

products and services, such as popularity, satisfaction, or quality on a scale. Thus, rating 

systems function like mental shortcuts, which are used in order to make decisions (Tuten & 

Solomon, 2015). The existing literature states that online shoppers worldwide turn to re-

view sites as a first step in the buying process (Chen, Fay & Wang, 2011). 

There are a variety of different social channels, which incorporate the function of online 

reviews. TripAdvisor is an example of an online review site, strictly built on customer re-

views. However, Facebook, a social network site, and Amazon, a social marketplace, also 

use the feature of online reviews as a compliment to their services. Reviews are useful 

when consumers want to evaluate their choice in order to make a more informed decision. 

They provide more information regarding the features of the product and service as well as 

a general overview and a positive or negative judgement (Tuten & Solomon, 2015). 

The negative aspect of reviews online is the risk of deception. It is estimated that up to 

30% of online reviews may be fake. Some businesses avoid facilitating customers from 

making public online reviews due to fear of dissatisfied customers harming the brand. This 

is also due to the fact that the benefits of positive WOM are less powerful than negative 

WOM (Tuten & Solomon, 2015).  
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3.4.4 Service quality 

Grönroos (2007) states that WOM contributes to perceived service. According to Par-

asuraman, Zeithaml and Berry (1985) there can be a gap between consumers’ expected ser-

vice quality and their perceived service quality, and in order to explain how to manage ser-

vice quality, a gap analysis model was developed. The gap analysis model of service quality ex-

plains how and where service quality issues arise and serves as a tool for managers to help 

them improve their service quality. The model is built on two perspectives; the consumer 

and the service provider, Gap 1-4 are connected to the service provider, whereas Gap 5 is 

connected to the consumer (Parasuraman et al., 1985). 

  

Figure 3: The gap analysis model of service quality 

(Parasuraman. A., Zeithaml, V. A., & Berry, L. L., 1985, p. 44) 
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All aspects within the gap analysis model of service quality affect each other and thus the 

outcome of service quality. As one can see from the model, there are five potential gaps, 

within the process of service quality that are due to inconsistencies within the quality man-

agement. These gaps are: Management perception gap, quality specification gap, service delivery gap, 

marketing communication gap and perceived quality gap (Grönroos, 2007). 

Gap 1 - Management perception gap: this gap refers to a misunderstanding of the per-

ceived quality expectations. In order to reduce this gap, more accurate market research in 

terms of customer needs are required. Additionally, internal information channels have to 

be sufficient (Grönroos, 2007). Thus, gap one is due to (Grönroos, 2007, p. 115): 

• Inaccurate information from market research and demand analysis 

• Inaccurately interpreted information about expectations 

• Non-existent demand analysis 

• Bad or non-existent upward information from the firm’s interface with its customers to manage-

ment 

• Too many organisational layers, which stop or change, the pieces of information that may flow up-

wards from those involved in customer contacts. 

Gap 2 - Quality specification gap: this gap refers to an inconsistency in terms of service 

quality specifications and management perceptions of quality expectations. In order to re-

duce this gap, commitment to service quality from top management must be prioritised 

since customers’ perceptions of service quality is an essential determinant of success, espe-

cially within service competition (Grönroos, 2007). This gap is due to (Grönroos, 2007, p. 

116): 

• Planning mistakes or insufficient planning procedures 

• Bad management of planning 

• Lack of clear goal/setting in the organisations 

• Insufficient support for planning for service quality from top management. 

Gap 3- Service delivery gap: this gap occurs when the service production and delivery 

process is not in line with the quality specifications. There are three categories within the 

service delivery gap: management and supervision, employee perception of specifications 

and rules/customer needs and wishes, and lack of technological/operational support. In 

order to reduce this gap, which is considered the most complex, top management must 



 

 
25 

support their employees in terms of quality behaviour. Furthermore, flexible control sys-

tems are necessary in order to avoid ambiguity and maintain quality specifications (Grön-

roos, 2007). This gap is due to (Grönroos, 2007, p. 116): 

• Specifications that are too complicated and/or too rigid 

• Employees not agreeing to specifications and therefore not fulfilling them 

• Specifications not being in line with existing corporate culture 

• Bad management of service operations 

• Lacking or insufficient internal marketing 

• Technology and systems not facilitating performance according to specifications. 

Gap 4 - Marketing communication gap: this gap refers to when the delivered service is 

inconsistent with the marketing communication. In order to reduce this gap, coordination 

of service operations and marketing communication campaigns is needed. It is significant 

to involve service providers in the process of planning marketing communication cam-

paigns, since it will eventually increase accuracy and commitment (Grönroos, 2007). This 

gap is due to (Grönroos, 2007, p. 118): 

• Marketing communication planning not being integrated with service operations 

• Lacking or insufficient coordination between traditional external marketing and operations 

• The organisation failing to perform according to specifications, whereas marketing communication 

campaigns follow these specifications 

• An inherent propensity to exaggerate and, thus, promise too much. 

Gap 5 - Perceived quality gap: this gap indicates that there is an inconsistency between 

perceived/experienced service and expected service. In order to reduce this gap, the other 

service quality gaps must be reduced. Worth mentioning, the gap may also have a positive 

effect, resulting in positively confirmed service quality (Grönroos, 2007). This gap is due to 

(Grönroos, 2007, p. 118): 

• Negatively confirmed quality (bad quality) and a quality problem 

• Bad word of mouth 

• A negative impact on corporate or local image 

• Lost business. 
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Managing these gaps is an appropriate tool for service providers in order to develop service 

processes where customers’ expectations and experiences meet in a consistent way. Thus, 

increasing the possibility of achieving good service quality (Grönroos, 

2007).                                         
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4 Empirical Findings 
 
______________________________________________________________________ 

The fourth chapter will introduce our empirical findings, which was collected during the research. The au-

thors have divided the empirical findings into five themes; marketing strategy, marketing communications, 

the benefits of TripAdvisor, perception of customer expectations and future prospects. The empirical findings 

are based on interviews with four hotel managers, and observations. The authors have decided to provide the 

interview table from section 2.5.1 in order to assist the reader. In addition, the interview questions can be 

found in the appendix.  

 

Respondents Employment Date of interview Location for the  

interview 

Robert Gratzl Daremyr Upper House 2015-03-24 At the hotel  

Jessica Till Avalon Hotel 2015-04-15 Over the phone 

Ulrika Vestin Clarion Collection Hotel 

Victoria 

2015-03-23 At the hotel 

Mani Tourang Radisson Blu Hotel  

Uppsala  

2015-04-08 Over the phone 

 

Table 1: Interview Table 

4.1 Marketing Strategy 

In order to investigate how hotels actively incorporate online review sites in their marketing 

strategies, the authors started the interviews by asking the respondents about their general 

marketing strategies. By this, the authors further wanted to gain a deeper understanding re-

garding the underlying factors contributing to the hotel’s success when receiving the 

TripAdvisor Travellers’ Choice Award 2015, in the category ‘best hotels’. Among the ho-

tels, providing excellent service is at the core of its marketing strategy. Even though the ho-

tels develop different marketing strategies to reach various segments of the market, or have 

different areas of focus within each hotel department in order to generate more sales, 

providing excellent service and customer care always seems to be the primary goal. Vestin 

(Personal communication, 2015-03-23) states that their marketing strategy is actually quite 
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simple - “a satisfied guest is the best ambassador in terms of building a good reputation”. However, 

how the hotels provided service and customer care was adapted to the image that the ho-

tels wanted to portray. This was clear during the observations, where Upper House had a 

more luxurious and sophisticated approach, both in terms of service scape and service de-

livery. On the other hand, Clarion Collection Hotel Victoria had a warm and personal ap-

proach, but was according to the reviews in need of a renovation, which was also con-

firmed by Vestin and our observations at the hotel (Personal communication, 2015-03-23).  

In terms of the hotels’ booking channels, online travel agencies are the dominant actors. 

The most commonly mentioned were, booking.com, hotels.com, Trivago, Momondo and 

Expedia. Worth mentioning, Upper House carefully select its booking channels in order to 

stay consistent with their sophisticated and luxurious image (R. Gratzl Daremyr, personal 

communication, 2014-03-24). However, the hotels perceive a lack of control over potential 

customers as well as the information provided about the hotels presented by the online 

travel agencies. Tourang (Personal communication, 2015-04-08) states “We have noticed that 

our customers want the hotels to look the same, regardless of booking channel, otherwise it may cause confu-

sion”. Tourang further explained that they choose to reject certain marketing communica-

tions suggestions received from headquarters in order to be consistent: “we can not have mar-

keting communications that displays a beach, when we in fact are located next to the central train station - 

it would not make sense” (M. Tourang, personal communication, 2015-04-08). Accordingly, Radisson 

Blu Hotel Uppsala receives marketing communications suggestions from their central 

headquarters, which are usually not applicable, nor appropriate, in Sweden. 

Also, all hotels mentioned the problem with these services taking a commission of every 

booking. Thus, the trend among the hotels seems to be to redirect traffic from the online 

travel agencies to the hotels’ own website, in order to regain control and have customers 

book directly through them. However, the respondents also mentioned that since a lot of 

bookings are made from online travel agencies, they could not be neglected completely as a 

booking channel for customers. Furthermore, Till (Personal communication, 2015-04-15) 

explains that they have incorporated TripAdvisor Business Listing in their marketing strat-

egy, by subscribing to their extended service and thereby increasing their chances to direct 

traffic to their website and regain control.  
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Since customers’ actively seek for information provided by other customers, especially 

since hotels are considered a high-involvement purchase, the authors asked the respond-

ents how the hotel’s marketing strategy is adapted to online review sites. Tourang (Personal 

communication, 2015-04-08) acknowledged the fact that “today, customers are more informed 

and use third-party sources in order to find solutions that fulfil their needs”. Also, all respondents ex-

plained that their marketing efforts are primarily online rather than offline, since the major-

ity of customers seek information online. 

4.2 Marketing Communications 

“If you have a relationship with the guest, the reviews tend to be better, compared to the reviews that are 

posted independently. By responding to customers who have posted negative reviews, the negative eWOM is 

not as harmful, since the customer is seen and heard”.  - Gratzl Daremyr (Personal communication, 2015-

03-24). 

The authors asked if the respondents have adapted to eWOM and actively incorporate the 

aspects of online review sites due to the growth of the phenomena. Vestin (Personal com-

munication, 2015-03-23) highlighted the fact that when a guest is satisfied with their expe-

rience they tend to spread the word to others, and social media increases the extent of the 

spread. Furthermore, all respondents encourage their guests to evaluate their hotel experi-

ence through the use of an external service that consists of a quality survey, which provides 

the option to post the review on TripAdvisor among others. The managers at Avalon, Up-

per House and Clarion Collection Hotel Victoria all use the same external quality service, 

called Loopon, whereas Radisson Blu Hotel Uppsala uses an internal quality service pro-

gramme called QPR (Quality Performance Review). The benefits associated with the quali-

ty survey are that it creates a relationship with the customer, provides measurement of the 

performance, and determines recurring issues. Regardless if the hotels use additional ser-

vice-quality surveys, the management receives a notification when a review has been posted 

on TripAdvisor. Furthermore, when guests choose to post reviews on TripAdvisor it in-

creases the transparency, which is regarded, as important according to the respondents. (J. 

Till, personal communication, 2015-04-15; M. Tourang, personal communication, 2015-04-

08; R. Gratzl Daremyr, personal communication, 2015-03-24; U. Vestin, personal commu-

nication, 2015-03-23). 
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With regards to responding to online customer reviews, all respondents describe that an-

swering to reviews on TripAdvisor is an important aspect when communicating with cus-

tomers regarding their experience.  However, there is a difference among the respondents 

in terms of what kind of reviews that are answered, and by whom. All hotels have the am-

bition to respond to all reviews posted on TripAdvisor, however, some have only chosen 

to focus on negative reviews in order to salvage the situation. The respondents emphasise 

the importance of customer reviews and some even have special departments dedicated to 

manage online customer reviews. Tourang (Personal communication, 2015-04-08) states 

that instead of having one person responsible for managing customer reviews, the plan is 

that all the employees at the hotel should get the opportunity to be responsible, in order to 

get a deeper understanding of the business. Some respondents mentioned that for the most 

critical customer reviews, the hotel manager steps in and takes responsibility for responding 

to the online reviews. From the observation, one can confirm that all the hotels have the 

ambition to frequently respond to the online customer reviews. Furthermore, the majority 

of the respondents also observe their competitors in terms of the content of their customer 

reviews, as well as how they chose to respond, a strategy that highlights their unique selling 

proposition. 

Till (Personal communication, 2015-04-15) further emphasise “it is important to respond to cus-

tomer reviews in a personal way, in order to avoid standardised responses”. Furthermore, in order to 

encourage participation among the employees, some of the respondents have chosen to 

work with reward systems. Vestin (Personal communication, 2015-03-23) explains that if 

an employee is mentioned in a review on TripAdvisor, the employee receives a reward. In 

addition, Vestin (Personal communication, 2015-03-23) futher explained that when re-

sponding to reviews, common sense and a service minded approach are the only guidelines. 

Till (Personal communication, 2015-04-15) agrees, and explains that “it is important to share a 

company’s success, but it is even more crucial to acknowledge potential improvements”. 

4.3 The benefits of TripAdvisor 

“Let’s face it - You are on TripAdvisor, what are you going to do about it?” – R. Gratzl Daremyr (Per-

sonal communication, 2015-03-24). 

Since the customers describe their own experience of their hotel stay, the respondents state 

that incorporating TripAdvisor in their marketing strategy is very important. According to 

Tourang (Personal communication, 2015-04-08) “it is important to become better in terms of com-



 

 
31 

municating with our customers, with an aim to include positive feelings in the communication as well as 

making sure that the customers feel confident that we will take action to correct our mistakes”. Till (Per-

sonal communication, 2015-04-15) acknowledges the fact that many customers devote time 

to write online reviews, and that many of them are positive, which confirms that they are 

doing something right, and therefore TripAdvisor is considered valuable. Gratzl Daremyr 

(Personal communication, 2015-03-24) emphasises that hotels will be on TripAdvisor, 

whether they like it or not, and thus, it is not a choice. Furthermore, on TripAdvisor, hotels 

are on public display, and rather than ignoring it, the hotels should embrace it as an oppor-

tunity. 

The respondents’ perceptions of the reason for winning the TripAdvisor Traveller’s Choice 

Award 2015 vary slightly. Vestin (Personal communication, 2015-03-23) argues that the 

underlying factor for winning the award is the high level of service provided by the em-

ployees, which in turn has lead to high ratings on TripAdvisor. Tourang (Personal commu-

nication, 2015-04-08) believe that their success can be derived from their core values, 

which are personalised approach, commitment, joyfulness, and business-like approach as well as their 

“Yes, I can”-attitude. Also, Tourang adds that always working towards creating the best pos-

sible experience for the guests is also a contributing factor to winning the award. Till (Per-

sonal communication, 2015-04-15) explains that service, quality and design are the main in-

gredients for winning the award. Furthermore, having a dialogue with the guests, primarily 

on TripAdvisor, is also a contributing factor since it increases the level of transparency. 

Gratzl Daremyr (Personal communication, 2015-03-24) also recognises their key success 

factors being service and quality, in combination with being a new hotel. 

In terms of keeping their current position on TripAdvisor, Vestin (Personal communica-

tion, 2015-03-23) explains that “even though we aim to keep the number one position in Jönköping, 

the reviews are not the only factor in order to achieve this. It all comes down to what we do when our guests 

are here, and how satisfied they are with their experience”. Gratzl Daremyr (Personal communica-

tion, 2015-03-24) states that, due to the fact that they are a five star luxurious hotel, their 

guests expect the standard of service to be outstanding. Also, they did not expect to receive 

the first place in Sweden, but only in Gothenburg. Till (Personal communication, 2015-04-

15) emphasise that their goal is to become number one in Gothenburg, and she further ex-

plains that the implications associated with having a larger amount of reviews on TripAdvi-

sor may be misleading, since it is not the amount of ratings, but rather the percentage of 
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positive ratings that determines the ranking. However, in the end, everybody is playing by 

the same rules. 

The authors observed that Avalon displayed their TripAdvisor Travellers’ Choice Award 

2015 both on the front door and in the lobby of the hotel.  Furthermore, in the lobby, the 

award was displayed with other awards and accomplishments. On the website, the authors 

further observed that the award was presented in combination with a link to their profile 

on TripAdvisor. 

“We use the website as a tool to display our awards at Upper House, thus, we do not display them at the 

hotel” - (R. Gratzl Daremyr, personal communication, 2015-03-24). On the website, the au-

thors noticed a difference in terms of the layout between the Swedish and English version. 

The Swedish version displayed the awards in a subcategory, without the use of the TripAd-

visor Travellers’ Choice Award 2015 logotype, and thus, the authors found the presentation 

of the awards to be both discreet and sophisticated. For Clarion Collection Hotel Victoria, 

Vestin (Personal communication, 2015-03-23) explains that it is a process of receiving the 

TripAdvisor Travellers’ Choice Award 2015 in terms of receiving the physical diploma, 

which is why they do not have the award displayed on the hotel, or on the website yet. 

However, Vestin continues; “Our aim is to be able to display the award shortly”. 

When it comes to Radisson Blu Hotel Uppsala, the authors observed that they have not 

displayed the TripAdvisor Travellers’ Choice Award 2015. However, they currently display 

the Travellers’ Choice Award from 2014. Another significant observation that the authors 

made, is that Radisson Blu Hotel Uppsala is the only hotel which has integrated TripAdvi-

sor on their website, enabling their customers to read the five most recent customer re-

views and make a booking on the same page.  

4.4 Perception of customer expectations 

When it comes to determining what the customers value the most, in terms of the hotel 

experience, the answers among the respondents varies. According to Tourang (Personal 

communication, 2015-04-08), they have realised that the personal connection to their cus-

tomers is an essential factor. Furthermore, he believes that their customers value the sim-

plicity combined with receiving a high level of care and attention. Tourang concludes by 

stating their core principle - “We believe in a yes-we-can approach, meaning that we aim to satisfy our 

customers regardless of their inquiries, and always try to meet them halfway” (M. Tourang, personal com-
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munication, 2015-04-08). The management at Avalon argue that their location, service quali-

ty, high standard as well as the design of their hotel are the most valuable factors according 

to their customers (J. Till, personal communication, 2015-04-15). For Clarion Collection 

Hotel Victoria, Vestin (Personal communication, 2015-03-23) explains that their customer 

reviews on TripAdvisor varies, but that the location, service experience and the breakfast 

buffet seem to be most important for their customers. Vestin continues, “the breakfast is es-

pecially important, since it is the last impression that the customer experiences before check-out, and there-

fore it is the last thing that you remember. Furthermore, the first impression if also significant, since if the 

you receive a positive first impression, you will be more forgiving” (U. Vestin, personal communication, 

2015-03-23). Lastly, Gratzl Daremyr argues that “the majority of our customer reviews on TripAd-

visor are warm and sincere, with an emphasis that they have been well taken care of during their stay. The 

hotel in itself, is exceptional, everything works perfectly. Since it is the service that we compete with, this is 

where we devote most of our time and effort” (R. Gratzl Daremyr, personal communication, 2015-03-24). 

4.5 Future prospects 

In terms of the future, the respondents share a similar vision in terms of why it is im-

portant for hotels to work actively with TripAdvisor. “It is important to work with TripAdvisor 

since it provides reviews of the actual service, and explains how the service experience is perceived by our cus-

tomers (J. Till, personal communication, 2015-04-15). Upper House refers to statistics from 

TripAdvisor, which states that the majority are more inclined to make a booking with a ho-

tel that responds to reviews on TripAdvisor. 

 

Figure 4: Pie-chart TripAdvisor 

(TripAdvisor, 2015) 
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Vestin also emphasise that “it is important to respond to customer reviews, since it serves as proof that 

we read their reviews, and also gives us the opportunity to present our point of view regarding the feedback” 

(U. Vestin, personal communication, 2015-03-23). 

Tourang envision that in the future, the phenomenon of online review sites will continue to 

evolve in the future. He explains that they have developed a new application for the hotel, 

and an important feature was that it should be connected to TripAdvisor. Furthermore, he 

emphasises that an interesting feature would be the ability to compare two hotel experienc-

es in the same city. In addition, a possibility that was discussed within the company was to 

provide a tablet in every room in order for customers to be able to give feedback every day 

(M. Tourang, personal communication, 2015-04-08). Till (Personal communication, 2015-

04-15) highlights that online review sites will continue to grow in importance in the future. 

It is clear that there is a lot of activity online and thus, it is important for businesses to be 

transparent (J. Till, personal communication, 2015-04-15). Gratzl Daremyr also emphasis 

that it is important for businesses to be transparent online, he states that “if you do not re-

spond to negative reviews, it will result in short-term business deals and your competitors will gain market 

share” (R. Gratzl Daremyr, personal communication, 2015-03-24). 
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5 Analysis  

_________________________________________________________________ 

In this section, the authors will present two models in order to analyse the empirical findings and 

connect these to the theoretical framework. Firstly, the gap model of service quality is connected to 

the empirical findings, and will highlight the importance of managing service quality. Following sec-

tion will introduce the author's’ modified communication cycle, which is built on the empirical find-

ings. Lastly, a thorough elaboration of each element of the model is discussed.   

_________________________________________________________________ 

5.1 Gap model of service quality 

5.1.1 Gap 1 - Management perception gap 

It is clear in the empirical findings that the respondents have mentioned TripAdvisor as an 

important tool in order to retrieve information regarding customers’ experiences. Thus, 

they use TripAdvisor to actively reduce Gap 1. By reading the online reviews on TripAdvi-

sor, the hotels are able to perform market research and gain a better understanding of con-

sumers’ preferences. The advantages with the online reviews from TripAdvisor is that they 

are unbiased, and therefore more accurate opinions from customers, who have real life ex-

perience of the service and service provider (Schiffman & Kanuk, 1995; Arndt, 1967) An 

important aspect in order to reduce the gap is to interpret the customer reviews on TripAd-

visor in an accurate way (Grönroos, 2007). Based on the fact that all the chosen hotels have 

received TripAdvisor’s Travellers’ Choice Award 2015, it indicates that the managers are 

superior in terms of interpreting their customer reviews, since they apparently are able to 

meet their customer's’ needs successfully. 

In terms of effective internal communication channels, the majority of the hotels actively 

work with spreading information retrieved from TripAdvisor internally. The interviews re-

vealed that in most cases, it is the management who receives a notification from TripAdvi-

sor when a customer has made a review. Thus, the information is spread downwards within 

the organisation. The model explains the importance of spreading information upwards 

from the firms’ interactions with customers to management (Grönroos, 2007). However, 

we have no information if such a process takes place. Since the majority of hotels ex-

pressed that they are developing strategies in order to make more employees involved with 
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the process of reading and responding to reviews, it highlights that the hotels seem to con-

sider TripAdvisor as important. Worth mentioning, Vestin (Personal communication, 

2015-03-23) also states that in order to gain a better understanding of their hotels unique 

selling points, she performs an extended market research in terms of observing other hotels 

in Jönköping on TripAdvisor. By doing so, she gains a better understanding of their com-

petitive advantages relative to other hotels and thereby, will be able to strengthen and de-

velop these even further. 

The management at Upper House has been successful when interpreting their customers’ 

expectations. They are aware of that since they are an expensive five star hotel, their cus-

tomers expect the service to be flawless. They further mentioned that as a result, they con-

stantly work with improving and enhancing their service (R. Gratzl Daremyr, personal 

communication, 2015-03-24). We can assume that Upper House has clearly understood 

their customers’ expectations and thus, are able to provide what is expected. 

An interesting aspect that we had no previous knowledge of was the fact that all hotels use 

service quality reviews as a strategic tool in order to retrieve customer feedback. We believe 

that this type of service is a great tool in order to be able to do continuous market research 

regarding their customers’ opinions, which can be connected to a specific time. This helps 

managers since they can find out at what time the customer stayed at their hotel and con-

nect this to who was working at the time, and if there were any specific circumstances, 

which may have affected the service experience. We find this helpful since managers are 

able to correct errors and improve their service on an even deeper level. 

Since the service quality review programmes are connected to TripAdvisor, it not only 

shows that the hotels have understood the importance of being transparent but also, that 

customer will post reviews regardless if they are encouraged or not by the hotels. Gratzl 

Daremyr (Personal communication, 2015-03-24) mentioned that they have noticed that re-

views on TripAdvisor tend to be more positive when customers have posted them through 

Loopon. We believe that the reason for this may be that customers posting a review 

through Loopon or QPR might feel less anonymous than customers that post directly on 

the TripAdvisor website. We find this interesting, since it could be considered as a way for 

hotels trying to affect the process of eWOM, since it may soften negative comments. This 

may further lead to more positive reviews and that new potential customer’s might have 
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higher expectations on the service, which they will have to meet in order to continue their 

circle of success. 

All in all, we find that the hotels efforts to capture an accurate perception of customers’ 

service quality expectations could be regarded as superior. It seems that they are able to 

capitalise on the information provided by the reviews, which in turn reduces the manage-

ment perception gap. By reducing this gap, the management's perceptions of customer ex-

pectations and the customers’ expectations are consistent. 

5.1.2 Gap 2 - Quality specification gap 

Since the management of the hotels have been able to reduce Gap 1, they have created fa-

vourable conditions for reducing Gap 2 (Grönroos, 2007). It was clear from the interviews 

that the hotels were truly committed to providing a high level of service quality, which 

Grönroos (2007) states is the most important feature in order to reduce Gap 2. The hotels’ 

top management emphasise that their main market strategy is to provide high level of ser-

vice quality, and that this is a vital success factor. This indicates that the management of the 

hotels have developed service quality specifications, which are consistent with the man-

agements’ perceptions of consumers’ expectations. The observations further showed a 

consistency regarding the management perception of consumers’ expectations. For exam-

ple, Gratzl Daremyr (Personal communication, 2015-03-24) at Upper House stated that 

they aim to provide a luxurious, high-quality experience for their customers, and this was 

also our impression when observing the service scape as well as the interaction between the 

service provider and the customers. Furthermore, since they know that their customers 

have high expectations, they also highlighted the fact that they constantly work with im-

proving their service. For us, this symbolises that management is truly committed to quali-

ty, which is in line with what Grönroos (2007) suggests in order to reduce Gap 2. 

Moreover, a similar observation was made at Clarion Collection Hotel Victoria. As previ-

ously mentioned, they strive for a warm and personal approach towards their customers, 

which became evident in the observations. Another aspect, which is partly connected to 

reducing Gap 2, is that the majority of the hotels emphasised that taking care of the cus-

tomer in every step of their hotel stay is important. By this, all touch points, where the cus-

tomer interacts with the service provider, are equally important for all departments. Thus, 

the interviews and observations indicate that all hotels are able to plan, manage and com-

municate their service quality goals throughout the organisation. Another aspect that high-
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lights that the service is essential, is the fact that the hotels expressed that they mainly 

compete with their service. 

We also find that the use of Loopon and QPR may be an important tool for the hotels’ in 

this stage. Since they are able to accurately pinpoint which aspects that need to be im-

proved in order for customers to be more satisfied, planning of quality specifications might 

be easier. Additionally, the fact that management shares both positive and negative reviews 

among the employees is likely to increase commitment for the quality specifications within 

the hotel (Grönroos, 2007).   

We consider that the main reason for why the hotels are able to reduce Gap 2, is the high 

level of commitment from management positions or similar, since this in turn affects the 

planning, goal setting and service quality specifications (Grönroos, 2007). 

5.1.3 Gap 3 - Service delivery gap 

“We believe in a yes-we-can approach, meaning that we aim to satisfy our customers regardless of their in-

quiries, and always try to meet them halfway” (M. Tourang, personal communication, 2015-04-08). 

As the model suggests, having too complicated service specification may widen the service 

delivery gap (Grönroos, 2007). Based on Tourang’s statement, Radisson Blu Hotel Uppsala 

does not seem to have too rigid service quality specifications potentially harming the em-

ployees to perform and fulfil customer expectations. Thus, it seems that Radisson Blu Ho-

tel Uppsala do not have too specific policies, but rather a flexible approach in terms of 

providing high quality service. In line with Grönroos (2007), we believe that a flexible ap-

proach most likely increases commitment among employees, since they feel that they are 

able to meet customer needs without the need for managerial supervision and consent. A 

simple approach in terms of policy was also found at Clarion Collection Hotel Victoria, not 

only during the service delivery process but also in terms of responding to customer re-

views on TripAdvisor. Common sense and a service minded approach were basic guide-

lines to be followed, which is a sign of flexibility (U. Vestin, personal communication, 

2015-03-23; Grönroos, 2007).   

One can argue that there is an associated risk with having such a flexible approach, since it 

demands that all employees have to share the same vision and are motivated to perform 

accordingly (Grönroos, 2007). However, we argue that the benefits from being able to 

adapt to different situations and customer needs, will encourage the employees to fully 
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commit in order to enhance the service experience. Having rigid policies are often used in 

order to reduce heterogeneity, and increase consistency of the service delivery. On the other 

hand, we find that heterogeneity can be capitalised if the hotels perceive it as a possibility to 

customise and tailor the experience, in order to better meet customer needs and hopefully 

exceed their expectations. 

Another aspect Grönroos (2007) mentions, is the fact that reward systems have to be co-

herent with the service quality specifications in order to avoid confusion among employees 

regarding what is expected of them, and thus reducing the service delivery gap. We find 

that the hotels have managed to accomplish this. Since Vestin (Personal communication, 

2015-03-23) mentioned that employees are rewarded if they receive recognition in a review 

on TripAdvisor, and therefore we assume that they aim to encourage quality-enhancing be-

haviour. Also, we further believe that by rewarding certain behaviour, the hotels communi-

cate to all employees the desired behaviour, which is in line with their vision. 

“It is important to share a company’s success, but it is even more crucial to acknowledge potential improve-

ments”. (J. Till, personal communication, 2015-04-15) 

Rewarding desired behaviour is a favourable approach. However, Till (Personal communi-

cation, 2015-04-15) has a reasonable point when acknowledging the fact that it is also im-

portant to share information regarding service failures that are in need of improvement. 

We believe that constructive feedback regarding service failure is equally important and 

may also encourage employees to continuously improve their performance. We further be-

lieve that if employees never receive feedback, they might become too comfortable and 

stop striving for improvement. 

The management at Clarion Collection Hotel Victoria, have managed to translate their cus-

tomer's expectations into service quality specifications, and implemented them into their 

service delivery. Vestin has noticed that the start and end of the service experience is cru-

cial, and therefore puts a lot of effort into these moments - “the breakfast is often the last im-

pression that our customers have before they check-out, and is therefore the experience they remember the 

most. Also, if the guests are treated well at time of arrival, selective perception will most likely enhance the 

positive feeling of any future events and make them more forgiving” (U. Vestin, personal communication, 

2015-03-23).  
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5.1.4 Gap 4 - Marketing communications gap 

“If you have a relationship with the guest, the reviews tend to be better compared to the reviews that are 

posted independently. By responding to customers who have posted negative reviews, the negative eWOM is 

not as harmful, since the customer is seen and heard” – R. Gratzl Daremyr (Personal communication, 

2015-03-24). 

In terms of the market communication gap, we can see that the hotels marketing commu-

nication efforts must be in line with the offered services (Grönroos, 2007). Accordingly, 

management at Radisson Blu Hotel Uppsala receives marketing communications sugges-

tions from their central headquarters, which are usually not applicable, nor appropriate, in 

Sweden (M. Tourang, personal communication, 2015-04-08). This is due to that the majori-

ty of marketing communications are locally adapted, and thus, Tourang (Personal commu-

nication, 2015-04-08). states that “we can not have marketing communications that displays a beach, 

when we in fact are located next to the central train station - it would not make sense”. Thus, the risk of 

accepting marketing communication suggestions that are not appropriate, may lead to 

overpromising advertising and marketing communication, which Grönroos (2007) argues is 

a fundamental reason for experiencing a service gap. One interesting aspect that Grönroos 

(2007) mention, is that planning marketing campaigns must engage those who are actually 

responsible for the service production and delivery, a process that Radisson Blu Hotel 

Uppsala could be argued to have adopted when integrating other departments in the pro-

cess of responding to customer reviews. 

We also noticed that the majority of hotels struggled with their booking channels, in terms 

of having consistency with their service delivery. By this, it is difficult to control the infor-

mation about the hotel that is displayed on the different booking channels. However, we 

found that in order to solve this problem, hotels can subscribe to TripAdvisor Business 

Listing service, which enables the hotels to create and better manage their marketing com-

munications in a consistent way. Thus, TripAdvisor’s Business Listing is a strategic tool, in 

order to further reduce the gap. Furthermore, the management at Upper House has also 

managed to successfully create consistency between their marketing communications and 

the delivered service. We argue that the main reason for this is that they have carefully se-

lected their marketing channels, so that they are only associated with channels that signal 

the same characteristics, such as luxury and uniqueness, as Upper House. 
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An interesting aspect that we have noticed is the way the hotels use TripAdvisor as an ex-

ternal marketing communication channel. We observed that all hotels actively respond to 

customer reviews on TripAdvisor, and are thus reducing the potential service delivery gap. 

According to Grönroos (2007) this is a way of showing transparency, which is an important 

determinant of service quality.  We further believe, that by actively responding to customer 

review, the hotels are able to make real-life promises, directly to their customers and thus, 

engage in eWOM and take part of shaping customers expectations. In addition, it may be 

an opportunity to establish a deeper relationship with the customers as well as reduce un-

certainty and perceived risk (Lutz & Reilly, 1974; Buhalis, 1998). 

When marketing services, Lovelock et al., (2013), mentions that in order to make a service 

more tangible, physical images can be used as clues. Since the hotels are displaying the 

Traveller’s Choice Award 2015 on the website and at the hotels, it indicates that they are 

trying to make the service more tangible. Moreover, the awards serve as a guarantee and a 

documentation of the hotels performance, which helps the customer in their purchasing 

decision, which is in line with Lovelock et al. (2013) and Buhalis (1998) recommendations. 

All in all, we argue that all hotels have a clear structure when it comes to planning their 

marketing communications. According to the marketing communication gap, we can see 

that the hotels are only promising their customers what they will be able to deliver, and 

thus, are able to offer service quality of the highest level and avoid potential service delivery 

gap. 

5.1.5 Gap 5 - Perceived quality gap 

“Let’s face it - You are on TripAdvisor, what are you going to do about it?” – R. Gratzl Daremyr (Per-

sonal communication, 2015-03-24). 

This gap indicates that there is an inconsistency between the hotels perceived service quali-

ty and customers expected service quality. Since all the hotels have received the TripAdvi-

sor Travellers’ Choice Award 2015, it is evident that they are successful. Since the per-

ceived quality gap is affected by how previous gaps have been managed, it is consistent 

with our analysis of the former gaps. 

We argue that the hotels have embraced TripAdvisor, and utilised its services as an oppor-

tunity (Sotiriadis & van Zyl, 2013). As Gratzl Daremyr (Personal communication, 2015-03-

24) stated, even if hotels choose to ignore the fact that they are on TripAdvisor, customers 
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will still use it as a platform for sharing experiences. We share this opinion with Gratzl 

Daremyr, and argue that hotels must face this phenomenon, and see it as an opportunity. 

By working actively on TripAdvisor, hotels are able to manage negative eWOM, recover 

potential service failures expressed by customers, and gain a better understanding of their 

customers’ needs and wishes. Otherwise, it may result in lost business (Grönroos, 2007). 

5.2 The Communication Cycle 

After retrieving our primary data, we agree with Gretzel & Yoo (2008) that the hospitality 

industry is complex in terms of the customers’ buying behaviour, due to intangibility. From 

the interviews, we can conclude that customers today need more information in order to 

reduce their perceived risk, and therefore use online travel review sites as an aid in their de-

cision making process, which is in line with previous research (M. Tourang, personal com-

munication, 2015-04-08; Tuten & Solomon, 2015; Chen et al., 2011). The respondents stat-

ed that TripAdvisor is important since customers evaluate their experience, which is valua-

ble for market research. This corresponds to Buhalis (1998), who stated that information is 

a vital resource within the hospitality industry, and that IT has become essential. This was 

also stated by Hennig-Thurau et al. (2004), since he described that online platforms for cus-

tomer reviews is a result of the Internet. As a result from the interviews, confirming the 

importance of TripAdvisor, and Hennig-Thurau et al. (2004) description of eWOM, we 

find that the communication cycle, should be slightly modified. Therefore, we have chosen 

to replace WOM with eWOM in the communication cycle within the hospitality industry. 

Primary research indicates that eWOM has a central role in the decision making process in 

the hospitality industry, and Chen et al. (2011) state that consulting review sites are often a 

first step in the buying process. Tourang also acknowledged, “today, customers are more in-

formed and use third-party sources in order to find solutions that fulfil their needs” (Personal communica-

tion, 2015-04-08). The communication that takes place on TripAdvisor can be considered as 

eWOM. In line with Grönroos (2007), Gratzl Daremyr (Personal communication, 2015-03-

24) and our observations, one should try to capitalise on eWOM and see it as an oppor-

tunity. Since all the hotels have received the TripAdvisor Travellers’ Choice Award 2015, it 

indicates that they are successfully capitalising the opportunity that eWOM presents. Also, 

since the model demonstrates that positive eWOM has a positive impact on expectations and 

future purchase behaviour, we assume that the hotels benefit from this. In terms of capitalising 

the opportunity of eWOM, the hotels have managed to do so by working actively with 
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TripAdvisor, investing in TripAdvisor Business Listing and communicating with customers 

regarding their experiences (Grönroos, 2007). By being active and responding to reviews 

on TripAdvisor, the hotels are most likely reducing the customers’ perceived level of risk. 

This is further strengthened by the fact that customers’ are more inclined to make a book-

ing with a hotel if they respond to reviews on TripAdvisor (TripAdvisor Insights, 2015). 

As we mentioned in the gap model, displaying the awards on the websites and the hotels, 

symbolises as a form of guarantee, which aids customers in their purchasing decision. We 

believe that when the hotels display the award, it can be considered as a mental shortcut, 

similar to ratings, and is used as a risk-handling strategy (Tuten & Solomon, 2015). 

When customers’ have decided to make a booking, they move into the interaction stage, and 

become more involved in the service process. Since the employees also have an essential 

role in the service process, the way they act communicates a number of messages, such as 

the hotel’s trustworthiness, its commitment to customers and about the hotel in general 

(Grönroos, 2007). The interactions, moments of truth, affect the customers’ experience, which 

ultimately will affect eWOM (Normann, 2000). Based on these stages, the authors under-

stand why the managers are so passionate about providing a superior service experience for 

their customers. It was also stated that the hotels compete with their service, which en-

hances the importance of providing excellent service within the hospitality industry. 

Even though, service-marketing theory often consider heterogeneity to be an issue. Our em-

pirical findings actually suggest that heterogeneity offers the possibility of flexibility, which 

Grönroos (2007) states is important in order for employees to be motivated. Tourang (Per-

sonal communication, 2015-04-08) explained that tailoring an experience is as an important 

way of fulfilling customers’ needs and wishes . 

Interactions between the customer and the service provider are what ultimately create the 

actual experience. According to the model, the experience provides the foundation for 

eWOM (Grönroos, 2007). In this stage, the authors find another opportunity that the hotels 

take advantage in terms of eWOM. By using Loopon and QPR, the hotels encourage their 

guests to evaluate their service experience, which generates more accurate feedback as well 

as encouraging eWOM. The managers at the hotels have also expressed that the review 

gives them an opportunity to be more transparent, which they state as important. Vestin’s 

statement regarding eWOM summarises the importance and impact of online customer re-

views on TripAdvisor - “a satisfied guest is the best ambassador in terms of building a good reputation” 
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(U. Vestin, personal communication, 2015-03-23). This statement proves that customer actually 

become co-marketers in the hospitality industry through online reviews sites such as 

TripAdvisor (Sotiriadis & van Zyl, 2013). 

Ultimately, we believe that the solution to the emerging management issue regarding 

eWOM has been the use of service-quality surveys, which are directly connected to 

TripAdvisor. Since the surveys are connected to TripAdvisor, it has given the managers the 

opportunity to interact with their hotel guests, by encouraging them to evaluate their ser-

vice experience and share the review on TripAdvisor. By doing so, it increases the level of 

control and involvement regarding eWOM. This is our most significant finding since it il-

lustrates how managers can strategically and successfully manage and utilise eWOM and 

online review sites. Previously, this was not possible, since managers could not be present 

when and where WOM took place. Suddenly, WOM has become accessible for hotel managers, 

and TripAdvisor has become a major distributor of WOM within the hospitality industry. In 

terms of service management, we argue that the WOM’s development into eWOM, where 

WOM becomes tangible and thereby also accessible, is one of our most significant finding. We 

consider this a powerful resource for managers since they are now able to take advantage 

of the information, which is argued by Sotiriadis and van Zyl (2013) to have an imperative 

impact on the customers’ decision-making process, expectations and experience.  
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Figure 5: The authors modified communication cycle. 

Regarding the future prospects, mentioned previously, the hotels seem to agree that the 

phenomenon of online review will continue to develop. The authors find this to be likely, 

especially since the youth segment is both socially connected and book their travel ar-

rangements online, and thus, will most likely continue to do so as adults (International 

Tourism Board, 2013). 
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6 Discussion 
______________________________________________________________________ 

The chapter will begin with a general discussion of the thesis, followed by a presentation by the limitation, 

contribution and recommendations for future research. 

_____________________________________________________________________ 

We truly believe that TripAdvisor is of great importance when people are planning, and book-

ing their travel arrangements. The reason for wanting to further investigate in eWOM and 

TripAdvisor, is because we all are active users of TripAdvisor, and argue that is has signifi-

cant influence on the decision making process. We further believe, that TripAdvisor and 

similar online review sites will continue to have a huge impact on consumers, and therefore 

businesses need to be aware of its importance and take action accordingly. 

During our research, we were especially thrilled when discovering that the managers were 

genuinely interested in the subject, and were passionate when speaking about how they in-

corporate TripAdvisor in their marketing and management strategies. Furthermore, the fact 

that they expressed that they actually see TripAdvisor as an amazing opportunity, particu-

larly in terms of creating a closer relationship with their customers, was something we 

found surprising. Our prior perception was that the hotels might have seen TripAdvisor as 

a threat, since it is argued that eWOM and online reviews are hard to control and can cre-

ate more harm than good. Therefore, this study highlights that TripAdvisor can actually be 

beneficial for businesses, when managed appropriately. 

An astonishing finding was that all hotels use service-quality surveys, which is directly con-

nected to TripAdvisor. We find this particularly interesting, since it means that they actually 

encourage their guests to post reviews on TripAdvisor, regardless if the review turns out to 

be positive or negative. Thereby, we argue that the hotels have taken a further step, and 

truly accepted the presence of TripAdvisor.  

As mentioned in our analysis, the fact that eWOM is presented in written form online and 

thereby tangible, and that TripAdvisor makes it accessible through their platform, man-

agement are able to interact with customers and receive valuable customer insights, which 

ultimately can lead to an improved service quality.   
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We argue that there are several reasons for why the hotels in our study have received the 

TripAdvisor Travellers’ Choice Award 2015, in the category ‘best hotels’. It became obvi-

ous in our research, that the hotels are truly passionate, when it comes to providing high 

service quality and are genuinely interested in the customers’ experience. The best example 

of the importance of commitment to service was Clarion Collection Hotel Victoria, who 

acknowledged that their rooms are in need of renovation, which was also stated on 

TripAdvisor by guests. However, they were still able to receive the Travellers’ Choice 

Award 2015 and be ranked as the number one hotel in Jönköping, Sweden. This highlights 

the fact that in the end, providing excellent service and actively using TripAdvisor is key in 

order to be successful. All in all, combining excellent service with a commitment to TripAd-

visor, in order to increase service quality, is most likely the reason for why all hotels are 

successful on TripAdvisor and have received the award.  

To conclude, we believe that these hotels can be considered as ‘best-practice’, and that they 

can inspire other businesses within the hospitality industry to incorporate TripAdvisor suc-

cessfully.  

6.1 Limitations 

It is important to be aware of limitations, when conducting research. We find that one of 

the most prominent limitations of our study, is that we have only chosen to include hotels 

that have received TripAdvisor Traveller’s Choice Award 2015, in the category ‘best ho-

tels’. By conducting a multiple case study, only based on TripAdvisor Traveller’s Choice 

Award, making generalisations may be in issue. We prioritised to dig deeper in order to 

gain a better understanding of the strategies and perceptions held by the managers regard-

ing the phenomenon of TripAdvisor. Also, we find that this is in line with the purpose of 

our research. 

Another limitation is concerned with biased answers and observations from the hotels. 

One can assume that the hotels wanted to portray themselves favourably, since they obvi-

ously do not want to harm their business. Furthermore, prior to our interviews, the re-

spondents received a sample of the questions that we were going to ask. In retrospect, this 

might have affected the respondent answers since they had the ability to prepare and be 

more strategic in their answers. However, by not providing them the questions beforehand, 

the empirical findings might have been less extensive and thus, harmed the purpose of our 

research. 
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Since the time frame for this thesis was limited, the research may be regarded as narrow in 

its method. Only investigating four hotels, and not including customers’ perspective, may 

be seen as a limitation since it would have provided more depth to the thesis. As men-

tioned, this option was disregarded due to lack of time. 

6.2 Contribution 

We find that this thesis contributes academically in terms of providing a modification of 

the communications cycle by incorporating online review sites in the hospitality industry 

from a service management perspective. Our model emphasises the importance of man-

agements’ interaction with customer through eWOM, in order to improve service quality. 

Managers need to encourage eWOM, communicate on the online platforms where the cus-

tomers share their reviews, and utilise the information and customer insights that are avail-

able. The thesis also provides valuable contributions regarding how hotels can actively in-

corporate online review sites in their marketing and management strategy. We find that the 

findings are useful for others businesses within the hospitality industry that are affected by 

online review sites. More specifically, the thesis contributes with valuable insights regarding 

managing online review sites from a service management perspective in order to improve 

service quality.  

Furthermore, we believe that other industries within the service sector can benefit from our 

findings. Businesses within the service sector, which have the same conditions in terms of 

perceived risk and uncertainty prior to purchase, may benefit from this research since they 

may encounter similar conditions regarding eWOM and online review sites in the future. In 

practice, the thesis offer a clarification for managers of how online review sites can be uti-

lised more efficiently, and use it in favour of their business. Also, the thesis highlights the 

impact that eWOM has on customer experience and expectations, which is imperative 

knowledge for all managers in the service sector.  
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6.3 Future research 

Since there is a lack of previous research within the area of eWOM within the hospitality 

industry, from a business perspective, we believe that there is a need for future research 

within this field. With regards to our model, we find that further research is needed to fully 

understand how to successfully incorporate and manage eWOM in favour of the business. 

Besides the service-quality surveys, what other strategies can be used in order to encourage 

customers to write and share reviews online? Furthermore, we suggest that future research 

should incorporate hotels, which have not received an award, to provide an interesting 

comparison in order to further understand and clarify how to efficiently utilise eWOM. 

As mentioned previously, including the consumer perspective could also provide a richer 

result since it provides the possibility to analyse the subject from various angles. Such an-

gles could also consist of different segments within the hospitality industry, such as restau-

rants and attractions, in order to find out if there are certain industry standards. Comparing 

the impact between different review sites could also be an interesting approach. 
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7 Conclusion 
_____________________________________________________________________________________ 

The final chapter will describe how the purpose was fulfilled and answer the research questions. It will also 

provide a summary of the key findings from the research. 

______________________________________________________________________ 

Through this research, we have established how hotels can work successfully with online 

review sites. The strategic issue concerned with eWOM is how to encourage customers to 

interact through TripAdvisor and write and share reviews. In addition, how to treat the 

online reviews maturely, and how to interact and use the information is imperative. We 

found that a common approach to manage eWOM was to encourage guests to evaluate 

their experience and post it on review sites, respond to both positive and negative custom-

er reviews, and use the information on the review sites as market research material. In 

terms of encouraging guests to post their evaluation, the hotels use service-quality survey 

tools, which are connected to the online review site.  

In the gap model of service quality, it is illustrated how the hotels work with the review 

sites in order to reduce the gaps. The reduced gaps imply a high level of service quality and 

that the service delivery is in line with customer expectations. It was clear that all hotels 

main marketing strategy is to provide excellent service. By the use of our modified com-

munication cycle, it becomes clear that the eWOM and online review sites play an im-

portant part in forming customers’ expectations, and perceived experience. 

The hotels actively monitor online reviews, since they receive an email every time a review 

has been posted on TripAdvisor. The information provided in the reviews is considered as 

important since it gives detailed information regarding the customer’s experience. Thus, 

TripAdvisor is regarded as valuable for the hotels in order to develop the service and in-

crease the quality, as well as to communicate with customers regarding their experience.  

To conclude, the hotels in this thesis are highly successful when incorporating online re-

view sites in the marketing strategy in terms of service management. Ultimately, we find 

that these hotels should be regarded as ‘best-practice’, and that others should follow in 

their footsteps in order to successfully adapt their businesses to the phenomenon of 

eWOM. 
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Appendix 1 

1. How does your marketing strategy look like? 

2. What are your marketing objectives? 

3. Are you using any special marketing strategy or have you developed your own? 

4. How are you incorporating TripAdvisor in the marketing strategy? 

5. What specific attributes do you think have the most influence on customer reviews? 

6. How are your encouraging hotel guests to write reviews on TripAdvisor? 

7. How do you think the future looks like in terms of customer satisfaction and ratings on 

TripAdvisor? 

8. Have you perceived any remarkable benefits from being a part of TripAdvisor? When? 

How?  

9. What key factors do you believe have contributed for receiving the TripAdvisor Travel-

ler’s Choice Award 2015? 

10. What aspects do you believe your customers value the most when reading reviews? 

11. Why do you think it is important for hotels to work actively with TripAdvisor? 

12. How has your marketing strategy changed as a result of the new phenomenon where 

customers act as their own travel agency? 

13. Where do the majority of your hotels guests come from, in terms of booking channels? 

14. Do you have any company policy on how to work with TripAdvisor? 

15. Do you have a strategy for when and how to reply to your customer reviews? If no, 

why? If yes, what is it? 

16. Do you monitor how your competitors manage online customer reviews? 

17. How do you manage to be consistent in your marketing communications? 

18. Do you use the TripAdvisor Traveller’s Choice Award 2015 in your marketing strategy? 

When and where do you display the award? 


