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Abstract 

This article evaluates the positive experiences communicated by customers regarding the Ethiopian Skylight Hotel. The 

objective is to identify the principal themes expressed in online reviews and to discern key concepts that contribute to guest 

satisfaction. The study examines 4,714 online reviews of the Ethiopian Skylight Hotel collected from January 2019 to August 

2024, primarily sourced from platforms such as Google, TripAdvisor, Booking.com, Agoda, Ctrip, and hotel.com. Analysis of 

these 4,714 reviews revealed a total of 9,581 distinct positive mentions. These mentions were categorized into 27 themes, each 

accompanied by the frequency of associated compliments. The findings highlight six key factors that significantly enhance guest 

satisfaction: patrons frequently commend the hotel's diverse and exceptional culinary offerings, noting that the outstanding 

standards and inviting ambiance to create a lasting impression. The provision of clean, spacious rooms with stunning views 

ensures a high level of comfort, while the strategic location of the hotel, near both the airport and city center, adds to the overall 

convenience. Furthermore, the commitment of the staff to delivering exemplary experiences is often noted, with a particular 

emphasis on the warmth and professionalism exhibited by the team, which contributes to guests feeling valued. These findings 

advocate for a renewed focus on these elements to not only enrich the guest experience but also to fortify the hotel‟s competitive 

standing. In addition, the results offer a framework to acknowledge staff through positive feedback, thereby fostering a culture of 

continuous improvement in service quality. 
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1. Introduction 

The advent and rapid proliferation of social media plat-

forms have profoundly altered the landscape of the tourism 

industry, especially in communication practices between 

businesses and consumers. This transformation is particularly 

evident in how consumers make decisions about their travel 

purchases, manage the online reputations of hotels, and en-

gage with hotel staff and other guests [1]. Daily, countless 

travel reviews are disseminated across platforms like 

TripAdvisor, creating an expansive and dynamic global dis-

course that transcends geographical and cultural boundaries 

[22]. 

Online customer reviews have been widely considered one 

of the most influential types of consumer-generated content 

for understanding consumer behavior and consequently firm 

performance in hospitality and tourism [4, 20, 33, 35]. 

Despite prevailing skepticism regarding the reliability of 
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recommendations generated by businesses themselves [6], the 

increasing inclination towards online consumer reviews might 

be attributed to a prevailing belief that peer reviews—often 

considered a modern form of Word of Mouth—are more 

trustworthy than conventional marketing content [2] note that 

consumers frequently leverage various digital plat-

forms—including email, chat rooms, online forums, and so-

cial networks—to share and disseminate their reviews of 

products and services. 

Online reviews have emerged as a crucial component of the 

decision-making framework in the current digital landscape, 

particularly within the hotel industry. Here, electronic word of 

mouth (e-WOM) wields considerable influence over customer 

behavior and shapes perceptions of service quality [31]. 

Extensive research has recognized the multifarious benefits 

associated with receiving, analyzing, and managing customer 

feedback effectively [27]. However, a significant portion of 

contemporary service research tends to concentrate on nega-

tive feedback. For many years, the primary objective has been 

to identify and rectify issues to manage and mitigate costs 

linked to negative word-of-mouth, customer attrition, and lost 

revenue opportunities. Consequently, service researchers 

have predominantly directed their attention toward under-

standing customer complaints, dysfunctional behaviors, and 

overall customer dissatisfaction [6]. 

In the hospitality domain, positive feedback acts as a crit-

ical indicator of customer satisfaction and provides valuable 

insights into consumers' diverse behaviors and preferences 

[10]. Nonetheless, the impact of positive customer feedback 

(PCF) remains relatively under-examined in service literature, 

with its multifaceted dimensions extending beyond mere 

expressions of gratitude or compliments [24, 25]. 

Positive online customer reviews, classified under Us-

er-Generated Content (UGC), considerably sway consumer 

purchasing choices. Empirical evidence suggests that cus-

tomers often place greater trust in individual reviews com-

pared to those crafted by marketers, referred to as Marketer 

Generated Content. When consumers develop a sense of as-

surance in a service or product, they frequently feel compelled 

to share their positive experiences through reviews on social 

media platforms, thereby influencing prospective customers 

[7, 8, 11]. 

The power of customer compliments cannot be overstated; 

they serve as a potent asset for businesses, often yielding 

insights that may carry more significance than customer 

complaints when influencing both organizational practices 

and individual behaviors [38]. A nuanced understanding of 

the elements that contribute to customer satisfaction can pro-

vide companies with a vital competitive advantage. Kraft and 

Martin (2001) assert that customer compliments not only 

signify satisfaction but also highlight a broader array of mo-

tivations underlying consumer behavior, thereby calling for 

further scholarly inquiry in this area [18]. As a result, this 

study aims to investigate the compliments shared by guests at 

the Ethiopian Skylight Hotel (ESH) to uncover deeper in-

sights into customer satisfaction and feedback. 

2. Literature Review 

2.1.Customer Compliments 

Consumer compliments serve as valuable feedback from 

customers, expressing their satisfaction and appreciation for a 

product or service. These positive remarks are crucial for 

businesses, as they not only boost brand reputation but also 

promote customer loyalty. Engaging with compliments 

demonstrates a company's commitment to enhancing the 

customer experience, which can significantly influence pur-

chasing decisions. 

Research indicates that how responsive a company is to 

both compliments and complaints on social media affects 

customer perceptions [13]. This aspect is supported by Rob-

inson and Berl (1980), who suggested that compliments can 

guide management in marketing by highlighting effective 

services [34]. Furthermore, Otto et al. (2005) posited that an 

accumulation of compliments may inform promotional 

strategies [28]. Compliments often signify that customer 

expectations have been surpassed, enabling marketing to 

concentrate on the most valued elements [19]. 

By analyzing consumer compliments, businesses can gain 

insights into customer preferences and emotional responses, 

allowing them to refine their offerings. In today's digital world, 

capitalizing on positive feedback is vital for strengthening 

brand reputation and fostering loyalty. Companies increas-

ingly prioritize social interactions, strategically responding to 

customers with more substantial followings [13]. Recognizing 

how to effectively respond to online compliments can greatly 

influence consumer attitudes and enhance marketing success 

[9]. Ultimately, a solid approach to engaging with positive 

sentiments can cultivate customer loyalty and encourage 

advocacy Customer Compliments. 

2.2. Positive Online Review (Positive Electronic 

Word of Mouth) 

As the internet expands, electronic word-of-mouth 

(eWOM) through social media has emerged as an essential 

tool for consumers seeking to discover and exchange in-

formation regarding products and services [12, 30]. These 

reviews are considered more effective in influencing con-

sumer behavior than traditional marketing strategies, 

vendor information, or promotional messages from 

third-party websites [41-43]. 

It also plays a significant role in the hotel sector, pro-

foundly influencing consumer perceptions and deci-

sion-making. Recognizing the elements that foster positive 

e-WOM can assist hotels in improving their image and 

drawing more customers [31, 36]. 

Moe and Schweidel (2012) examine the dynamics of online 
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product ratings and reviews, focusing particularly on the 

bandwagon effect [23]. Their research reveals that a favorable 

ratings environment motivates individuals to share their re-

views, creating a feedback loop that boosts product visibility 

and attractiveness. This finding highlights the necessity of 

nurturing a positive review culture, which not only increases 

the volume of reviews but also impacts their character. 

Furthermore, Ho-Dac et al. (2013) emphasize the signifi-

cance of positive online customer reviews (OCRs) in 

strengthening brand equity, especially for less-established 

brands [14]. Their study indicates that positive reviews not 

only stimulate immediate sales but also support long-term 

brand development, highlighting the strategic relevance of 

overseeing online reviews. The connection between positive 

feedback and brand equity is notably strong in competitive 

markets where brand strength is essential. 

The impact of favorable online reviews goes beyond just 

sales numbers; it is crucial in influencing consumer behavior. 

Schmitt (2011) offers insights into confirmation bias, indi-

cating that positive reviews increase perceived helpfulness 

when consumers hold a favorable initial belief about a product 

[35]. This implies that positive reviews can validate existing 

beliefs and affect purchase intentions, consequently boosting 

consumer trust. 

This correlates with the broader perspective that positive 

online reviews act as a critical resource for businesses to 

build consumer confidence, particularly in contexts where 

trust poses a significant obstacle to online shopping. Venter 

and Kolbe (2020) further discussed by analyzing the 

freemium model in mobile apps, indicating that positive 

reviews of free versions can lead to higher sales of pre-

mium versions. 

 

3. Positive Service Experience Category 

Factors Mentioned Most Frequently 

A total of 4714 reviews were gathered from six online re-

view sites posted between January 2019 and August 2024. 

The primary sources of these reviews were Google, which 

contributed 3069 reviews (65%), and TripAdvisor, which 

contributed 848 reviews (18%). The remaining sources, in-

cluding Booking.com, Agoda, Expedia, and Facebook, col-

lectively contributed 797 reviews, making up 17% of the total. 

The feedback gathered from social media, review platforms, 

and online travel agencies (OTAs) was examined using 

software that standardizes ratings into a Global Review Index 

(GRI). This examination transforms different rating 

styles—including stars, circles, smiley faces, and numerical 

scores from 1 to 5 or 1 to 10—into a consistent measure. An 

external professional company based in Spain (Review Pro) 

which is a global leader in hotel industry tools, performed the 

analysis. Review Pro has a client base of over 60,000 across 

150 nations [21]. As stated by Hansen, Review Pro represents 

the innovative software solutions available for handling cus-

tomer feedback on online platforms. 

An analysis of 4,714 reviews revealed a total of 9,581 dif-

ferent positive mentions. These mentions were categorized 

into 27 themes, with the frequency of compliments for each 

theme presented in Table 1. We will focus on the top six 

themes that have a frequency count of 950 or more, while the 

theme "experience" is excluded, as it overlaps with comments 

found in other themes. 

Out of the total 9,581 positive mentions, the most fre-

quently mentioned themes were as follows: gastronomy 

(1,980 mentions), establishment (1,365 mentions), service 

(1,163 mentions), experience (1,120 mentions), room (1,015 

mentions), staff (1,010 mentions), and location (987 men-

tions). 

 
Figure 1. Frequency positive service experience themes. 
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Table 1. Twenty-seven service experience compliments on Ethiopian 

Skylight luxury hotels. 

No Themes Frequency 

1 Gastronomy 1980 

2 Establishment 1365 

3 Service 1163 

4 Experience 1120 

5 Room 1015 

6 Staff 1010 

7 Location 987 

8 Facilities 444 

9 Cleanliness 442 

10 Reception 290 

11 Value 272 

12 Ambience 280 

13 Common Areas 141 

14 Decoration 132 

15 Entertainment 64 

16 Security 61 

17 Bed 52 

18 Bath 38 

19 Internet 32 

20 Technology 27 

21 Maintenance 26 

22 Spa 19 

23 Medical and Health 16 

24 Sustainability 9 

25 Events 5 

26 Animals 2 

27 Beach 2 

3.1. Gastronomy 

Food is the most frequently highlighted customer experience 

concerning the Skylight Hotel. As a critical element of the 

hospitality industry, it significantly contributes to enhancing 

tourist satisfaction [17]. According to Sparks et al. (2003), food 

and beverages can be pivotal in influencing some tourists' 

choice of holiday destinations and can improve their overall 

experience at these locations [38, 39]. Similarly, this study's 

findings indicate that food plays a vital role; when it is 

well-planned, prepared, and served, it can elevate the overall 

experience at the hotel. Specifically, the results highlight that 

guests particularly appreciate the variety of dining options and 

the quality of the food. Some of the feedback from guests in-

cludes remarks such as: “Delicious food” (F3), “Best food 

variety including Chinese restaurant” (F9), “Meals were deli-

cious” (F19), and “Accessibility of finding vegetarian options” 

(F23). 

3.2. Establishment 

It is the second most frequently mentioned customer expe-

rience category next to gastronomy. Most of the comments 

related to the hotel in general. Some of the statements posted 

by customers include: “Skylight Hotel is a high-quality 

standard place” (E2), “Nice and huge hotel” (E11), “Amazing 

hotel and ambiance” (E72),“Amazing establishment‟‟(E81), 

“Good Building‟‟(E948), “Buildings have its own unique” 

(982). 

3.3. Rooms 

Rooms, where accommodation plays a crucial role in hos-

pitality, significantly contribute to the overall experience at 

hotels [19]. While hotels offer additional services and ameni-

ties for convenience, guests primarily pay for the essential 

service, which is the lodging or guest rooms [17]. The guest 

room is the fundamental service provided by hotel estab-

lishments. Prior studies have recognized the quality of the 

room as a key factor influencing guest satisfaction [10, 32, 33, 

40]. Reviewers frequently highlighted factors such as the 

room's view, space and size, cleanliness, as well as the com-

fort of the bed and shower. Notably, while guests noted sat-

isfaction with various aspects of their rooms, the most 

prominent praise centered on the view from their accommo-

dations. Specifically, guests referred to a “Nice view of the 

city from the balcony,” “Great rooms with panoramic views 

from my room were stunning,” “The balcony view was 

beautiful,” and “The room had a lovely balcony facing the 

airport, and the view from my room was delightful.” Fol-

lowing this, aspects like space, comfort, excellent beds, and 

showers were also mentioned. For instance, one reviewer 

stated: “The room was spacious, cozy, and clean” (R547). 

3.4. Location 

Location was also at the top frequently mentioned dimen-

sion. Location is a vital ingredient in general tourism products 

and hospitality services [17]. Several studies have identified 

location as a top issue influencing hotel satisfaction [3, 17, 20, 

33, 40]. Location can be a powerful factor that pulls tourists to 

a destination and/or establishment. When location is consid-

ered, transportation often comes to mind. A hotel should not 

only be located conveniently (according to the needs of its 

target market) but also should be easily accessible [19] Lack 

of transportation support makes accessibility to other desti-
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nations difficult and costly [29], hence creating dissatisfaction. 

The main influence which determines guest satisfaction with 

the location is very close to the airport. Almost more than 70% 

of the positive comments are about the proximity to the airport 

and access to the central business district. 

3.5. Service 

Service quality is ranked as the third most frequently men-

tioned factor, suggesting that hotel guests are more inclined to 

share positive online reviews when they experience 

high-quality service. The main goals of hotels are to create and 

deliver offerings that meet their guests‟ needs and expectations, 

thereby ensuring their financial sustainability. To attract and 

maintain a loyal and profitable customer base, many hotels 

focus on providing impeccable high-quality service to their 

guests [19]. As service providers, hotels are expected not only 

to deliver satisfactory service but to provide an exceptional 

service to guarantee guest satisfaction and encourage repeat 

business [29]. Nonetheless, it is the hotels that make additional 

efforts in serving their guests that are preferred for revisits and 

praised for their service (Khoo-Lattimore and Ekiz, 2014) [17]. 

This aligns with the findings of this research. The most fre-

quently concept of “services” mentioned in the skylight hotel 

customer concept is staff interaction, facilities, amenities, and 

conveniences provided by hotels. 

3.6. Staff 

The hospitality industry is known as being a „„people 

business with its own sets of challenges as well as opportuni-

ties in creating satisfaction and revisiting intention [16]. The 

importance of staff delivering hospitality services makes the 

industry different than any other. Extensive empirical evi-

dence also underscores the influential role of hotel employees 

in achieving guest satisfaction and guest loyalty [5, 37, 41]. 

The role of the hotel staff is influential in driving guest sat-

isfaction because the interaction between hotel employees and 

guests is particularly high in the hospitality industry [15]. In a 

recent study, Nieto-Garcia et al. (2018) examined the dimen-

sions of hotel customer ratings that enhance the hotel's fi-

nancial performance and found that staff is one of the key 

dimensions that play a central role in revenue maximization 

[26]. Our findings suggest that the theme labeled as staff 

helpfulness, friendliness, and staff professionalism was the 

top-mentioned theme within the dimension of service quality. 

Some of the mentions are “helpful staff” (S5), “Staff was 

helpful” (S17), “Staff are very friendly” (S18) and “Profes-

sional staff” (S153). 

4. Conclusion 

Most existing research emphasizes the strategic importance 

of managing online feedback and fostering a culture of posi-

tive reviews. As the digital landscape evolves, businesses 

must prioritize understanding and leveraging favorable online 

reviews to remain competitive. This study focuses on this 

notion by examining positive online reviews from customers 

on six review sites, covering the period from January 2019 to 

August 2024, specifically for the Ethiopian Skylight Hotel. 

As discussed earlier, this study lists hotel elements that 

have garnered online compliments for the Ethiopian Skylight 

Hotel. The study identified 27 key themes, with the most 

common among customers of the Ethiopian Skylight Hotel 

Gastronomy, overall experience, Service, Room quality, Lo-

cation, Staff, Facilities, Cleanliness, Reception, Value, Am-

biance, Common Areas, and Decoration. 

The very top themes highlighted in the reviews include: 

1) Gastronomy (1980 mentions): 

Guests praised the variety, taste, and availability of food 

options. 

Notable mentions include "delicious food," vegetarian op-

tions, and specific cuisine offerings like Chinese restaurants. 

2) Establishment (1365 mentions): 

Comments emphasized the hotel's quality, scale, and aes-

thetic appeal. 

Examples include descriptions like "high-quality standard," 

"nice and huge hotel," and "amazing ambiance." 

3) Room (1015 mentions): 

Core aspects of the guest room, like views, space, cleanli-

ness, and comfort, were highlighted. 

Guests appreciated panoramic city views, spacious layouts, 

and comfortable beds. 

4) Location (987 mentions): 

The hotel's proximity to the airport and central business 

district were major highlights. 

Convenient accessibility was a significant draw for many 

guests. 

5) Service (1163 mentions): 

High-quality service delivery, including facilities and 

amenities, was a strong point. 

Going the "extra mile" in service led to repeat customers 

and commendations. 

6) Staff (1010 mentions): 

Guests appreciated helpful, friendly, and professional staff, 

underscoring the importance of human interaction in hospi-

tality. 

This study helps Ethiopian Skylight Hotel to capitalizes on 

its strengths to maintain a competitive edge. As substantiated 

in many literatures, feedback plays a crucial role in nurturing 

positive service interactions and improving the overall 

well-being of service providers. Additionally, understanding 

what guests value during their hotel stays benefits hoteliers in 

accurately predicting specific areas for enhancement [15]. 

Moreover, Robinson and Berl (1980) propose that compli-

ments should be utilized as benchmarks for rewarding em-

ployees [29]. Positive recognition (compliments) can be lev-

eraged to motivate and reward customer-facing staff and 

managers who receive such compliments. 
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Abbreviations 

EAL Ethiopian Airlines 

ECA Economic Commission for Africa 

eWOM Electronic Word-of-mouth 

GRI Global Review Index 

HEI Hotel Experience Index 

OTA Online Travel Agencies 

OCRs Online Customer Reviews 

PCF Positive Customer Feedback 

SLH Skylight Hotel 

UGC User-Generated Continent 

Conflicts of Interest 

The author declares no conflicts of interest. 

References 

[1] Alvarez-Ferrer, A., Campa-Planas, F., & Gonzales-Bustos, J. P. 

(2018). Identification of the key factors for success in the hotel 

sector. Intangible Capital, 14(1), 74-98.  

https://doi.org/10.3926/ic.1103 

[2] Baka, V. (n. d.). The becoming of user-generated reviews: 

Looking at the past to understand the future of managing rep-

utation in the travel sector. 

[3] Bansal, H. S., & Voyer, P. A. (2000). Word-of-Mouth Pro-

cesses within a Services Purchase Decision Context. Journal of 

Service Research, 3(2), 166-177.  

https://doi.org/10.1177/109467050032005 

[4] Barreda, Albert, and Anil Bilgihan. "An analysis of user‐

generated content for hotel experiences." Journal of Hospital-

ity and Tourism Technology 4.3 (2013): 263-280. 

[5] Browning, V., Fung So, K. K., & Sparks, B. (n. d.). Attribu-

tions of Service Quality and Control for Service Standards in 

Hotels. In Journal of Travel & Tourism Marketing (Vol. 30, 

Issue 2). 

[6] Chi, C. G., & Gursoy, D. (2009). Employee satisfaction, cus-

tomer satisfaction, and financial performance: An empirical 

examination. International Journal of Hospitality Manage-

ment, 28(2), 245-253.  

https://doi.org/10.1016/j.ijhm.2008.08.003 

[7] Coker, B., & Nagpal, A. (2013). Building-Up versus Par-

ing-Down: Consumer Responses to Recommendations When 

Customizing. Journal of Retailing, 89(2), 190-206.  

https://doi.org/10.1016/j.jretai.2012.11.002 

[8] Daugherty, T., Eastin, M. S., & Bright, L. (2008). EXPLOR-

ING CONSUMER MOTIVATIONS FOR CREATING US-

ER-GENERATED CONTENT. Journal of Interactive Adver-

tising, 8(2), 16-25. 

[9] Daunt, K. L., Harris Warwick Business School, L. C., & Harris, 

L. C. (n. d.). Linking employee and customer misbehaviour: 

The moderating role of past misdemeanours. 

[10] Deng, C., & Ravichandran, T. (2016). Managerial Response to 

Online Compliments: Helpful or Harmful? 

[11] Ekiz, E., Khoo-Lattimore, C., & Memarzadeh, F. (2012). Air 

the anger: Investigating online complaints on luxury hotels. 

Journal of Hospitality and Tourism Technology, 3(2), 96-106. 

https://doi.org/10.1108/17579881211248817 

[12] El-Said, O. A. (2020). Impact of online reviews on hotel 

booking intention: The moderating role of brand image, star 

category, and price. Tourism Management Perspectives, 33. 

https://doi.org/10.1016/j.tmp.2019.100604 

[13] Filieri, Raffaele, and Fraser McLeay. "Online consumer re-

views… why do we adopt them?." (2013). 

[14] Gunarathne, P., Rui, H., & Seidmann, A. (2014). Customer 

Service on Social Media: The Effect of Customer Popularity 

and Sentiment on Airline Response.  

http://online.wsj.com/news/articles/SB2000142405270230394

9704579461412963008056?mod=index_to_people 

[15] Ho-Dac, N. N., Carson, S. J., & Moore, W. L. (2013). The 

Effects of Positive and Negative Online Customer Reviews: 

Do Brand Strength and Category Maturity Matter? Journal of 

Marketing, 77, 37-53. 

[16] Kassinis, G. I., & Soteriou, A. C. (2003). GREENING THE 

SERVICE PROFIT CHAIN: THE IMPACT OF ENVIRON-

MENTAL MANAGEMENT PRACTICES*. 

[17] Kandampully J (2002) Services Management the New Para-

digm in Hospitality. Kuala Lumpur: Pearson Education Aus-

tralia. 

[18] Khoo-Lattimore, C., & Ekiz, E. H. (2014a). Power in praise: 

Exploring online compliments on luxury hotels in Malaysia. 

Tourism and Hospitality Research, 14(3), 152-159.  

https://doi.org/10.1177/1467358414539970 

[19] Kraft, Frederic B., and Charles L. Martin. "Customer com-

pliments as more than complementary feedback." Journal of 

Consumer Satisfaction, Dissatisfaction and Complaining Be-

havior 14 (2001): 1-13. 

[20] Kotler P, Bowen J and Makens J (2010) Marketing for Hos-

pitality and Tourism, 5th ed. New Jersey: Prentice-Hall Inter-

national Inc. 

[21] Liu, Yong, et al. "Big data for big insights: Investigating lan-

guage-specific drivers of hotel satisfaction with 412,784 us-

er-generated reviews." Tourism Management 59 (2017): 

554-563. 

[22] Majó, Joaquim, Andrea Ramirez, and Daissy Moya. "The 

effect of reviews on the online reputation of hotels in Latin 

America." International Journal of Tourism and Hospitality 

Management 4.1 (2021): 206-226. 

[23] Mariani, M., & Predvoditeleva, M. (2019). How do online 

reviewers‟ cultural traits and perceived experience influence 

hotel online ratings?: An empirical analysis of the Muscovite 

hotel sector. International Journal of Contemporary Hospital-

ity Management, 31(12), 4543-4573.  

https://doi.org/10.1108/IJCHM-11-2018-0927 

http://www.sciencepg.com/journal/ijhtm


International Journal of Hospitality & Tourism Management http://www.sciencepg.com/journal/ijhtm 

 

119 

[24] Moe, W. W., Smith, R. H., & Schweidel, D. A. (2011b). Online 

Product Opinions: Incidence, Evaluation and Evolution.  

http://ssrn.com/abstract=1525205Electroniccopyavailableat:ht

tps://ssrn.com/abstract=1525205Electroniccopyavailableat:htt

p://ssrn.com/abstract=1525205 

[25] Nasr, L., Burton, J., & Gruber, T. (2017). Turn Away from the 

Dark Side: Exploring Positive Customer Feedback (An Ab-

stract). In Developments in Marketing Science: Proceedings of 

the Academy of Marketing Science (pp. 119-120). Springer 

Nature. https://doi.org/10.1007/978-3-319-45596-9_23 

[26] Nasr, L., Burton, J., & Gruber, T. (2018). Developing a deeper 

understanding of positive customer feedback. Journal of Ser-

vices Marketing, 32(2), 142-160.  

https://doi.org/10.1108/JSM-07-2016-0263 

[27] Nieto-Garcia, Marta, et al. "The dimensions of hotel customer 

ratings that boost RevPAR." International Journal of Hospi-

tality Management 77 (2019): 583-592. 

[28] Ordenes, F. V., Burton, J., Theodoulidis, B., Gruber, T., & 

Zaki, M. (n. d.). Analyzing Customer Experience Feedback 

Using Text Mining: A Linguistics-Based Approach Published 

in the. In Journal of Service Research (Vol. 17, Issue 3).  

https://dspace.lboro.ac.uk/ 

[29] Otto, Sean D., et al. "Complimenting behavior-the compli-

menter's perspective." Journal of Consumer Satisfaction, 

Dissatisfaction and Complaining Behavior 18 (2005): 1-31. 

[30] Pizam, A., & Ellis, T. (n. d.). Customer satisfaction and its 

measurement in hospitality enterprises.  

http://www.emerald-library.com 

[31] Podnar, K., & Javernik, P. (2012). The Effect of Word of 

Mouth on Consumers‟ Attitudes Toward Products and Their 

Purchase Probability. Journal of Promotion Management, 

18(2), 145-168.  

https://doi.org/10.1080/10496491.2012.668426 

[32] Pourabedin, Z., & Migin, M. W. (2015a). Hotel experience and 

positive electronic word of mouth (e-WOM). International 

Business Management, 9(4), 596-600.  

https://doi.org/10.3923/ibm.2015.596.600 

[33] Radojevic, T., Stanisic, N., & Stanic, N. (n. d.). Inside the 

Rating Scores: A Multilevel Analysis of the Factors Influencing 

Customer Satisfaction in the Hotel Industry.  

https://uk.sagepub.com/sites/default/files/author_archiving_po

licies_and_re-use 

[34] Ren, L., Zhang, H. Q., & Ye, B. H. (2015). Understanding 

Customer Satisfaction With Budget Hotels Through Online 

Comments: Evidence From Home Inns in China. Journal of 

Quality Assurance in Hospitality and Tourism, 16(1), 45-62.  

https://doi.org/10.1080/1528008X.2015.966299 

[35] Robinson, Larry M., and Robert L. Berl. "What about 

compliments: A follow-up study on customer complaints 

and compliments." Refining concepts and measures of 

consumer satisfaction and complaining behavior (1980): 

144-148. 

[36] Schmitt, B. (2010). Experience marketing: Concepts, frame-

works and consumer insights. Foundations and Trends in 

Marketing, 5(2), 55-112. https://doi.org/10.1561/1700000027 

[37] Serra Cantallops, A., & Salvi, F. (2014). New consumer be-

havior: A review of research on eWOM and hotels. Interna-

tional Journal of Hospitality Management, 36, 41-51.  

https://doi.org/10.1016/j.ijhm.2013.08.007 

[38] Skogland, I., & Siguaw, J. A. (2004). Are your satisfied cus-

tomers loyal? Cornell Hotel and Restaurant Administration 

Quarterly, 45(3), 221-234.  

https://doi.org/10.1177/0010880404265231 

[39] Sparks, B. A., & Browning, V. (n. d.). The impact of online 

reviews on hotel booking intentions and perception of trust. 

http://www.epinions.com/ 

[40] Sparks, B., Bowen, J., & Klag, S. (2003). Restaurants and the 

tourist market. In International Journal of Contemporary 

Hospitality Management (Issue 6). 

[41] Xu, X., & Li, Y. (2016). The antecedents of customer satis-

faction and dissatisfaction toward various types of hotels: A 

text mining approach. International Journal of Hospitality 

Management, 55, 57-69.  

https://doi.org/10.1016/j.ijhm.2016.03.003 

[42] Yang, J., & Mai, E. S. (2010). Experiential goods with network 

externalities effects: An empirical study of online rating sys-

tem. Journal of Business Research, 63(9-10), 1050-1057.  

https://doi.org/10.1016/j.jbusres.2009.04.029 

[43] Yoo, K. H., & Gretzel, U. (2011). Antecedents and Impacts of 

Trust in Travel-Related Consumer-Generated Media. Infor-

mation Technology & Tourism, 12(2), 139-152.  

https://doi.org/10.3727/109830510x12887971002701 

 

 

http://www.sciencepg.com/journal/ijhtm

