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ABSTRACT

Due to increasing complaints about hotels on the digital platforms, hotels need to
respond to those negative eWOM in order to restore their image. This study used Marriott
International in China as an example to explore the major nature of negative electronic word-
of-mouth (eWOM) posted by hotel customers and which response strategy used frequently by
hotels. Quantitative content analysis of 1,448 samples of negative eWOM and 2,169 samples
of response strategy were conducted. The frequency distribution and Chi-Square analysis
results revealed the major negative eWOM posted by customers of Marriott International in
China was Dissatisfied Service and Poor Facilities; and the frequent response strategies used
by Marriott International in China was Correction and Apology. Findings provide strategic
implications for hotel managers not only to effectively respond to negative eWOM, but also

to identify areas for their business improvement.

Keywords: negative electronic word-of-mouth, response strategy, hospitality industry, Marriott

international in China, content analysis
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CHAPTER 1

INTRODUCTION

This chapter describes the background of this research, rationale and problem
statements, objectives of the study, scope of study, research questions, significance of the study,

and definition of terms.

Background of the Study

The advent of the Internet society has brought an important revolution to word-of-
mouth (WOM). More and more individuals can share their thoughts and exchange their
opinions about products or services on the Internet easily, and this word-of-mouth (WOM) can
be received by every Internet user in the global world (Cheung & Thadani, 2012; Dellarocas,
2003; Gretzel, Yoo, & Purifoy, 2007). In the professional literature, word-of-mouth spreading
on the web 2.0 platforms is referred to as electronic word-of-mouth (eWOM), which can
include both positive and negative opinions posted by customers on the Internet (Ban & Ancusa,
2016; Cheung & Thadani, 2012). Several prior researchers, for examples, Serra Cantallops and
Salvi (2014), Chu and Kim (2011), and Hennig-Thurau, Gwinner, Walsh, and Gremler (2004),
studied how electronic word-of-mouth (eWOM) affects consumer, such as consumer
motivation, consumer engagement, consumer behavior, etc.

This new form of word-of-mouth (WOM) communication is playing a more and more
important role in customers’ mind before they make purchase decisions (Bigné, Caplliure, &
Miquel, 2016; Cheung & Thadani, 2012; McKinsey, 2015). According to M. Wang, Lu, Chi,
and Shi (2015), electronic word-of-mouth (eWOM) affects consumers’ purchase decisions

significantly. For this reason, more corporates are starting to pay more attention on managing



their digital areas of business in order to attract more customers and get higher profits (Bigné
et al., 2016; McKinsey, 2015).

According to Avant (2013), and Gretzel et al. (2007), most guests (96.4%) use the
Internet tools when they are planning and booking for their pre-trip. There are several current
studies focusing on exploring electronic word-of-mouth (eWOM) in tourism and hospitality
industry. Bigné et al. (2016), for example, showed that there is a dynamic change in tourism
industry because of two factors: one factor is the shift in online services and the other is the
widespread of online reviews. Over 75 percent of people indicated they would read and check
the online reviews from other guests of the hotel before booking (Mauri & Minazzi, 2013). In
addition, according to the findings from Gretzel et al. (2007), more than 80 percent of the
respondents in the research said they were influenced by reading online travel comments posted
by other travelers. In the same report, Gretzel et al. (2007) also found that most of the
respondents think it is very important for them to read other travelers’ comments and then

decide the place to stay.

Rationale and Problem Statements

China has a developing hospitality industry because of the rapid growth of economic
and increasing number of tourists. Since 1978, Chinese government has encouraged the
development of hospitality industry. In 1980, there were only 203 hotels in China which were
suitable for foreigners. However, till 2010, 13,991 star hotels had been established in China
(Gu, Ryan, & Yu, 2012; He, Li, & Keung Lai, 2011). The hospitality industry development will
continue increasing due to the growth of domestic and over-seas inbound tourism in China (Gu
etal., 2012), and that is why the study of Chinese hospitality industry has a significant meaning.

However, some star hotels in China were still not understanding the importance of electronic



word-of-mouth (eWOM) (Xiao, 2012) on the business success.

Electronic word-of-mouth (eWOM) in hospitality industry uses a new form of
“experience goods” which has already changed the process of consumer purchase-decision-
making. It means everyone on the Internet can experience the hotel first and then decide to
book the hotel or not (Litvin, Goldsmith, & Pan, 2008; S. Y. Park & Allen, 2013). Mauri and
Minazzi (2013) found that the online reviews influence expectations and purchasing intentions
of hotel potential customers. Mauri and Minazzi (2013) also stated that nowadays, potential
customers of hotel want to make clear what particular services can be expected before booking
a hotel, so they search for the information all about the hotel and read the experiences shared
by other customers before making a decision. Moreover, a research done by M. Wang et al.
(2015) noted that hotels’ online sales are less likely to be influenced by higher star rating and
lower price if the hotel has more or better online reviews. Customers would even prefer to
choose a higher priced hotel when there are a large number of comments of the hotel on
booking website or when the hotel rating made by the guests is positive.

Comment affects customer’s booking intention, attitude toward hotel, trust in hotel and
perception of the website (Ladhari & Michaud, 2015). The hotel booking numbers would
increase significantly due to positive reviews (Ye, Law, & Gu, 2009). Online comments can
increase or even reduce a hotel’s funds that got from online bookings. For those potential
customers of hotel, the level of expectation will increase when they read positive online
reviews of the hotel and decrease when they read negative reviews. In addition, positive and
negative reviews significantly affect potential customers’ attitude toward the hotel.

Positive reviews change consumers’ attitude positively while negative reviews change
their attitude negatively. However, both positive and negative reviews can enhance hotel

awareness and have neutral effect on consideration of the hotel (Vermeulen & Seegers, 2009),



and those consumers who are dissatisfied with the hotel are more likely to share their terrible
experiences to other people (Avant, 2013; Black & Kelley, 2009). Similarly, Mauri and Minazzi
(2013) noted that consumers usually prefer to complain online instead of talking to the hotel’s
staff directly.

Consequently, the hotel needs to satisfy its consumers (Mauri & Minazzi, 2013) in order
to get higher profits based on the information society. In the hospitality industry, how to
respond to the negative reviews has become a new question and challenge. Hotels’ methods of
responding to online negative reviews are significantly different. Some hotels respond to each
single review while others have no responses at all (S. Y. Park & Allen, 2013).

According to Mauri and Minazzi (2013), Xie, Miao, Kuo, and Lee (2011), and Ye, Gu,
Chen, and Law (2008), even the hotel’s responses to customer’s online comments could have
a negative influence on customer purchasing intention. Actually, through responding to online
customer comments, the hotel managers are rebuilding the marketing potential offered to
customers by online websites. It means potential customers can make decisions not only based
on the online comments but also on the hotel’s recovery (Avant, 2013; Gyung Kim, Wang, &
Mattila, 2010; O'Connor, 2010). Hotel needs to avoid replying to a message too defensively
and standardly (Y. Chen & Xie, 2008; Mauri & Minazzi, 2013). Hoffman and Chung (1999)
found the following responses the hotel most commonly used, listed in descending order of use:
correction, no response, substitution, free ancillary, gratis, apology, free upgrade, and discount
(Avant, 2013).

The aim of this study is focusing on exploring the response strategies to negative online
reviews used in Chinese hospitality industry. In prior studies, most Chinese researchers focused
on how electronic word-of-mouth (eWOM) affects customer behavior, intention, room sales,

etc. For example, Xiao (2012) found that electronic word-of-mouth (eWOM) is the key factor



which affects customers to make booking decision. Ye et al. (2009) studied how online reviews
affect hotel sales. After that, Ye, Law, Gu, and Chen (2011) extended their research, and found
that online review affects online sales and positive reviews can lead to more online sales. In
addition, Xiong and Guo (2013) analyzed customer’s online comments in Chinese hospitality
industry, and stated that when consumers write comments, they paid most attention to the
overall services, followed by guest room, transportation, convenience, hotel environment,
hardware facilities, price, breakfast, location and front. Based on the above rationale and
problem statement, it is clear that there is still a research gap regarding the response strategy
implemented by the Chinese hospitality industry. Also, response strategy to negative eWOM
in hospitality industry was still missed much in communication area, period researches still
were refer from crisis communication management. Combined Coombs crisis communication
handbook and nature of hospitality’s negative electronic word-of-mouth, negative eWOM
about service, cleanliness, facilities, food and beverage, billing and price, these belong to “high
control”, response strategies should include hotels promise to correct the problem and apology
to consumers; when the negative eWOM were about location and environment, the problems
belong to “ low control”, response strategies are opened (Abramova, Shavanova, Fuhrer,

Krasnova, & Buxmann, 2015; Coombs, 2010; Coombs & Holladay, 2008).

Objectives of the Study

This study aims to achieve the following five objectives:

1) To examine what are the most frequent negative eWOM messages sent by Chinese
customers to Marriott International in China.

2) To examine whether Correction or Apology is the most frequent responses used by

Marriott International in China to negative eWOM.



3) To examine what are the most frequent responses used by Marriott International to
each kind of negative eWOM.

4) To examine what are the most frequent negative eWOM messages to Marriott
International in China initiated by the Chinese customers.

5) To examine what are the most frequent responses used by Marriott International in

China.

Scope of the Study

In this study, Marriott International was used as an example to study the response
strategy in the hospitality industry. Until the present time, electronic word-of-mouth (eWOM)
and response strategy of Marriott International is still missing in current hospitality business
research aims, since most researches’ objects are focusing on one hotel or randomly selected
hotels in the hospitality industry.

Marriott International is a global conglomerate in the global hospitality industry. In
1927, J. Willard Marriott opened a beer stand and it expanded into a chain restaurant brand
named Hot Shoppes later. From that time, Mr. Marriott started to supply plane meal to Airlines
in Washington D.C. In 1957, the business grew in hospitality industry gradually (DuVall, 2018).
Marriott International always plays an important role in researches on market segmentation
(Rui, 2002). Till now, Marriott International expanded its belonging brands up to 30 brands,
those brands are sorted to five categories by hotel conglomerate which are Luxury, Premium,
Select, Longer Stays and Collection. Luxury (it aims to provide bespoke amenities and superb
services) includes The Ritz-Carlton, St.Regis, JW Marriott, Ritz-Carlton Reserve, The Luxury
Collection, W hotels and Edition; Marriott Hotels, Sheraton, Marriott Vacation Club, Delta

Hotels, Le Meridien, Westin, Renaissance Hotels and Gaylord Hotels belong to Premium (it



aims to provide sophisticated amenities and thoughtful services); Select (it aims to provide
smart amenities and easy services) involves 8 brands which are Courtyard Hotels, Four Points,
SpringHill Suites, Protea Hotels, Fairfield Inn & Suites, AC Hotels, Aloft Hotels, and Moxy
Hotels; Marriott also operates 6 Longer Stays’ brands (it aims to provide amenities and services
like home), there are Marriott Executive Apartments, Residence Inn, TownePlace Suites,
element and Homes & Villas by Marriott; and in the last category Collections (it aims to
provide uniquely designed and luxurious experiences), it has three brands which are Autograph
Collection Hotels, Design Hotels and Tribute Portfolio (Marriott International, 2021).

Marriott International has more than 300 hotels, including 30 brands in China. In
additional, the Hotel conglomerate is full of ambition for the Chinese market (DuVall, 2018).
According to the summary of the research papers on Marriott International in China, the prior
researchers focused on four research directions: Human Resource Management, Marketing
strategy Brand Management, Energy Conservation (Bi, 2019; Huang, 2002; Li, 2011; Qiu,
2012). Interestingly, those researchers have not yet related Marriott International in China to
the issue of electronic word-of-mouth (eWOM) until 2021.

The secondary data were collected from online texts, which include negative online
reviews posted by Marriott International’s guests starting from the first of January in 2018 and
end on the thirty-first of December in 2019, and Marriott International responses to those
negative online reviews, were collected from Ctrip.com (Www.ctrip.com). Ctrip.com is one of
the biggest Online Travel Agency (OTA). Since it was founded in 1999, it has held the No.1
position in China's Online Travel Booking Industry (Qin & He, 2020). Feng and Jianjia also
pointed this website providing all-round integrated tourism services such as Hotel Booking,
Air Ticket Booking, Tourism Group, Corporate Travel Management and Tourism Information,

and it aims to help tourists find the most valuable products and highest quality information. On



the hotel website of Ctrip.com, the reviews consisted of positive reviews and negative reviews.
In this research paper, the focus is only on negative reviews in Ctrip.com and the responses

issued by Marriott International, on which means Marriott International in mainland China.

Research Questions

This study aims to identify the response strategies used by Marriott International China
to online negative reviews. In order to deal with the prior research gaps, the following five
research questions are formulated:

RQ#1: What are most frequent negative eWOM messages sent by Chinese customers
to Marriott International in China?

RQ#2: In each category of Marriott International, what are the most frequent negative
eWOM messages to Marriott International in China initiated by the Chinese customers?

RQ#3: Are Apology and Correction the most frequent responses used by Marriott
International in China to negative eWOM?

RQ#4: What are the most frequent responses used by Marriott International to each
kind of negative eWOM?

RQ#5: In each category of Marriott International, what are the most frequent responses

used by Marriott International in China?

Significances of the Study

Since reform and opening up in China, the Chinese government has issued a series of
policies aimed at promoting the development of tourism industry in China. In December 2009,
the government proposed to make tourism industry becoming a strategic pillar industry in

China. Later, in August 2014, the government further promoted the reform and development



of the tourism industry (H. X. Wang & Zhang, 2015). The Chinese government pays lots of
attention to tourism industry in China. From the World Economic Forum released "Global
Tourism Competitiveness", the global competitiveness of China's tourism industry has
improved rapidly. In 2007, the global competitiveness of China's tourism industry was ranked
only at the 71% level. Since then, it has steadily risen to the 15" rank in 2017 (Xia & Xu, 2018).
However, Covid-19 has been affecting China since 2020. At the beginning of 2020, China’s
Ministry of Culture and Tourism issued an emergency notice to stop tourism industry in China
(Niu, Yu, & Zhou, 2020). According to this, exploring negative eWOM and Marriott
International response posted during January 2018 and December 2019 should be meaningful
and benefit the hospitality industry in China.

This research filled the gap of research on electronic word-of-mouth (eWOM) to
Marriott International China and gave research directions to future researchers who want to
study Marriott International or electronic word-of-mouth (eWOM) in the star-hotel industry.
According to the research results, managers of Marriott International were not only advised to
pay more attention on electronic Word-of-Mouth (eWOM), but also strategically selected

appropriate responses to such negative eWOM.

Definition of Terms

The operational definition of all the concepts being studied are provided below:
Word-of-Mouth
Word-of-mouth is defined by Harrison-Walker (2001) as “informal, person-to-person
communication between a perceived noncommercial communicator and a receiver regarding a

brand, a product, an organization, or a service” (p. 63).
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Electronic Word-of-Mouth (eWOM)

Electronic word-of-mouth is defined by Hennig-Thurau, Gwinner, Walsh, and Gremler
(2004) as a new form of word-of-mouth that spreads on the Internet, a statement to product,
service or company post by the consumers, it could be both positive and negative. In this
research, the concept of eWOM is the reviews posted on Ctrip.com (Www.ctrip.com) by
consumers to Marriott International China.

Negative eWOM

Negative eWOM is defined by Avant (2013), Su (2015), Jiang (2020), Shi, Zhang, and
Geng (2021) as consumers’ negative opinions toward hotel reviews posted on Ctrip.com such
as dissatisfied service, poor cleanliness, poor facilities, poor environment, poor food or
beverage, poor location, bad security, mismatched price and billing error, failure brand image
and others. There are ten types of negative eWOM as described below:
Dissatisfied Service

This concept includes poor service, bad service quality, poor service attitude and low
speed of service.
Poor Sanitation

This concept means substandard hygiene and bad smell of hotel.
Poor Facilities

This concept includes antiquated facilities, damaged facilities and facilities are not up
to expectations. Both in rooms and public area of hotel.
Poor Environment

This concept means surrounding entertainment is chaotic and noisy. There are no

amenities around such as restaurants, stores, ATM.
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Poor Food and Beverage

This concept is related to the quality, kind and quantity of the food or beverage are not
good in Marriott hotels.
Poor Location

This concept means inconvenient surrounding transportation and the difficulty to reach
the hotel.
Bad Security

This concept refers to hotel security risks, such as hotel’s facilities fall accidentally, the
room was broken into by a stranger, something was stolen.
Mismatched price and Billing Error

This concept refers high price of hotel and billing errors.
Failure Brand Image

This concept means the behavior of hotel damages Marriott International’s brand image.

Others

This term refers to other kind of negative electronic word-of-mouth (eWOM) posted
by customers, which cannot be included in other categories mentioned above.

Response Strategy

This concept is defined by Avant (2013) and Ma (2018) as various types of responses
that the company give to customers’ negative comments such as no response, correction,
apology, compensation, explanation, denial, ignore reviewers, defensive and others. Response
strategy is conceptualized into nine categories as shown below:
No response

This concept means hotel guests complained online, but they received no response from

the hotel.
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Correction

This concept refers to the fact that the hotel mention in the response that they will
correct or they have already corrected the problem.
Apology

This concept refers to sincere apology by the hotel. Apology in a negative tone is not
included.
Compensation

This concept includes substitution, free ancillary, discount and gift. It also includes
hotel promises to provide promotion when the guest comes next time.
Explanation

This concept means hotel admits the problem that guest complained on line and gives
explanation on why the problem has happened.
Denial

This concept refers to hotel denials of the problem which guest complained through
eWOM in a positive way.
Ignore Reviewers

This concept involves hotel responds to the eWOM, however the response is not related
to the problem at all, ignores the problem.
Defensive

This concept means hotel uses a negative way to respond, denial the problem in bad
attitude, even abuses, ironies and curses guest.
Others

Other kind of responses to negative electronic word-of-mouth (eWOM) used by hotel.

In Chapter 2, the author provides a prior literature review of word-of-mouth (WOM)),
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electronic word-of-mouth (eWOM), negative word-of-mouth, negative electronic word-of-
mouth, and response strategy, and then proposes elaborated research questions. Then, Chapter
3 explains the study design, sampling method, research procedure, measurement, and data
analysis. Chapter 4 presents research findings. Chapter 5 provides summary and discussions of
the findings, limitation of the study, and recommendations for further application and future

research.



CHAPTER 2

LITERATURE REVIEW

This chapter provides a review of literature on traditional word-of-mouth, electronic
word-of-mouth, negative word-of-mouth, negative electronic word-of-mouth, and response

strategies to electronic word-of-mouth in hospitality industry.

Word-of-Mouth Communication

Traditional Word-of-Mouth

The concept of word-of-mouth (WOM) appeared first in marketing journals primarily
(Gelb & Johnson, 1995). In 1955, Katz and Lazarsfeld opened the new topic that WOM
communication affected consumer’s behavior, purchase-choice and decision in academic area
(Godes & Mayzlin, 2009). Arndt (1967) defined WOM communication as “oral, person-to-
person communication between a receiver and a communicator whom the receiver perceives
as noncommercial, regarding a brand, a product or a service” (p. 5). WOM communication is
one kind of interpersonal communication that spreads among customers and consumers. In
marketing academic area, researchers paid lots of attention to exploring WOM communication
(Sundaram, Mitra, & Webster, 1998).

WOM communication can appear in both pre-purchase and post-purchase steps. Before
customers make purchase-decision, they can ask or search for the information about a product
or service, as input WOM. After buying and trying, consumers can also give a review of their
experience, as output WOM (Buttle, 1998). Consumers prefer to engage in WOM
communication when they are dissatisfied or satisfied extremely with a product or service (Chu

& Kim, 2011; Richins, 1984). WOM can be both positive and negative.
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Positive WOM can spread good information of product or service. On the contrary,
negative WOM can also disseminate bad messages of product or service (Buttle, 1998). Several
researchers also pointed out the motives for traditional WOM communication behavior. The
main factors of motives for positive WOM communication are the involvement of product, self,
other, and message while the motives for negative WOM communication are reduction of
dissonance and anxiety, altruism, advice seeking and vengeance (Hennig-Thurau et al., 2004).

For positive WOM, the motives include the superior performance of product or service
and special benefits compared to similar products or services. For negative WOM, the related
motives are performance failure of product or service, inconvenience, or the damage of
consumer’s other product, for example, a mobile phone broken because of the new battery
charge. Or consumers think that the product or service is not valuable, and it cannot achieve
their expectation (Sundaram et al., 1998).

To explore the reason why WOM can affect customers, researchers find out that
audience can be more interested in the vivid information, paid more attention to it, and
provoked thinking (Herr, Kardes, & Kim, 1991). As prior literature mentioned, WOM can be
both positive and negative. It has an important influence on potential customer purchasing
behavior (Chevalier & Mayzlin, 2006). WOM has a major influence on people’s consciousness
and behavior. It plays an influential role on consumer behavior (Buttle, 1998). It not only
informs and encourages customers to make a purchase-decision, but also affects consumer
cognition which includes: awareness, expectations, intentions, attitudes and perceptions of the
product or service (Buttle, 1998; Gelb & Johnson, 1995).

Compared to the traditional print media, WOM is more influential on judgment because
of the information vividness. In addition, Herr et al. (1991) found that WOM strongly affects

consumer’s attitude toward brands. When a new product or service comes out, both positive
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and negative WOM can have an influence on the purchase level (Arndt, 1967).

WOM even has more important influence than advertising in raising awareness and
purchase-making on new products or services (Sheth, 1971). Day (1971) stated that WOM was
nine times more effective than advertising when it turned neutral or negative attitudes into
positive attitudes toward a product or service. Moreover, Mangold (1988) concluded that
WOM has more significant influence than other sources when customers make purchase-
decision. In prior research, Richins (1984) mentioned that Arndt (1967) studied WOM
communication among married women and stated when the group of women got the negative
WOM messages, the purchase intention of purchasing coffee was less than the group of women
who got positive WOM messages or even less than the group of women who did not get any
messages.

In WOM communication research, writers mainly focus on the consumer
communicating to potential customers. Actually, solicitation and intervention are also the
characteristics of WOM communication. WOM was generated not only from the customers
and consumers, but also from someone’s words, especially opinion leaders and influencers.
The words from them may have a significant influence to public audience. Organizations also
need to consider who can be the spokesperson of their product or service. Otherwise, WOM
communication may not achieve the organizations’ expectation, or even damage the corporate
image (Buttle, 1998).

The Internet brings a new revolution to WOM communication. In the past, WOM
communication is an interpersonal communication which needs people’s face to face
interaction (Arndt, 1967; Chu & Kim, 2011), and the transmission range of WOM was not too
broad. However, eWOM communication provides opportunities for consumers to share

information and opinions about product or service through the Internet to everyone who uses
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digital tools and looks for the information around the world, and the message can spread to a

group of people through the digital channel (Cheung, Lee, & Rabjohn, 2008; M. K. O. Lee,

Cheung, Lim, & Sia, 2006; Ratchford, Talukdar, & Lee, 2001). The Internet also changes the

speed of WOM transmission, and a large number of audiences can immediately receive eWOM

messages sent by someone in other places (Chu & Kim, 2011; Hennig-Thurau et al., 2004).
Electronic Word-of-Mouth

In the Web 2.0 society, the Internet allows customers to engage in pre-purchase
behavior. It becomes much easier for customer to search information for a product or service
before making purchase-decision. In other words, organizations also face more opportunities
and new challenges in marketing communication like selling, promoting, and advertising their
product or service via the new channel in digital media. Particularly, a new form of word-of-
mouth (WOM) comes out, which is electronic word-of-mouth (eWOM), spreading through the
Internet (Cheung et al., 2008; Chu & Kim, 2011; Goldsmith, 2011).

According to Mauri and Minazzi (2013), there are six elements of eWOM which
include: valence, intensity, speed, persistency, importance, and credibility. In general,
researchers agreed that valence, volume and variation are three main factors of eWOM. In pre-
purchase process, potential customers often pay more attention to these three factors of online
reviews (Jang, Prasad, & Ratchford, 2012; Xie, Zhang, & Zhang, 2014).

Similar to traditional WOM, Verhagen, Nauta, and Felberg (2013) state that eWOM
can also be both positive and negative. When senders spread positive or negative eWOM, they
want to encourage or discourage audience the consumption of product or service. Verhagen et
al. (2013) also concluded that negative eWOM is directly driven by sender’s negative emotions
and there are several reasons for consumers to post negative online reviews.

First of all, they do it to show their dissatisfaction and attract organization’s attention
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in order to get a solution of the problem. Second, some consumers also want to help other
people avoid bad product or terrible experiences. According to the same research, sharing
purchasing experience is a social behavior, for those people received useful eWOM messages
before, they are more likely to send their own eWOM message to help other audiences. Finally,
consumers may want to encourage and help the organization solve the problem structurally in
order to avoid making the same mistake again and again. Accordingly, they post negative
online reviews openly.

In terms of volume, the online reviews has several factors to influence customer
purchase behavior. One of the factors is people’s preference to follow other’s opinion or idea
to conform to their friends or a group, and another factor is the larger quantity of online reviews
that illustrate the product or service is very popular (Xie et al., 2014; Zhang, Ye, Law, & Li,
2010; Zhang, Zhang, Wang, Law, & Li, 2013).

Due to recent studies’ statement, eWOM, especially negative one, can have a strong
impact on consumer behavior. Some organizations even start to build WebCare teams to
communicate with the consumers professionally and reduce the speed and range of propagation
(Verhagen et al., 2013; Verhagen, van Nes, Feldberg, & van Dolen, 2014). Prior literature also
includes eWOM communication in different subjects. Chevalier and Mayzlin (2006) explored
online book-sale and then suggested that online review as a new form of communication on
the Internet has an extreme impact on consumer behavior. For the notebooks and shampoo
products, the sender’s credibility level of eWOM affects consumer’s attitude toward the brand
(P. C. S. Wu & Wang, 2011). Jalilvand, Ebrahimi, and Samiei (2013) concluded that eWOM
affects tourists’ intention and attitudes to Islamic destinations. However, brand hotel’s financial
performance is not influenced by eWOM (Raguseo & Vitari, 2017).

According to Cheung et al. (2008), the useful level of eWOM has strong influence on
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consumer purchase-decision. The useful level includes source credibility and information
quality. Timeliness has no significant influence on the useful level of eWOM. Even the reviews
posted long time ago can be useful for potential customers to make decision and also help the
organization to build reputation.

The valence of WOM has relationship with product’s value rating (M. Wang et al.,
2015). Both positive eWOM and negative eWOM affect purchase behavior strongly, and this
communication form is similar to advice-giving behavior. No matter the nature of reviews is
positive or negative, online reviews can increase the online sale performance (Ladhari &
Michaud, 2015). Because even some people will resist negative eWOM when they really like
the brand and resist positive eWOM when they really dislike the brand, positive eWOM still
affects purchase behavior more strongly than negative eWOM (East, Hammond, & Lomax,
2008).

According to Sparks and Browning (2011), the differences between each of the online
reviews not only means the review content, but also the differences between positive reviews
and negative reviews. When customers post positive online reviews, they are more likely to
describe a vivid experience. However, when customers post negative online reviews, they try
to complain and show their dissatisfaction.

Yang and Mai (2010) confirmed that the impact of negative eWOM was more
significant than that of the positive eWOM. Audience prefers to think that the motivation of
negative reviews is related to the product and, on average, negative eWOM is more useful than
positive one (Sen & Lerman, 2007). Due to an increasing proportion of negative online reviews,
highly involved customers will be influenced due to the high quality of negative messages.
However, for lowly involved customers, the quality of negative message is not that important,

since they will follow negative eWOM easily (J. Lee, Park, & Han, 2008). The results from
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Bambauer-Sachse and Mangold (2011) confirmed that for online-sale products, negative online
reviews would damage the brand equity.
Negative Electronic Word-of-Mouth within Hospitality Industry

When consumer know the quality of products before purchasing it , and they can search
on the Internet, compare and decide to buy which one, this is search goods; experience goods
are those products that consumer cannot know before buying and using for a period of time
(Nakayama, Sutcliffe, & Wan, 2010), hotel is belong to experience goods. There is a significant
difference between experience goods and search goods. The influence of negative eWOM on
experience goods is much stronger than search goods (C. Park & Lee, 2009). Pan and Chiou
(2011) also stated that for experience goods, no matter the eWOM message is positive or
negative, the credibility is high. Thus, the negative reviews has important influences in
hospitality industry.

According to the results from Ye et al. (2011), consumer’s online WOM has a
significant influence on sale performance. When the review rating increases by 10 percent, the
booking number will increase by 5 percent. Both positve and negative eWOM can increase the
awareness of hotel, and positive eWOM will bring positive image and improve the customer’s
attitude toward the hotel (Vermeulen & Seegers, 2009).

Due to large numbers of potential customers coming to choose online platform for
booking hotel, marketers have to be aware that electronic word-of-mouth (eWOM) is now
having a profound impact in hospitality industry. eWOM helps people to make a sense of hotel
before reservation and reduce their blindness in choosing a hotel (Litvin et al., 2008). Xu (2014)
pointed that most Chinese guests will directly point out the problems of the hotel in the negative
comments. There are several types of negative electronic word-of-mouth in hospitality industry.

Xie et al. (2014) found hotel’s sale performance is related to cleanliness, location,
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purchase-value, overall rating, volume and variation of online reviews, and the quantity of
hotel’s responses. Xiong and Guo (2013) studied the consumer review in Chinese hospitality
industry, and indicated that, while consumers posted reviews, they focused on service primarly,
followed by environment, hardware facilities, price and location. Su (2015) examined the
nature of review posted in Chinese hotel channel, and found nine factors of hotel which are
highly concerned by customer: “guest room, auxiliary facilities, health situation, the
surrounding environment, service attitude, polite, emergency help, dining and drinking, and
secondary space.” She also divided these nine factors into three aspects: “the basic product
quality, the excitement product quality, and interaction quality” (pp. II - III).

Donthu, Kumar, Pandey, Pandey, and Mishra (2021) made a conclusion of negative
eWOM on social media which focused on service and product. Instrumental factors and
expressive factors belongs to Two Factory Theory provided by Noe (1987). Instrumental
factors focus on product’s basic factor, while expressive factor means added value of product.

In hospitality industry, Shi et al. (2021) concluded the Two Factory Theory and the
American Customer Satisfaction Index Model, and then anaylized negative eWOM in
hospitality industry from six dimensions and classified each of them based on statistics for
high-frequency words in samples: 1) dissatisfied service (attitude, quality, professional and
enthusiasm are not up to standard); 2) poor food and beverage (quality, kind and quantity of
the food or beverage are not good); 3) poor amenities (antiquated facilities, damaged facilities
and facilities are not up to expectations); 4) poor surrounding environment (surrounding
entertainment is chaotic and noisy); 5) mismatched prices (high price of hotel), and 6) failure
brand image (action of hotel damages hotel’s brand image). According to statistics for high-
frequency words in negative eWOM, those reserchers also identified six dimensions.

W. Chen and Tabari (2017) divided negative eWOM into five types which includes 1)
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software factor, 2) facility, 3) employee’s attitude, 4) reliability, and 5) availability. Software
facility of hotel means cleanliness, food, decorate, and location; facility means hardware
facility which includes room and public amenities; employee’s attitude reflected in staff’s
helpfulness, professional, enthusiasm and so on; comparison between hotel image and feelings
belongs to reliability; availability shows hotel’s extra service such as car rent service.

Jiang (2020) updated the definition of negative electronic word-of-mouth (eWOM). In
her research, hotel guests also would be dissatisfacted with location (hotel is far away from
city center or important transportation and no restaurant around); hotel’s extra service price
(high price and unreasonable charges).

To sum up, the conceptual framework of negative eWOM in this study is based on three
primary level indexes in Linyu’s study, and compare several studies to make indicators to each
primary level index. Xie et al. (2014) also noted the volume and variation of online reviews;
that is, responses from hotel managers can moderate the relationship between ratings and hotel
sale performance. However, hotel’s response can also damage hotel performance. One reason
might be hotel’s immediate response to the negative eWOM, and that may lead to the
consumers’ willingness to control and manage their review more strongly. If the manager’s
response cannot solve the problem which was stated in negative eWOM message, however, the

response may be considered negative and reduce potential customer’s purchase intention.

Response Strategies to Negative Electronic Word-of-Mouth in Hospitality Industry

In communication research field, the existing studies of response strategy to negative
eWOM still had many research gap. Most researchers relied on the theories or studies from
crisis communication, service failure and recovery management (Abramova et al., 2015).

Crisis management was defined as a series actions to combat and solve crisis and reduce
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the damages. Communication is the core point of crisis management, information is necessary
to be collected and shared while crisis has been happened. In crisis management, no response
is not a good way, because then the crisis speaker would lead the crisis information.
Researchers believe that it is necessary to make response strategies as soon as possible when a
crisis occurs, so as to seize the opportunity of public opinion. To ensure the credibility of
imformation, to take responsibility and promise the correction can avoid customers’ trust losing.
In crisis research handbook, strategic crisis response includes 3 elements: crisis denial, crisis
reduce and image rebuild, crisis denial means companys deny or defense with the crisis
problems; crisis reduce means that companys use strategic response such as problem corrextion
to reduce the seriousness of crisis or explain the problem to reduce the responsibility of
company; using apologize and compensation is a useful way to rebuild the image and
credibility, especially in preventable crisis (Coombs, 2010).

Coombs (2010) also listed the recommendation for crisis response in crisis management
handbook: when company’s attribution of crisis responsibility is low, only using problem
correction and explanation is ok; when compangy’s attribution of crisis responsibility is strong,
adding apology is necessary, it means that company should apology for the situation, then
promise the correction to prevent future crisis for forgiveness (Coombs & Holladay, 2008);
denial only can use for unfact situation.

When service failure has happened, to use Apoloy response strategy usually can get
more consumer satisfication (Coombs & Holladay, 2008).

Based on research, crisis on high-priced products has bigger impact on consumer
attitudes (Ruiter, 2015).

In hospitality industry, those hotels that respond to online reviews are frequently

considered to be honest in consumer’s mind. On the contrary, for those hotels that have no
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response, the consumers may consider the reviews only as positive or negative. Most hotels
understand that the response to eWOM is also an important corporate communication; however,
only few hotels use consumer review as an approach of communication strategy. Similar with
crisis response, hotel managers also need to decide which approach they should use to respond.
They can choose for defense, and it may cause the negative situation to become worse, or they
can use strategic approach to solve the problem, and improve themselves and bring more
benefits to the hotel (S. Y. Park & Allen, 2013). X. Liu, Schuckert, and Law (2015) found high
star hotels are more likely to do response management.

Managers need to have a more positive attitude and behavior when there are a large
number of negative online reviews. If only a few people were dissatisfied with the product or
service, they do not need to respond. When the number of positive reviews and negative
reviews is balanced, apology and guaranteeing the problem would not happen again is the most
useful approach. While the negative reviews are much more frequent than positive reviews,
expected apology and promise, and offer redress are necessary (Dens, De Pelsmacker, &
Purnawirawan, 2015). Sparks and Bradley (2017) studied the hotel response strategy in
TripAdvisor, and found that most responses include acknowledgement and explanation.

There are several kinds of responses commonly used by a hotel to offline complaints:
correction (hotel mentions in the response that they will correct or they have already corrected
the problem), no response (hotel’s guest complained online, however received no response
from hotel); apology (hotel’s sincere apology); compensation (substitution, free ancillary,
gratis, free upgrade, and discount); ignore reviewers (hotel responds to the eWOM. However,
the response is not related to the problem at all, (ignores the problem); denial (hotel’s denials
of the problem which guest complained through eWOM in a positive way); defensive (hotel

uses a negative way to respond, denial of the problem in bad attitude, even abuses, ironies and
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cursing guest) (Avant, 2013).

According to Y. L. Lee and Song (2010), organization’s response to online negative
eWOM is different from traditional offline complaints. They found useful response strategy
can change comsumer’s attitude to become positive toward negative eWOM. Defensive
response always lead to the worse situation, since consumers may recognize the organization’s
fault. The consequence of defensive response is much worse than “no response” strategy. They
suggested the company can simply use “no response” strategy rather than use other strategies.
Consumers care about hotel’s apology and problem solving process when the negative eWOM
is posted (F. Y. Liu & Deng, 2016), therefore, accommodative strategy is considered as a useful
response strategy. As for the problem solving and strategic approach, problem solving is for
the hotel to correct mistakes online, while strategic approach is a hotel using response to
improve hotel image (Avant, 2013).

Ma (2018) also researched the hotel managers always respond to negative online
comments within two categories in Chinese context: relationship maintenance and denial of
negative comments. Relationship maintenance includes apology, solving problem, explanation
(hotel admits the problem that guest complained on line and gives explanation on why the
problem has happened); denying negative comments means fact statement, mission and vision
statement.

To sum up, response strategy is divided into three primary level index: 1) no response,
2) accommodative response, and 3) negative response. There are five indicators belonging to
the accomodative response: 1) correction, 2) apology, 3) explanation, 4) compensation and 5)
denail in positive way. Some hotels ignored reviewers, and they did not answer the issue
mentioned in negative eWOM. This situation belongs to negative responses (Avant, 2013), and

defensive responses are also considered as negative responses.
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Researchers also divided the negative eWOM into two different contexts. First is “high
control” which means host can control the subject of complaints, such as service, cleanliness,
food and beverage, etc. In this context, apology, confession, or even denial is an effective
strategy. Another is “low control”, the host cannot control the subject of complaints, such as
Location, hence denying the problem is not useful anymore, host should use positive response
strategies such as correction and apology to increase credibility (Abramova et al., 2015).

Also, based on the theories of crisis communication mentioned above, the negative
online reviews also can divided into two situations. When the attribution of hotel’s
responsibility is strong, negative eWOM are about Dissatisfied Service, Poor Sanitation, Poor
Facilities, Poor Food and Beverage, Bad Security, Mismatched Price and Billing Error, in those
situations, using both Correction and Apology response strategies are matched the response
strategy; when attribution of hotel’s responsibility is low, negative eWOM are about Poor
Environment and Poor Location, positive response strategies all can be used, such as

Correction, Apology, Compensation, Explaination and so on.

Conceptual Model

Accordinng to the previous researches above, the negative eWOM to hotel was divided
into two context ““ high control” and “ low control”. The *“ high control context” includes
Dissatisfied Service, Poor Sanitation, Poor Facilities, Poor Food and Beverage, Bad Security,
Mismatched Price and Billing Error, Failure Brand Image; “ low control context” includes
“Poor Environment” and “Poor Location”. In this research, response strategy was
conceptualized into three primary level index: no response, accommodative response
(correction, apology, explanation, compensation and denail in positive way), and negative

response (ignoring reviews and defensive).
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Based on the review of literature and the conceptual framework presented above, this
study attempts to answer the following five research questions.

RQ#1: What are most frequent negative eWOM messages sent by Chinese customers
to Marriott International in China?

RQ#2: In each category of Marriott International, what are the most frequent negative
eWOM messages to Marriott International in China used by the Chinese customers?

RQ#3: Are Correction and Apology the most frequent responses used by Marriott
International in China to negative eWOM ?

RQ#4: What are the most frequent responses used by Marriott International to each
kind of negative eWOM ?

RQ#5: In each category of Marriott International, what are the most frequent responses

used by Marriott International in China?
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CHAPTER 3

METHODOLOGY

In Chapter 2, the literature about negative electronic word-of-mouth (eWOM) and
response strategy to negative eWOM was concluded structurally, and research questions of this
study were also proposed. Research design, population and sample selection, research
procedure, data analysis, and validity and reliability of the study were discussed in this chapter.

As mentioned before, current research mostly studied the impact of eWOM in the
hospitality industry, while few of research explored the types of negative electronic word-of-
mouth (eWOM) and the response strategy to negative eWOM used by hotel. Marriott
International is the world's largest hotel group and has a growing share of the Chinese
hospitality market (DuVall, 2018), it is also increasingly popular among Chinese travelers
through its membership program (Jiajun, 2020). However, to study negative electronic word-
of-mouth and hotel response strategy was ignored in the tourism academic research, most
researchers focus on marketing topic. There still was a research gap which needs to be studied.

This study focuses on exploring research questions posted in Chapter 2.

Research Design

In this study, quantitative research was performed using content analysis in order to
answer the proposed research questions. Holsti (1969) defined ‘content analysis’ as “any
technique for making inferences by objectively and systematically identifying specified
characteristics of messages” (p. 14). Content analysis helps a researcher to describe large
numbers of content systematically (Stemler, 2001). The negative eWOM posted by consumers

to Marriott International in China, and Marriott International’s response are two secondary data
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sampled for this research, and the data are in form of text on the Internet. In order to analyze
data, the sampled data were coded based on the coding sheets on which the definition of each

variable was given in Chapter 1.

Population and Sample Selection

In this section, the document sample collection platform, criteria of sample selection,
and sample selection approach were described below.

Document Sample Collection Platform

In this research, document samples were collected on Ctrip.com (www.ctrip.com),
which is an online travel agency (OTA). As an important carrier of tourism e-commerce
transactions, online travel agency (OTA) provides tourists with information search, destination
perception, travel planning and tourism product purchase (Lv & Bai, 2021).

Ctrip.com (www.ctrip.com) was established in 1999 and based in Shanghai, China. It’s
the largest online travel agency (OTA) in China, which provides tourism service such as hotel
booking, air ticket booking, tourism group, corporate travel management and tourism
information. It has already completed the construction of branches in 95 domestic cities and 22
overseas cities. According to the updated data in 2020, there were more than 300 million
registered members on Ctrip.com and the number keeps growing (Qin & He, 2020).

In hotel booking channel of Ctrip.com, reviews are divided into recommendation
(positive review) and negative review. In this study, only negative reviews were collected and
analyzed. The responses were collected from Marriott International’s official account rather
than personal accounts.

Criteria of Sample Selection

Hotels belong to Marriott International conglomerate in mainland China is the object
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of this research. Due to the real-time (8 pm, the 16™ of August 2021), 334 hotels belonging to
Marriott International conglomerate in mainland China registered on Ctrip.com, with 30 brands
and 5 categories of hotel (Luxury, Premium, Select, Longer Stays and Collection) were all
included. Negative online reviews and responses used by these 334 hotels were collected from
Ctrip.com as well. There were also some comments from foreign language reviewers. However,
this kind of negative electronic word-of-mouth (eWOM) was not included in this research.
Sample Selection Approach

Samples in the form of negative reviews and responses were systematically selected
based on the calendar in each year from 2018 to 2019. As for the sampling selection, the
researcher selected negative reviews systematically on Ctrip.com based on the customers’
check-in date. During 2018 and 2019, the date on the first day in the first week, the second day
in the second week, the third day in the third week, and then followed by the fourth day in the
fourth week, the fifth day in the fifth week and so on (check details in Table 3.1). The total

sample size is 1,011 pieces of text, from which 943 of them are valid.

Table 3.1 Dates for Sampling Selection

First week Second week | Third week | Fourth week | Fifth week Sixth week
2018.1.1 2018.1.7 2018.1.14 2018.1.21 2018.1.28 2018.2.4
2018.1.2 2018.1.8 2018.1.15 2018.1.22 2018.1.29 2018.2.5
2018.1.3 2018.1.9 2018.1.16 2018.1.23 2018.1.30 2018.2.6
2018.1.4 2018.1.10 2018.1.17 2018.1.24 2018.1.31 2018.2.7
2018.1.5 2018.1.11 2018.1.18 2018.1.25 2018.2.1 2018.2.8
2018.1.6 2018.1.12 2018.1.19 2018.1.26 2018.2.2 2018.2.9

2018.1.13 2018.1.20 2018.1.27 2018.2.3 2018.2.10

Research Procedure

At first, the data samples were selected among 335 hotels belonging to Marriott

International conglomerate by using the sample selection method mentioned in the population
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and sample selection. And then, eligible data samples were collected into the Excel. Based on
ten different types of negative eWOM and nine kinds of response defined in the definition of
terms in Chapter 1, each data sample was coded into coding sheet A (Table 3.2), coding sheet
B (Table 3.3), coding sheet C (Table 3.4), coding sheet D (Table 3.5) and coding sheet E (Table
3.6). Calculating each coding in terms of frequency and percentage was done after all the data
samples were coded into the coding sheets. After that, Chi-square was performed to test
statistical significance. In the end, the findings can be shown after data analysis, and five

research questions provided in chapter 2 were answered.

Research Instrument

In this study, coding sheets were used as a research instrument to analyze the negative
eWOM sampled from the website, Ctrip.com, and the related responses implemented by the
Marriott International. The coding sheets were created according to the definition of each term
presented in Chapter 1. Table 3.2 illustrates the coding sheet A which was designed for
analyzing types of negative eWOM posted by consumers. Table 3.3 shows the coding sheet B
which was designed for analyzing types of responses to negative eWOM implemented by
Marriott International. Table 3.4 — 3.6 illustrate the coding sheets C, D, and E which were
designed for analyzing responses implemented by Marriott International to each type of

negative eWOM posted by Chinese consumers.
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Table 3.2 Coding Sheet A for Analyzing Types of Negative eWOM Posted by Consumers

(Frequency and Percentage)

Types of Negative eWOM

Sample ID

112]314]5

6 178

Type # 1: Dissatisfied Service

Type # 2: Poor Sanitation

Type # 3: Poor Facilities

Type # 4: Poor Environment

Type # 5: Poor Food and Beverage

Type # 6: Poor Location

Type # 7: Bad Security

Type # 8: Mismatched price and Billing Error

Type # 9: Failure Brand Image

Type # 10: Others

Table 3.3 Coding Sheet B for Analyzing Types of Responses Implemented by the Marriott

International (Frequency and Percentage)

Types of Responses

Sample ID

1

3 4 5 6

Type # A: No Response

Type # B: Correction

Type # C: Apology

Type # D: Compensation

Type # E: Explain

Type # F: Denial

Type # G: Ignore Reviewers

Type # H: Defensive

Type # I: Others

Table 3.4 Coding Sheet C for Analyzing Types of Responses Implemented by Marriott
International to Each Type of Negative Electronic Word-of-Mouth Posted by Consumers

(Frequency and Percentage)

Types of Negative EWOM Types of Responses
A | B D|E|F| G| H]|I| Remarks
1
2
3
4
5
6
7
8
9
10
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Table 3.5 Coding Sheet D for Analyzing Types of Negative eWOM Posted by Consumers in
each category of Marriott International (Frequency and Percentage)

Category
Sample Types of Negative eWOM
ID 1 2 3 4 5 6 7 8 9 10
1
2
3
4

Table 3.6 Coding Sheet E for Analyzing Types of Responses Implemented by each category
of Marriott International (Frequency and Percentage)

Category
Sample Types of Responses

ID A B C D E F G H I
1

2

3

4

5

Data Analysis Approach

The secondary data in form of negative eWOM were collected from Ctrip.com
(www.ctrip.com) during January 1% 2018 to December 31% 2019. The negative reviews posted
by customer and responses to negative reviews implemented by Marriott International were
coded based on the categories indicated in the coding sheets.

Descriptive statistics were used in data analysis process. Answers to the research
questions were showed in terms of frequency and percentage, while chi-square test (x*) was

used to investigate whether the findings are significantly related to the population values or not.

Validity and Reliability of the Study

Potter and Levine-Donnerstein (1999) proposed that there are two steps for building
validity of the research. First, making a coding sheet to guide the researcher’s content analysis.

Coding sheet in this research was constructed based on the theory proposed by Su (2015) and
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the research by Avant (2013). Thus, the coding sheet is considered valid. The second step
involves the researcher’s careful decision to use the coding sheet strictly during the coding
process.

In terms of reliability, inter-coder reliability is important for content analysis, each
coder evaluates the characteristic of message independently and get the same result (Lombard,
Snyder-Duch, & Bracken, 2002). In this study, two coders were native Chinese language
speakers and graduate student majored in communication at Bangkok University. The first
coder coded the total number of document samples while the second coder coded 30 percent
of the total samples independently by categorizing the negative reviews and responses
according to the categories listed in the coding sheets. After that, the numerical results
calculated by each coder were compared. Holsti (1969) proposed a variation on the percent
agreement index.

After the pretest of 50 document samples coded by both coders, the reliability level is
93%, the major investigator checked the code book, explained to another corder, and test

reliability again in the actual study.



CHAPTER 4

FINDINGS

In Chapter 3, research design, document sample collection, research procedure, data
analysis approach, and validity and reliability of the study were systematically described. In
this chapter, results from this research will be presented and analyzed. There are six parts
included: the results of sample collection, data and analysis of negative comments posted by
Marriott International customers, data and conclusion of hotel’s responses, hotel’s responses
to each type of negative electronic word-of-mouth (¢eWOM), and the difference of negative

eWOM and hotel responses in each different hotel category under Marriott International group.

Result of Sample Collection

After collecting data by using methods posted in Chapter 3, the valid samples were 229
out of 335 hotels. There were 1,448 valid samples of negative electronic word-of-mouth and

2,169 valid samples of response strategy (Table 4.1).

Table 4.1 Sample Collection Conclusion

Sample Types Number
Hotel (Marriott International) 229
Negative Electronic Word-of-Mouth 1,448
Hotel Response 2,169

Negative Electronic Word-of Mouth

In this part, data of negative eWOM posted by Marriott International guests were
presented and analyzed, Chi-Square was used to test data’s significance.

Out of the negative electronic word-of-mouth samples, the negative eWOM mostly
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posted by Marriott International guests was Dissatisfied Service (35.98%), followed by Poor
Facilities (26.59%) and Poor Sanitation (13.12%). While some negative eWOM were Poor
Food and Beverage (7.60%) and Poor Environment (5.32%). 4.97 percent negative comments
were Mismatched Price and Billing Error, Bad Security is 1.03 percent. Lastly, Failure Brand
Image (0.83%) and Poor Location (0.07%) was the fewest. Others was 4.49 percentage of
negative eWOM. The Chi-Square test (X?= 130.64, p< 0.05) revealed the significant finding
that the most frequent negative eWOM used by customers to Marriott International in China

was Dissatisfied Service (35.98%) (Table 4.2).

Table 4.2 Negative eWOM Posted by Consumers

Code Types of Negative eWOM Frequency Percentage
1 Dissatisfied Service 521 35.98%
2 Poor Sanitation 190 13.12%
3 Poor Facilities 385 26.59%
4 Poor Environment 77 5.32%
5 Poor Food and Beverage 110 7.60%
6 Poor Location 1 0.07%
7 Bad Security 15 1.03%
8 Mismatched Price and Billing Error 72 4.97%
9 Failure Brand Image 12 0.83%
10 Others 65 4.49%
Total 1448 100.00%
X2 130.64*

Note: * = Significant at 0.05

Negative eWOM to Each Category Hotel of Marriott International

Marriott International are selected to 5 categories by hotel conglomerate which are
Luxury, Premium, Select, Longer Stays and Collection. In this part, data of negative electronic
word-of-mouth to each category were discussed. However, due to the size of sample is too

small (check details in Table 4.3), Longer Stays and Collection were included.
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Category Sample Size of Hotel Sample Size of Negative eWOM
Luxury 32 176
Premium 159 1,127
Select 33 140
Longer Stays 4 4
Collection 1 1

Negative eWOM to Luxury Hotel of Marriott International

Out of the samples of negative eWOM to Luxury Hotel of Marriott International, the

frequently negative eWOM was Dissatisfied Service (37.50%), followed by Poor Facilities

(22.73%). Poor Sanitation was 12.5 percent. Some was Mismatched Price and Billing Error

(8.52%), 6.25 percent was Poor Food and Beverage and 5.68 percent was Poor Environment.

Bad security (1.14%) and Failure Brand Image (1.14%) had same frequency. Lastly, Others (no

specific dissatisfaction was mentioned in the negative reviews) was 4.54 percent, Poor Location

was not found in those samples. The Chi-Square test (X*> = 124.63, p < 0.05) revealed the

significant finding that the most frequent negative eWOM used by customers to Luxury Hotel of

Marriott International in China was Dissatisfied Service (37.50%) (Table 4.4).

Table 4.4 Negative eWOM to Luxury Hotel of Marriott International

Code Types of Negative eWOM Frequency | Percentage
1 Dissatisfied Service 66 37.50%
2 Poor Sanitation 22 12.5%
3 Poor Facilities 40 22.73%
4 Poor Environment 10 5.68%
5 Poor Food and Beverage 11 6.25%
6 Poor Location 0 0.00%
7 Bad Security 2 1.14%
8 Mismatched Price and Billing Error 15 8.52%
9 Failure Brand Image 2 1.14%
10 Others 8 4.54%
Total 176 100.00%
X? 124.63*

Note: * = Signific

ant at 0.05
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Negative eWOM to Premium Hotel of Marriott International

Out of the samples of negative eWOM to Premium Hotel of Marriott International, the
frequently negative eWOM was Dissatisfied Service (35.31%), followed by Poor Facilities
(27.42%). Poor Sanitation was 13.93 percent. Some was Poor Food and Beverage (7.72%),
Poor Environment (5.15%) and Mismatched Price and Billing Error (4.53%). While 1.06
percent was Bad security and 0.79 percent was Failure Brand Image. The fewest was Poor
Location (0.09%). Lastly, Others (no specific dissatisfaction was mentioned in the negative
reviews) was 4.00 percent. The Chi-Square test (X*>=131.71, P <0.05) revealed the significant
finding that the most frequent negative eWOM used by customers to Premium Hotel of

Marriott International in China was Dissatisfied Service (35.31%) (Table 4.5).

Table 4.5 Negative eWOM to Premium Hotel of Marriott International

Code Types of Negative eWOM Frequency | Percentage
1 Dissatisfied Service 398 35.31%
2 Poor Sanitation 157 13.93%
3 Poor Facilities 309 27.42%
4 Poor Environment 58 5.15%
5 Poor Food and Beverage 87 7.72%
6 Poor Location 1 0.09%
7 Bad Security 12 1.06%
8 Mismatched Price and Billing Error 51 4.53%
9 Failure Brand Image 9 0.79%
10 Others 45 4.00%
Total 1127 100.00%
X? 131.71*

Note: * = Significant at 0.05

Negative eWOM to Select Hotel of Marriott International
Out of the samples of negative eWOM to Select Hotel of Marriott International, the
frequently negative eWOM was Dissatisfied Service (40.00%), followed by Poor Facilities

(25.00%). Poor Sanitation and Poor Food and Beverage was 7.86 percent. Some was Poor
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Environment (6.43%) and Mismatched Price and Billing Error (4.29%), while Bad Security
and Failure Brand Image was 0.71 percent. Lastly, Others (no specific dissatisfaction was
mentioned in the negative reviews) was7.14 percent, Poor Location was not found in those
samples. The Chi-Square test (X?= 146.03, p< 0.05) revealed the significant finding that the
most frequent negative eWOM used by customers to Select Hotel of Marriott International in

China was Dissatisfied Service (40.00%) (Table 4.6).

Table 4.6 Negative eWOM to Select Hotels of Marriott International

Code Types of Negative eWOM Frequency Percentage
1 Dissatisfied Service 56 40.00%
2 Poor Sanitation 11 7.86%
3 Poor Facilities 35 25%
4 Poor Environment 9 6.43%
5 Poor Food and Beverage 11 7.86%
6 Poor Location 0 0.00%
7 Bad Security 1 0.71%
8 Mismatched Price and Billing Error 6 4.29%
9 Failure Brand Image 1 0.71%
10 Others 10 7.14%
Total 140 100.00%
X? 146.03*

Note: * = Significant at 0.05

Response Strategy

Data of response strategy used by Marriott International were presented and analyzed
in this part, Chi-Square was also used to test data’s significance.

Out of the response strategy samples, the most frequent response strategy used by
Marriott International were Correction (39.10%) and Apology (34.44%), followed by Ignore
Reviewers (14.06%). Some response strategies were Explanation (6.96%) and No Response
(4.61%). Very few of them were Denial (0.37%), Compensation (0.18%), Defensive (0.05%)

is the fewest. Others was 0.23 percentage of response strategy. The Chi-Square test (X> =
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168.44, p< 0.05) revealed the significant finding that the most frequent response strategy used
by Marriott International in China to negative eWOM were Apology (34.44%) and Correction

(30.10%) (Table 4.7).

Table 4.7 Response Strategy used by Marriott International

Code Types of Response Strategy Frequency Percentage
A No response 100 4.61%
B Correction 848 39.10%
C Apology 747 34.44%
D Compensation 4 0.18%
E Explanation 151 6.96%
F Denial 8 0.37%
G Ignore Reviewers 305 14.06%
H Defensive 1 0.05%
I Others 5 0.23%

Total 2169 100.00%
X? 168.44*

Note: * = Significant at 0.05
Response Strategy to Each Kind of Negative eWOM

In this part, data of response strategy used by Marriott International in China to each
kind of negative eWOW were presented and analyzed, Chi-Square was also used to test data’s
significance.

Response Strategy to Dissatisfied Service

Out of the samples of response strategy to dissatisfied service, the frequently response
strategy to Dissatisfied Service used by Marriott International was Correction (45.87%) and
Apology (40.28%), followed by No Response (5.24%), Ignore Reviewers (4.42%) and
Explanation (3.95%). While Compensation (0.12%) and Denial (0.12%) had the same
percentage. Defensive to Dissatisfied Service was not found in those samples. The Chi-Square
test (X? = 241.05, P < 0.05) revealed the significant finding that the most frequent response
strategy used by Marriott International in China to Dissatisfied Service were Correction

(45.87%) and Apology (40.28%) (Table 4.8).
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Code Types of Response Strategy Frequency Percentage
A No response 45 5.24%
B Correction 394 45.87%
C Apology 346 40.28%
D Compensation 1 0.12%
E Explanation 34 3.95%
F Denial 1 0.12%
G Ignore Reviewers 38 4.42%
H Defensive 0 0.00%
I Others 0 0.00%

Total 859 100.00%
X? 241.05%

Note: * = Significant at 0.05

Out of the samples of response strategy to Poor Sanitation, the frequently response strategy
to Poor Sanitation used by Marriott International was Correction (37.96%), followed by Apology
(30.29%), 22.63 percent was Ignore Reviews, while some Explanation (5.84%) and No Response
(2.92%). Lastly, Denial was 0.36 percent. Compensation and Defensive to Poor Sanitation was
not found in those samples. The Chi-Square test (X*= 162.21, p < 0.05) revealed the significant

finding that the most frequent response strategy used by Marriott International in China to Poor

Response Strategy to Poor Sanitation

Sanitation were Correction (37.96%) and Apology (30.29%) (Table 4.9).

Table 4.9 Response Strategy used by Marriott International to Poor Sanitation

Code Types of Response Strategy Frequency | Percentage
A No response 8 2.92%
B Correction 104 37.96%
C Apology 83 30.29%
D Compensation 0 0.00%
E Explanation 16 5.84%
F Denial 1 0.36%
G Ignore Reviewers 62 22.63%
H Defensive 0 0.00%
I Others 0 0.00%

Total 274 100.00%
X? 162.21*

Note: * = Significant at 0.05
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Response Strategy to Poor Facilities

Out of the samples of response strategy to Poor Facilities, the frequently response
strategy to Poor Facilities used by Marriott International was Correction (36.41%), followed
by Apology (30.98%), 19.02 percent was Ignore Reviews, while some Explanation (8.70%).
No Response was 3.62 percent. Lastly, Denial was 0.91 percent, Compensation was 0.36
percent. Defensive to Poor Sanitation was not found in those samples. The Chi-Square test (X*
= 145.98, p < 0.05) revealed the significant finding that the most frequent response strategy
used by Marriott International in China to Poor Facilities were Correction (36.41%) and
Apology (30.98%) (Table 4.10).

Table 4.10 Response Strategy used by Marriott International to Poor Facilities

Code Types of Response Strategy Frequency | Percentage
A No response 20 3.62%
B Correction 201 36.41%
C Apology 171 30.98%
D Compensation 2 0.36%
E Explanation 48 8.70%
F Denial 5 0.91%
G Ignore Reviewers 105 19.02%
H Defensive 0 0.00%
I Others 0 0.00%

Total 552 100.00%
X? 145.98*

Note: * = Significant at 0.05
Response Strategy to Poor Environment

Out of the samples of response strategy to Poor Environment, the frequently response
strategy to Poor Environment used by Marriott International was Ignore Reviewers (31.58%),
followed by Explanation (25.26%) and Apology (20.00%), 13.69 percent was Correction,
while some No Response (9.47%). Compensation, Denial and Defensive to Poor Environment
was not found in those samples. The Chi-Square test (X?= 108.13, p < 0.05) revealed the
significant finding that the most frequent response strategy used by Marriott International in

China to Poor Environment was Ignore Reviewers (31.58%) (Table 4.11).
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Code Types of Response Strategy Frequency Percentage
A No response 9 9.47%
B Correction 13 13.69%
C Apology 19 20.00%
D Compensation 0 0.00%
E Explanation 24 25.26%
F Denial 0 0.00%
G Ignore Reviewers 30 31.58%
H Defensive 0 0.00%
I Others 0 0.00%

Total 95 100.00%
X? 108.13*

Note: * = Significant at 0.05

Response Strategy to Poor Food and Beverage

Out of the samples of response strategy to Poor Food and Beverage, the frequently

response strategy to Poor Food and Beverage used by Marriott International were Correction

and Ignore Reviewers, both of them was 31.33 percent, followed by Apology (30.00%). 5.34

percent was Explanation, while some No Response (2.00%). Compensation, Denial and

Defensive to Poor Food and Beverage was not found in those samples. The Chi-Square test

(X%=160.62, p <0.05) revealed the significant finding that the most frequent response strategy

used by Marriott International in China to Poor Food and Beverage were Correction (31.33%)

and Ignore Reviewers (31.33%) (Table 4.12).

Table 4.12 Response Strategy used by Marriott International to Poor Food and Beverage

Code Types of Response Strategy Frequency Percentage
A No response 3 2.00%
B Correction 47 31.33%
C Apology 45 30.00%
D Compensation 0 0.00%
E Explanation 8 5.34%
F Denial 0 0.00%
G Ignore Reviewers 47 31.33%
H Defensive 0 0.00%
I Others 0 0.00%

Total 150 100.00%
X? 160.62*

Note: * = Significant at 0.05
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Because of the size of data sample is too small (only 1 sample), chi-square analysis is

not applicable. So, the response strategy to Poor Location used by Marriott International could

not be discussed in this research (Table 4.13).

Table 4.13 Response Strategy used by Marriott International to Poor Location

Code Types of Response Strategy Frequency Percentage
A No response 1 100%
B Correction 0 0.00%
C Apology 0 0.00%
D Compensation 0 0.00%
E Explanation 0 0.00%
F Denial 0 0.00%
G Ignore Reviewers 0 0.00%
H Defensive 0 0.00%
I Others 0 0.00%

Total 1 100.00%

Response Strategy to Bad Security

Out of the samples of response strategy to Bad Security, the frequently response

strategy to Bad Security used by Marriott International was Apology (33.33%), followed by

Explanation and Ignore Reviewers, both of them was 23.81 percent. 19.05 percent was

Correction, while No Response, Compensation, Denial and Defensive to Bad Security was not

found in those samples. The Chi-Square test (X*>= 139.29, p < 0.05) revealed the significant

finding that the most frequent response strategy used by Marriott International in China to Bad

Security was Apology (33.33%) (Table 4.14).
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Table 4.14 Response Strategy used by Marriott International to Bad Security

Code Types of Response Strategy Frequency Percentage
A No response 0 0.00%
B Correction 4 19.05%
C Apology 7 33.33%
D Compensation 0 0.00%
E Explanation 5 23.81%
F Denial 0 0.00%
G Ignore Reviewers 5 23.81%
H Defensive 0 0.00%
I Others 0 0.00%

Total 21 100.00%
X? 139.29*

Note: * = Significant at 0.05

Response Strategy to Mismatched Price and Billing Error

Out of the samples of response strategy to Mismatched Price and Billing Error, the
frequently response strategy to Mismatched Price and Billing Error used by Marriott
International was Correction (33.01%), followed by Apology (29.52%). 14.56 percent was
Ignore Reviewers, while 13.59 percent was Explanation. No Response was 5.83 percent, while
a little few of Compensation, Denial and Defensive, they all were 0.97 percent. The Chi-Square
test (X? = 116.68, p < 0.05) revealed the significant finding that the most frequent response
strategy used by Marriott International in China to Mismatched Price and Billing Error were
Correction (33.01%) and Apology (29.52%) (Table 4.15).

Response Strategy to Failure Brand Image

Out of the samples of response strategy to Failure Brand Image, the frequently response
strategy to Failure Brand Image used by Marriott International was Correction (44.44%),
followed by Apology (38.89%). Ignore Reviewers was 11.11 percent and No Response was
11.11 percent, while Compensation, Explanation, Denial and Defensive to Failure Brand Image
was not found in those samples. The Chi-Square test (X? = 232.63, p < 0.05) revealed the

significant finding that the most frequent response strategy used by Marriott International in
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Table 4.15 Response Strategy used by Marriott International to Mismatched Price and Billing

Error
Code Types of Response Strategy Frequency Percentage
A No response 6 5.83%
B Correction 34 33.01%
C Apology 31 29.52%
D Compensation 1 0.97%
E Explanation 14 13.59%
F Denial 1 0.97%
G Ignore Reviewers 15 14.56%
H Defensive 1 0.97%
I Others 0 0.00%
Total 103 100.00%
X? 116.68*

Note: * = Significant at 0.05

Table 4.16 Response Strategy used by Marriott International to Failure Brand Image

Code Types of Response Strategy Frequency Percentage
A No response 1 5.56%
B Correction 8 44.44%
C Apology 7 38.89%
D Compensation 0 0.00%
E Explanation 0 0.00%
F Denial 0 0.00%
G Ignore Reviewers 2 11.11%
H Defensive 0 0.00%
I Others 0 0.00%

Total 18 100.00%
X2 232.63*

Note: * = Significant at 0.05

Response Strategy to Others
Others in this research paper means that customer has no specific dissatisfaction was
mentioned in the negative reviews. Out of the samples of response strategy to other kind of

negative reviews, the frequently response strategy to other kind of negative reviews used by
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Marriott International was Correction (44.79%), followed by Apology (39.58%). Some was
No Response (7.29%), while 2.08 percent was Explanation and Ignore Reviewers was 1.04
percent. Compensation, Denial and Defensive to Others was not found in those samples. Lastly,
5.2 percent was other response. The Chi-Square test (X?>= 229.31, p < 0.05) revealed the
significant finding that the most frequent response strategy used by Marriott International in

China to Others were Correction (44.79%) and Apology (39.58%) (Table 4.17).

Table 4.17 Response Strategy used by Marriott International to Others

Code Types of Response Strategy Frequency Percentage
A No response 7 7.29%
B Correction 43 44.79%
C Apology 38 39.58%
D Compensation 0 0.00%
E Explanation 2 2.08%
F Denial 0 0.00%
G Ignore Reviewers 1 1.04%
H Defensive 0 0.00%
I Others 5 5.20%

Total 96 100.00%
X2 229.31*

Note: * = Significant at 0.05

Response Strategy Used by Each Category’s Hotel of Marriott International

In this part, data of response strategy used by each category hotel will be discussed.
However, due to the size of sample is too small (check details in Table 4.18), Longer Stays and

Collection were not included.
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Table 4.18 Sample Collection of Each Category

Category Sample Size of Hotel Sample Size of Response Strategy
Luxury 32 267
Premium 159 1,699
Select 33 197
Longer Stays 4 5
Collection 1 1

Response Strategy Used by Luxury Hotel of Marriott International

Out of the samples of response strategy used by Luxury Hotel of Marriott International,

the frequently response strategy was Apology (38.95%), followed by Correction (37.08%).

Ignore Reviewers was 11.24 percent. Some was No Response (7.49%), 4.87 percent was

Explanation and Compensation (0.37%) has the fewest frequency. Denial and Defensive was

not found in those samples. The Chi-Square test (X>= 178.87, p< 0.05) revealed the significant

finding that the most frequent response strategy used by Luxury Hotel of Marriott International

in China to negative eWOM were Apology (38.95%) and Correction (37.08%) (Table 4.19).

Table 4.19 Response Strategy Used by Luxury Hotel of Marriott International

Code Types of Response Strategy Frequency Percentage
A No response 20 7.49%
B Correction 99 37.08%
C Apology 104 38.95%
D Compensation 1 0.37%
E Explanation 13 4.87%
F Denial 0 0.00%
G Ignore Reviewers 30 11.24%
H Defensive 0 0.00%
I Others 0 0.00%

Total 267 100.00%
X? 178.87*

Note: * = Significant at 0.05

Response Strategy Used by Premium Hotel of Marriott International

Out of the samples of response strategy used by Premium Hotel of Marriott
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International, the frequently response strategy was Correction (40.32%), followed by Apology
(33.49%). Ignore Reviewers was 14.77 percent. Some was Explanation (7.30%), 3.30 percent
was No Response, while Denial was 0.35 percent and Compensation was 0.12 percent. 0.06
percent was Defensive. Lastly, Others (no specific dissatisfaction was mentioned in the
negative reviews) was 0.29 percent. The Chi-Square test (X>= 172.70, P < 0.05) revealed the
significant finding that the most frequent response strategy used by Premium Hotel of Marriott
International in China to negative eWOM were Correction (40.32%) and Apology (33.49%)

(Table 4.20).

Table 4.20 Response Strategy Used by Premium Hotel of Marriott International

Code Types of Response Strategy Frequency Percentage
A No response 56 3.30%
B Correction 685 40.32%
C Apology 569 33.49%
D Compensation 2 0.12%
E Explanation 124 7.30%
F Denial 6 0.35%
G Ignore Reviewers 251 14.77%
H Defensive 1 0.06%
I Others 5 0.29%

Total 1699 100.00%
X? 172.70%

Note: * = Significant at 0.05

Response Strategy Used by Select Hotel of Marriott International
Out of the samples of response strategy used by Premium Hotel of Marriott
International, the frequently response strategy was Apology (36.55%), followed by Correction
(31.98%). Ignore Reviewers was 12.17 percent and No Response was 10.66 percent. Some was
Explanation (7.11%), 1.02 percent was Denial and Compensation (0.51%). Defensive was not
found in those samples. The Chi-Square test (X?>= 140.51, p< 0.05) revealed the significant

finding that the most frequent response strategy used by Premium Hotel of Marriott



51

International in China to negative eWOM were Apology (36.55%) and Correction (31.98%)
(Table 4.21).

In Chapter 4, data of collected samples has been presented and analyzed systematically.
The results of the most frequent negative electronic word-of-mouth used by customers to
Marriott International in China, the most frequent response strategy to negative reviews used
by Marriott International in China and the most frequent response strategy used by Marriott
International in China to each kind of negative eWOM have been found. In additon, to each
category of Marriott International in China, the most frequent negative reviews and response
strategy have also been found. Thus, the discussion of the result will be put in the following

chapter 5.

Table 4.21 Response Strategy Used by Select Hotel of Marriott International

Code Types of Response Strategy Frequency Percentage
A No response 21 10.66%
B Correction 63 31.98%
C Apology 72 36.55%
D Compensation 1 0.51%
E Explanation 14 7.11%
F Denial 2 1.02%
G Ignore Reviewers 24 12.17%
H Defensive 0 0.00%
I Others 0 0.00%

Total 197 100.00%
X? 140.51%

Note: * = Significant at 0.05



CHAPTER 5

DISCUSSION

In this chapter, conclusion of the research findings presented in Chapter 4 were
concluded in a logical way. The findings for each research question were discussed in this
Chapter. In addition, limitation of this research study, and recommendations for further

application and for further research were also presented.

Conclusion and Discussion of the Findings

Since the rapid development of communication on the online platform, electronic word-
of-mouth (eWOM) has attracted the attention of large numbers of researchers in
communication and marketing area, because the impact of eWOM on products or brands is
profound (Serra-Cantallops, Cardona, & Salvi, 2020), especially on hospitality industry.
Nowadays, consumers get used to check the reputation of hotel before making a hotel
reservation (W. Chen & Tabari, 2017).

While hotel customers have unpleasant experiences in hotels, part of them chose to
write negative reviews on the Internet to express dissatisfaction (Donthu et al., 2021). Based
on the research from Xu (2014), most Chinese online reviewers would point the problems of
hotel directly. Thus, through collecting and analyzing large numbers data of negative reviews
to Marriott International in China, findings of the study intuitively reveal the main problems
of hotel and what are the main concerns of hotel customers.

Obviously, hotels still can improve their reputation and increase the purchase rate of
potential customers by strategically responding to negative electronic word-of-mouth (eWOM).

And if the hotel is able to address the issues pointed by customers very directly through
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response, it will also improve the goodwill of potential customers to the hotel (Bore, Rutherford,
Glasgow, Taheri, & Antony, 2017). Therefore, response strategy used by hotel is very important.

This research analyzed negative electronic word-of-mouth on Marriott International in
China and response strategy used by Marriott International in China. In conclusion, the

analyses of the data provide answer for the following research questions.

Discussion of Findings for the First Research Question

To answer research question 1, in general, Dissatisfied Service is the most frequent
negative eWOM messages used by customers to Marriott International in China.

Dissatisfied Service was the most frequent negative word-of-mouth sent by Chinese
customers to Marriott International in China, the percentage was 35.98. Dissatisfied Service
and Poor Facilities accounted for a large proportion of the negative review samples, the total
frequency of them was up to 62.57 percent of total.

This result was similar with Xiong and Guo’s (2013) founding, in Chinese hospitality
industry, consumers’ negative reviews focused on hotel service. Similarly, Donthu et al. (2021)
found that negative eWOM focused on service and product in international hospitality industry.

Tourism and hospitality industry belongs to service industry (W. Y. Wu, Qomariyah,
Sa, & Liao, 2018), in the ever-developing hospitality market, service quality has become the
core competitiveness of hotels (Jeong & Oh, 1998). The hotel service is also the core demand
of consumers.

The theory of justice was used to explore the relationship between consumer’s
satisfaction and product/service in communication area. While consumers were using products
or feeling service, three dimensions of justice perception would be appeared. First, “distributive

justice”, it followed with outcome; second, “procedural justice”, it concentrated on the process
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that related to the outcome; third, “interactional justice”, it focused on the interactive actions
during the process. Injustice perception would lead to dissatisfaction (Fu, Ju, & Hsu, 2015).
The justice started from expectation.

Hotels of Marriott International focused on service and facilities (DuVall, 2018), it
means that consumers would expect hotel’s service and facilities as well. While consumers
could not feel good service and facilities as expected, they would have injustice perception,
and then, the injustice perception became dissatisfaction. After this situation, consumers would
have complaining psychological activities (Israeli, Lee, & Bolden III, 2019).

Israeli et al. (2019) also thought the behavior could be explained by the Theory of
Cognitive Dissonance as well, which had found from Festinger in 1962. When consumers
encounter services and products that do not match expectations, they will have cognitive
dissonance and need to rebalance by complaining and write negative reviews.

The first research finding showed consumers’ complaining focused on service, Marriott
International in China should understand why consumers had negative perception and pay more
attention on it to improve the consumers’ satisfaction and hotel’s reputation, the
recommendation would be provided in Section 5.3.1.

Discussion of Findings for the Second Research Question

To answer research question 2, “Dissatisfied Service” was the most frequent negative
electronic word-of-mouth (eWOM) to Luxury, Premium and Select hotels of Marriott
International in China, the second one was “Poor Facilities.” Due to the small sample size,
Longer Stays and Collection hotels of Marriott International in China were not discussed in
this research.

No matter the different levels of hotel, consumers’ main complain to Marriott

International is about service and facilities. Different hotel levels also have different quality
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standard (Ye, Li, Wang, & Law, 2014). Marriott International segmented the market into five
categories: 1) Luxury, 2) Premium, 3) Select, 4) Longer Stays, and 5) Collection. The company
group also defined the hotel standard differently. Luxury aimed to give “ bespoke and superb
amenities and services”; Premium aimed to provide “sophisticated and thoughtful amenities

13

and services”; Select aimed to share “ smart and easy amenities and services” (Marriott
International, 2021). All hotels of Marriott International have the same hotel core theme:
service and facility, the difference is that higher-level hotels will have corresponding higher-
level service and facility standards. The difference related to the difference of consumers who
chose different hotel levels had different expectation as well. Based on the Justice Theory and
Cognitive Dissonance Theory mentioned in Section 5.1.1, we could understand why hotels
belong to every category of Marriott International received negative reviews focused on service
and facilities.

Nowadays, the difference in facilities in hotels of the same level is not particularly large,
therefore, service has become the biggest criterion for judging whether the hotel is successful
(Mohsin & Lockyer, 2010). Consumer’s expectation affects satisfaction deeply (Almsalam,
2014). The recommendation would be discussed in Section 5.3.1.

Discussion of Findings for the Third Research Question

To answer research question 3, yes, Correction and Apology were the most frequent
responses used by Marriott International in China to negative eWOM.

Correction was the most frequent response strategy used by Marriott International in
China to negative eWOM, the percentage was 39.10, and the frequency of Apology was 34.44%
of total data, it was similar to that of Correction. The sum of their frequencies reached 73.54
percent of the total.

According to previous literature on crisis management and response strategy to
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negative reviews in hospitality industry that mentioned in Chapter 2, when talked about
negative eWOM in hospitality industry, the nature of negative reviews were normally “high
controlled”, it also means hotel took more responsibility. In this situation, Correction and
Apology would be the high matched response strategies (Coombs & Holladay, 2008). These
matched response strategies can help Marriott International to meet the emotional needs of
customers during the process of responding to negative reviews. More importantly, Marriott
International actively stated in the response that they will correct the problems pointed in the
negative reviews, and this move cannot only develop customer’s satisfaction, but also improve
the hotel’s image in the minds of potential customers.

However, the frequency of Ignoring Reviewers was 14.06% of the total data. Ignoring
Reviewers also belongs to negative response, this response method actually gives an invalid
response. It not only fails to respond positively to negative reviews and solve customer’s
requirement, but it also reduces hotel’s image in the minds of potential customers. hotels of
Marriott International in China should pay attention to this situation and try to avoid using this
kind of response strategy to respond to negative online reviews posted by customers.

When negative eWOM appeared, hotels can resolve in the response. The Justice Theory
can also be used in the resolution. Previous research studied and analyzed the effect of
corporate’s resolve action to change consumer’s justice perception, if the company can
properly handle consumer’s complaints (such as quick, apology, correct, explain, focus), bad
influence will be reduced (Sun, 2017).

Based on Liu and Deng’s (2016) research, correction and apology are the most desirable
responses from customers. Nowadays, customers have higher and higher requirements for
emotional experience. Apology can directly reflect the attitude and sincerity of hotel, it seems

like a kind of emotional compensation, and it can give customers high-quality service remedy.
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Customers are also very concerned that hotel can effectively solve the problem which has
happened during their stay and hope for the improvement. Thus, Correction and Apology can
be the useful response strategy to negative online comments, through collecting and analyzing
large numbers data of response strategy used by Marriott International in China, it can be
observed whether their responses are valid.

This research found Marriott International used Correction and Apology to respond to
negative online reviews. It is considered meaningful as both of them belongs to accommodative
response strategies. While hotels used these two strategies, it means hotels had stated that they
would take responsibility for the problems raised in negative reviews (Y. L. Lee & Song, 2010).

Marriott International should ignore “Ignore Reviewers”, according to H. X. Lu, Wu,
and Su (2014), responding to negative online reviews is not only a communication with
review’s writer, but also be a communication with review’s receiver, those hotel’s potential
customers. The process that hotel’s potential customers’ perception of reading negative online
reviews can be explained by the Attribution Theory, which describes the process that
individuals assign reasons to situation. Attribution is the equivalent to the judgment of review’s
writer. These judgments lead to potential customer’s behavior, when potential customer
attributed the information from reviewers to the real performance or behavior of the product,
potential customer would have bad image of the product, if potential customer attributed the
information may be caused by other factors. This kind of negative review has less effect on
potential customers. Therefore, while there is fake information in negative reviews, such as
consumer’s misunderstanding or situations that have been resolved, hotel should explain or
deny positively in comments.

Discussion of Findings for the Fourth Research Question

To answer research question 4, Correction and Apology were the most frequent



58

response strategy used by Marriott International in China to Dissatisfied Service, Poor
Sanitation, Poor Facilities, Mismatched Price and Billing Error and Others; “Ignoring
Reviewers” was the most frequent response strategy used by Marriott International in China to
Poor Environment; “Correction” and “Ignoring Reviewers” were the most frequent response
strategy used by Marriott International in China to Poor Food and Beverage; Poor Location,
Bad Security, Failure Brand Image had small simple size, especially Poor Location, it only had
one sample out of 1448 samples of negative reviews, it means hotels of Marriott International
in China always have good locations. Similarly, Bad security had 21 samples, while Failure
Brand Image had 18 samples, it seems the security and reputation of Marriott International in
China are still ok.

To each different type of negative online comments, Marriott International in China
mostly have made a well-done response. In most cases, like Dissatisfied Service, Poor
Sanitation, Poor Facilities, Mismatched Price and Billing Error, hotel used “Correction” and
“Apology” to restore the hotel image, Correction and Apology were correct and high matched
to those types of negative electronic word-of-mouth in hospitality industry, based on crisis
communication handbook, when those situation happened, it means hotel’s attribution were
strong, Correction and Apology were best response strategies to reduce and rebuild the bad
image (Coombs, 2010). It was leaving a good impression on potential hotel customers. Hotel
also met the emotional needs of customers by using “Apology” response strategy. “Correction”
and “Apology” both can make consumers have justice perception through hotel’s responses
(Sun, 2017). Based on F. Y. Liu and Deng (2016), Apology can help consumers feel hotel’s
sincere and respect, and then, they will have interactive justice perception. Correction shows
that hotel will solve the problem found by consumers, this action also can help consumers have

justice perception and make them feel satisfied with hotel The area that hotels of Marriott
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International in China still need to be improved is its response strategy to Poor Environment
and Poor Food and Beverage, till now, the main response strategy for the hotel to respond to
these two types of negative reviews is “Ignoring Reviewers.” Hotels of Marriott International
in China should pay attention to these two types of negative online reviews: Poor Environment
and Poor Food and Beverage, try to avoid using “Ignoring Reviewers” to respond to negative
eWOM. Poor Food and Beverage also belongs to “high controlled” negative electronic word-
of-mouth, thus, the matched response strategies are Correction and Apology. Poor
Environment belongs to “low controlled” negative electronic word-of-mouth, hotel’s
responsibility is low, those positive response strategies are matched, such as Compensation,
Apology, Explanation, however, Ignoring Reviewers should avoid. In addition, same as section
5.1.3, according to the Attribution Theory, if hotel found the situation mentioned in negative
reviews were not real, they can explain and deny in a positive way through their response.
Discussion of Findings for the Fifth Research Question

To answer research question 5, “Correction” and “Apology” were the most frequent
response strategy used by Luxury, Premium and Select hotels of Marriott International in China.

Luxury, Premium and Select hotels had done a good job of responding to negative
online reviews in most situations based on the previous literature. However, the frequency of
“Ignoring Reviewers” was still high among these three categories of hotel. “Ignoring
Reviewers” has become a common problem in these hotels, it needs much more attention.

Correction and Apology are the most frequent response strategy used by hotels, these
are positive ways to respond to customers’ negative reviews and improve hotel’s image in the
minds of potential customers (F. Y. Liu & Deng, 2016). Hotels rarely use “Defensive,” it’s a

good way to keep hotel’s image and avoid arousing disgust.
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Limitations of Study

This study has some limitations. Firstly, all the samples collected from one online
platform in China, its findings may be less generalizable to other platforms.

Secondly, positive electronic word-of-mouth was excluded in this study. Therefore, the
percentage of negative reviews in the overall online reviews in some issues seem to be too low
to analyze validly.

Finally, content analysis as the quantitative research method in this study only reveals
what types of response to negative eWOM implemented by Marriott International in China. If
the hotel wants to better understand whether the most frequent type of response is the most

effective one or not, a qualitative research method should be conducted.

Recommendation for Further Application

Recommendation for Brand Managers

Through the review and analysis of a large number of previous literature, the current
situation of Marriott International in electronic word-of-mouth area, and the directions that can
be improved are also presented in this article. Managers of Marriott International in China can
combine this research’s conclusion and suggestion into business improvement.

Hotels of Marriott International in China have to pay more attention to their service and
facilities. Chinese customers usually point the problem directly through negative online
reviews (Xu, 2014), and the negative reviews can influence the potential consumer’s purchase
decision directly (Litvin et al., 2008).

Service includes quality, attitude and speed of service, the quality and professionalism
of hotel’s employees is an important part of hotel soft facilities, and also related to hotel’s

service. Hotel should have a systematically vocational training to employees, service



61

awareness and attitude, work operation, corporate culture and so on (Jiang, 2020). When
employees truly understand the mission and vision of Marriott International, they can better
pass it on to customers.

Facilities include the state of the facility, whether the facility is damaged, expectation
of the facility and so on. Some hotels of Marriott International opened earlier, the facilities are
quite old, those hotels need regular equipment maintenance, if necessary, they can be renovated
during the off-season so as to ensure that customers have a good experience when staying in
the hotel and maintain a good image of the hotel.

Marketers of hotel have to realize that their customers are going to use Internet and
digital media as platforms to provide suggestion, change experience and make purchase
decision in increasing numbers, their marketing is related to electronic word-of-mouth to larger
extent and more deeply (Litvin et al., 2008).

Asian consumers pay more attention on hotel service while western consumers care
more about hotel facilities (Choi & Chu, 2000). Based on this research finding, the most
negative online reviews posted from consumers to hotels of Marriott International was
Dissatisfied Service. Marriott International in China should understand the situation and
identify how to achieve consumers’ satisfaction in a better way. Afriffin and Maghzi (2012)

99 ¢c.

found five dimensions of service in hospitality industry: “personalization,” “warm welcoming,”

2 ¢

“special relationship,” “straight from the heart,” and “comfort.” “Personalization” means
additional valued-added service, such as free breakfast, guest room upgrade and so on, it will
effectively improve the image of hotel service in consumer’s mind; “warm welcoming” was
defined as hotel staffs who can provide nice welcome service when customers arrive and treat

them like friends, welcome guests to the reception warmly, provide welcome drink or dessert,

take the initiative to help guests to carry their luggage; “special relationship” means hotel had
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the ability to provide consumer special services, the special service is usually beyond the
normal hotel service, it refers to one-to-one customized special service, such as a warmly
goodbye from staffs when consumer leaves or when guests have some emergency help
requirement, hotel can try their best to help them; “straight from the heart” was defined as
sincere and true service, mechanically smirking cannot gives consumer a nice service
experience; and “comfort” makes a sense of both physical and psychological comfort to guests.
In other words, hotel needs to take care of consumer’s emotions as well.

According to C. Lu, Berchoux, Marek, and Chen (2015), luxury hotel always has higher
price, high price means that consumers will also have higher expectations for service, facilities,
etc. In consumers’ mind, luxury hotel is the leading one in hospitality industry, the service and
facilities should be better than other hotels. When consumers find that facts are not consistent
with what they expected, they tend to have negative emotions and give negative reviews to
hotel.

Correction and Apology are the most frequent response strategy used by hotels, these
are positive ways to respond to customers’ negative reviews and improve hotel’s image in the
minds of potential customers (F. Y. Liu & Deng, 2016). Hotels rarely use “Defensive” strategy.
It is a good way to keep hotel’s image and avoid arousing disgust.

What hotels of Marriott International in China need to improve is avoiding to use
“Ignoring Reviewers” as a response strategy. Correction, Apology, Explanation, Denial,
Compensation and even No Response are positive response strategies. Hotels can effectively
combine these response strategies to tackle negative online reviews. Based on a research from
Ma (2018), hotel can respond in a seven-step way: Step#1: apology to the customer; Step#2:
appreciate for consumer’s review; Step#3: sexplain the reason; Step#4: state hotel will correct

the problem; Step#5: acknowledge negative reviews and take them seriously; Step#6: pay
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attention to the individual requirements of customer, and Step#7: sincerely invite customer to
visit next time.

However, when the negative review is against fact, hotel also can deny the reviewer in
a positive way by using eight-step way: Step#1: emphasize service and facilities of hotel,
Step#2: emphasize hotel’s features and style; Step#3: advise customers that they may have
missed other services provided by the hotel; Step#4: emphasize hotel’s mission and vision;
Step#5: state the fact to prove that what the reviewer said is not true; Step#6: emphasize
positive comments, and use positive comments to confirm the hotel's facilities and service;
Step#7: indicates that the problem mentioned in the comment is a small probability case; and
Step#8: show the confidence to hotel.

Reviewing existing problems and correcting them, as well as learning to respond to
negative reviews more effectively, Marriott International in China can later win a better
reputation in Chinese market.

Recommendation for Government or Policy Makers

With the high spread development of economic, tourism and hospitality industry
become more and more important in today’s China. The government should provide more
standard regulations and safeguards to the industry. For example, government can refer to four
steps which provided by S. H. Chen (2010): Step#1: strengthen the awareness of hotel’s service
standardization; Step#2: clarify the significance of service standardization to the hotel’s brand
improvement; Step#3: focus on quality standards to promote hotel’s brand image; and Step#4:
improve the standardized promote system, implement hotel’s brand strategy; establish or
improve laws and regulations to protect the development of hotel brands. Government not only
ensures the overall quality of the hospitality industry, but also facilitates hotels to enhance

brand image and popularity, so that tourism and hospitality industry can develop soundly and
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drive China’s tourism economy.

Recommendation for Future Research

This research fit the research gap of Marriott International in China in communication
research area. It is the first one to study negative electronic word-of-mouth to hotels of Marriott
International in China and hotels’ response strategy based on big data, research findings are all
significantly.

Nowadays, studies on response strategies to negative electronic word-of-mouth still
refers to crisis communication theories and research findings. Negative reviews’ damage was
less than crisis, however, researchers can study based on the crisis management. For example,
in this research, hospitality was the research area, the characteristic of negative electronic
word-of-mouth in hospitality industry is that they are mostly “high controlled” by hotel, in the
other words, hotels should take more responsibility and use Correction and Apology to
response. If researchers study response to negative electronic word-of-mouth in other areas,
researchers can study the nature of negative electronic reviews is “high controlled” or “low
controlled”, and then check the matched response strategy according to crisis response.

Future researchers can do in-depth qualitative research on hotel reviews of Marriott
International or other different type of hotel such as boutique hotel.

This research also used the Justice Theory and the Cognitive Dissonance Theory to
analyze negative electronic word-of-mouth (eWOM). The Justice Theory and the Attribution
Theory were used to understand the useful response strategies, future researchers can do in-
depth research based on these.

In the end, researchers or hotel managers in other countries can study negative

electronic word-of-mouth and response strategy by using this research’s method; certainly,
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other World Hotel Group such as Hilton, IHG can also be the research object. Comparative
study between hotels in different regions such as Europe and North America may be conducted
to examine whether cultural differences affect the application of response strategies differently.
In addition to tourism and hospitality industry, some new IT products such as home robots and

new energy vehicles can be subject for future study.
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Appendix B Part of Original Samples of Negative Reviews and Hotel Responses
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FRRERESSET, BOME

EAGS, BAGHAELBRNGD LRKRT TR H#x RT#T T4
B, FRAKLSAIRFRRNGE. SERRENNANEBSRE
BEFERE, ATHERRAR | —RAHBHROBERRE—MA LM | [ HFELFGRFHRTRY, FRBWSMNST, 7 2H &R UHE RN
HAKARARERE | @REE—HERS | IPERSRIAME ? MR ABEEHALTANACURI RS RE. BRABBEMAE BESH
HREARE | BHFRANERMNEE | §BEHE | DEHRTH ! [EMBERERE, BERNNHY .

BHEMEA, BF | BREER LERBTREE, HSRNPIFTLMA
AR, FRRENTRIGEEE AEHFABFTRROZE, RNM
HRFKE. RINEFSHBAXTEEBXBINEEME—SRER
A, HLED SRV SR AS HAEA NN GRRBRT RS RE
L BABBEMAGE, SERMEENBARE]
ERMNAPNKE. TEENEHE RENETRSFRROBEN, D©F
EGHENHRRBERBEA ARKANTHAR NRHEEE
RNBRBLHEMA. RNGAREFHOR—2RENEARLRN AR
BOEHHEN, RNRNDRKEEHRRABRRRNBRS . BHSLHE
RAER !

BHEHRE, BMHOKBLERNTRRLEES, NTFEBANENEHX
MAE, FEIRMNAPOKE . RNANRBLG- A2 ABEFIR
BNRS, BLEBVIGNRM. LRI EA. RNNES &R
X TREAR, BRUXFGCERRLE. RIBLREFHOR—ER
MEABRRBNAREAFLELYN, FNRIORH DR DSRHUBME RN
MRS, MERBREVEXEL/NBIRMNBELSE, BESL) ENERET
EERIEROE BN, MHESEEREL !

BEEARE, KPR

{ERR TR GBS

BRERMIARANEE, MERRESBARZFEAG, AKOFERA

BENAE, BRETERAERLLEE, FABNENRR, RBHE
SRNERBFESHHE | RNS TIGEEBE ET . 2 TRERNG
BERE TERMRBAESME. SOAKAREE, RITAEENE
S0LiY | ME, RAARIHHEEOBRNLM. o

B, EREXME, RONBEIAAZLHBR, &URINREK
BIANRERES HEAKESSACKE. XREAHBNERE

BEDCRE SRS (AR R

BEARE, WEH
BSETAELSRRAWES . BHGRENTREL, NTRETH
RERAULSIENFE, RNBIEXAK. RMNELEEBINAT
HTTHUL, MREBRSIE. MR BTRE S DSREAWES, ¥*
ERARRBRE TR

RREITHAR, BTHEAREET, RELT - MHREKEAOREE LSRRI WEE

LB AD NEMERKERER, HERFTLIADIEANT T LMD WRHX

B XIBREEEER, FIANERITHESARENRE, SRHEHEN

KFE. BIMEE-BSEEXLREFNMRE, RJBUBL ANFRE. AR

RESRERD ? ERBERENT ? UEAR-B? REEXY, RENHBERE

EHRITHRERRBIAT, RARTRABEREKS, BAAFEMNEE, RY

ERLEEARE X EEETTMAE S MAR/\B SNHERE LH BR ? REHTR

BORBERITA, ILRMNABRFEWABREBRFIAET, BREARRT

AEEVRE, #E—BRTRERT FEZARFNERNEF—H—#, fE BEBTAELSHREIWES. BHSRENTREL, NTREFH

BSNETERRATE | HTEHNBENR, REFARBEGEE KT, EABEX FRRAMSIENTE, RNBIERAK. RNELWEEBINAT

MKBRIE | TRERDE KARFHRRLER. BFA—DMNRTRERN, R #BFTHI, NESESORE. B2 ETREN ERRETWES, #

REWES SR AOCRE. BMNEEAE. RTHESHAE, PEENF ERARRFRETERLMR.

EREXAZEDARE, FULLLLR. LSARAWEE

HEEE : MENEA, 557 | RORE LR BNERVRRUES -5
WERR, MEHE, TER{ENKRANR, REGTURERINEE
RERE, RN—EHE—IABOEE | HENEA, £ | BHEA
EERPREAMESE. FATRNEARA, ERQERRNRBETT
RINFEEBRNENS . NTFHRHN AT RS NEE, RINBI FHAK
. BMMESERHTAEABRBHOAEEE . RNSMA B
HESHABBVRABRS AR, URERETEBE. EHIRHRER
EENA—EManefERBEFARSEMB SR BEXLTWRBFHN FX— RMNWPHKE | ROBEMTH, FFRBMEKFE, DUREEHE
ARFHBFRN ELRBAR BILBX FREAE FEOREAEA £, HAWARENTEREEF RERNGES | LRBRTWES

BERR— LN UEENEE, Hk, FTHHE—BIRIBETRRARRTHE N
MERIEAMER, DEERAXFEONEE YTRERRREN, RIMNHE SEORE, B | FEBESAGRNNERE, FRRNI/TEHANE
R, RRBRT—iE, FREDS L—PFEOZERLFE. RE—PEHE R, EREXRE, RNOBSLAERZSHMR, ERRMNREK
ERAREANE FEOBFENLXRRAEANELE, XEFE—1EHE B! AXBHEHUANEQE. Mit, RNELLENBARRBIEXNHB
FEENEE. 5%, BENRERERICRER, DEEOOBANKERE, T NAFARE, NERAEFNRERS. RNESEACOANERE, hiE
WAGHRLRKE, ERRERIABIRAR, FEEREMBRAME B ZRUCARNRATHBASHIREL, HEEZRNARGOHE ! B
BIR, BARBREEEEERAHY, R—R TRARREE. B R FEPEATNES, FUSEATROLE ! ESBBATRES
BSETAELSRRELTWES. BHCRUNTRERL, NTFHIREHSN
TH, BNBIESRE. RNPLINNLREKR, EBRENRNE
EWES, BARNBNELER. RNFEXFL/ILNEE, HBL
BIN—RBEBHNE, 8.

LRBETWEE
RMGER DERETRESELISEL SN TEZS . ¥ THREAEY
ERBHNREOE RINELE—EEEXBIRRK RYRMNNR
W, BRNSEEFRBARGEE, ROBFHRBIT WRSRE. $i
BROESEANENHR. BRI TERFAGRERAXETE ., BRFF. BREF BT REHLSERRERBEE, RINEBWR SR T OHEN
adFFANBRESEBRTS, LHHE AEGE. ERBETRES
BEHEA, G5 | BSCER TR BRI HIWA REEH SRMNS
FHRNTRTR. NTHEEEEANEHENTNRES, RORBRS.
MRAHEHE, BRNRVOBLERANINGH —F 08, NWBEBRES
WHRRENMR. BREBEHS T, BEETRTEHELRNISE
HREAE, FENANEEE. REEFRR!
stay experiences with us at the JW Marriott Hotel Shanghai at Tomorrow
Square.

RBEERSHALKET | MFLXIT00THIAKS !

EAKE, SHSEES WAREALE FHEE TRERFSBET

Average 5 star hotel with a nice pool on sunny days
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HHEIME LS | R BWE R RAEE &k E | S AR MR ERNE

SREGERD, RNSE—MEHLRERBHHEE, BHEHE
BIRT WRAGE R A BSE, FNRRBRHENERCHE !
A%, BEEES | SREBERREUN, RexBNTaT ke, FE) FEORE, fF | FRAMSREAGRINES, FARNETERE
BINFRNE, B—RERALHRHEE, EEFAKMAMEEL. TFRER L. FRAREARELETRMROAGEE, REENENEIER
AT, BESABCHES, FREGEIARNEES, BETFEINTEES REFAGIEGMARNEEREKE, RINELSBREAR RS TH
R, KEMEEIDAE RESHENE KATRR, HEREFRE 9 X8, RNSTHETRNN~REBELE HHEFANERER
NERAM, BLNABFLK.. KET M SRR TSSO, B | ARSI,
RREMEMERERNEENEE RS ¥, ARAKSERNEER
TRtin2n. AELRARNNATES TREEM. AHNREGRE
RiNRRNER, SHRTSRHRINTEHLL. FRBBERARR.
BREMEMITBAERINESN KBRS FiL. AROABBERNELSS
REGRAREE, EBAEERABEACRREA, DERTEHMEN, & FTRRAZH, RERRRNMATES TREEE, RUNRERRE
AW, FARLR, RELRY, EEZERRRETE BNGENER, SHRBBBHRNAIES, BRBHGRHUEL,

—f, SERE

WEREEL, HHEEHL

BENRR. RAVRENELE R A0 BEFAELERREREXE
BEEE. ENRREKENRNAKENEERALER. RINC LR
RTE—E, FARANBEBITETE—F R, BRI XSG
BOBRRE. REGRIE, EEFLRN-—INKR L 22FRIE
B O
MEEFARANEKEZEE. RN HEABBAREAUNGER, B
HOREASI/NEL, BALBRNEEBHRRANOEE. RNBET—
REE| LRRRTH, RERAERNGES, F2ERNMOHEHFHS
BHERR. ARFLECEANERFRSURRNFBUNEAZ—. #
FRARTI98—A | BEFHNE | REE !

BHEHRE, BHCERAERNESE. RIBKR N RS REXE BH
2, FLEFNLTUSRNBAKR, RNEAG A REHRRH
RV ARG RBR0H. RINBUHEMNT XA, Debbie Wong, RER
238, 20201888.

BENRE, BMSERAERITE, GXRNFRIBEFHNT LR
MRS R RARRD. 39T 5 Fist 493 5% (3% J6 U0k 401 ER E
BROSAXB]. RNPHEBEWSEG MM ZE. RNEAS—R
AEESWHRES, BRERBEARAGEINAR, RUSKRTFE, KAk REORARR. NFERATHRONELH BRBHAK. 0RE
RERERR, OABCERBAE, BXCHAR MNEEBHES, XK FEAREIE KOCHESRNER. LEARN Bt REEENS
BRE — s+ R I B TR
BENRE, BMSERAGRITE. NT6HRRO%ESE NS
WHOBERNELRMA TRBAZ N, R HEBE NLES MM
Bt RNERS—MREHR BRI, X FEXRTRRONEBH
AEBRE, RAFEIME, BRIEANEE, MRATEIBALNE BRAEHHK, AREHEELENE KOCHESRNBR. LoA
BAEE, FOEOMAERL, W, NRORIHRE, HAHHRN FREERAEENS MR LB SN T,

SOKSLEE, B

GRBEGESE, BEEARW), HARERE —HREFENHT

Dear Guest,Thank you for taking the time to share your thoughts regarding
your stay experience with us. We appreciate you bringing it to our
attention. We will share your message appropriately within our
management. We very much appreciate your time and feedback. Jessie
70| MEE LS XIMQYD utilties?t L2 E XISHE YDt CHAH2|7}AS.  ZhangGeneral ManagerCourtyard by Marriott Shanghai Central
BEEH—RNEER | | | NEORSSENEEAZLEHRE HRABERN
£, AERQMNETEESERTH. QMOFBIKEER, FHODEFY
BHRME, ERREHE—H. BENLRRFNHOREERE. ZRHER
8, B—RAXHMLHHRARNRT | BARNAEERR, FRNNEHS
B, FERMHER | REEERRRNR.
HENEE, 24 BREETHLEABRANEEHSSTHRRNNES
ABEWE. WANGERIESBHNRQERMNRBAK, RBEMHT
®. RNELBANARFNEARZL, BRAKRTKE, RMNIMA
R TRESBIRGFY. BHERBRNMENH N, RNSMURRR
FILLEMAR. NEZFNY, TR | BLE LSRR NES
HHHEA, £ ! BHETHOSARAMESHSSZRARNNES
1, NI, SURESHARORFAERFMERT4A, —2/LBHRTHEE, WEEEE. HENSERINESEE N RBMRRAK, RBEHF
—2JLRR %, BPERRTHAR, KT=ZRRE, OHFERH, RIFNE #, RNELBAMHNARSNRRZL, BROLRTKE, RNIME
B2, REFTRTARSEIE —AXTARN. ARAKENRESH IHNHEER NATRSERNOZ. BHFRRNBENH, BRNIURRMER
¢33 FiLLEMAER. NEFNR, HFRER | BLE AR EREE

BB ALoki HefR SR

BRTERREK. FIT=EMREZR, BRHESF, GRERTUK, BEERE LHER
£, FREWALEE 717 —MNHEE SRERTENE ! —AEXERITE
& RATRES, XRAMREED !

RINRAKCEH T EFREN ERREFRNNOE. FTENERER
FHERIHNEXE, REBNFREMN INGRENFANEXEANY. FTHRINRSERMNAEELARER, RMNEXBMEILRNTRIX—F
BERMERE, ERARBR—BAIRE—H, BEADRNEKE LAXKAREFHE R. RNELRARMNMATESR TX—BH, FHBSHRRRNNE FRB
KR (RREFRRAR)  BOBEAREENERE. BEFART, £H08E SHRERELE. NREREBHRNI—HBX, AHLBRN—ANE
FTRAKTEAAR, EETTEREMMERASRBHFT AEHERFHESR.
EREIREGES, EEEXEHFEAIREERTER, BERRRRBR
ik FMINARGER, REEAREREA, WA—-RRONERK, RRANE
T—REERGEER. ARFFNHBRNXBEELOEET .
REFFRARE, DRAES, NMEER, FREER, QKB DEENEE BBSLENEMDGERIESNERRETR. RNABRKENRR,
KRR, EREBRKIBRERT, MANARBRAZFHARFBHERN, A HRAKENEFNNARSBIFTME, L08R HW RN RN NEEFH
IRFAER/LARG ?FANEBAGARLEENE, NE KTRSRASE AIMSHBFAL-RNERKE. RNEAZR—AEFWMTY, #E
YN, ROBEFHFRY, BIEQ? ANREERENRFAN—H ¥ ELARTERTREFMNEE. NRSHRE K8 RXKkT, BERD
A, AEER PRETHRER ®BSF. BN HEES .
BSSERFANELSAREXREAHXEERAR, [ 6 bR EIERp
RAFIMEEAEET/\EFLR, S MABRRENARTA—#, EHELE SRNSTLNEERARARS. RN+S/EUREHRIL, HEEER
IEG?#SRREFEEF LRARY, HTXHEEERLFEE, REAN RRMNVES-—ERBCIN—NTE. RRLES RNE—FH FLNK
BHRRRFEEEBVABRAREREE. HE. RSB, HBLHRELFREFRNNES.
FET 06, RABMEERIDOBREFTEDE, RXH, ART 6, X7 ELBHBRAERNNEE, ROBFRRICHNEHEAFRERER
70037T ! k%,
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HENEA, B! BESTHRLERELNESEHSSEARNNES
AREAE., ANSERNESANNEDBERNRBIEK, hTFHEH
HEEARR, RNAEOXZGARNNERZE, BREGRTK
B, FERANGHTAERN RMNGITNETLES0E. BHIEE
RINETENES, BRNEDURRMBEILSW AT, SHEHEMR, 06
Wik, BREE KREA, EHRE! FTRRAM. BRI EEHEREES
1. BERE HEAGHNEENEERERN. 2. RETHNARBERE, &
TREFENLKRS. NESBELBXAENEREY, TLRERME.
BHNEA, RONEDRBENOAGHREH +2HE. RNLMNEER
NN, NESRENBRSDRG—UEA, BHREFNLBREX,
WHEKBT, BREARFURIML, THRERFRAFABE. FREDLHRA—HOGR.

TENERRIRIE, SEHRHRERR RS ER
BENRELY, BSEERESEBTIHESE HSRNOSZTEMHAE
H8 | BRAGEREAF NS BLE, RINRBIOK. BRETYUXNE
ENARZAREFANEY, RNEAS-URENERSBE, BR
ESMRRAGHE, RN HERER RN MBS | 8 8HROFERN
BB E BRFTBREAMNKE, ROBFEHTREE, RELEFHR !

HHORR, BHENTRN, RESTANEN, RIONHETFIRER

BHEN. BHRFXSELLBRR, ARE, 208, FOREH

BR, ARRARRNETER, RFKE, ENER—ARRMNNER

o, HFRRABMNBEH—FHAR, RBERENBRNRANREH, R

MEBFHBEMHFRH I, RFEARRAES ! | HBEETRE
FBEAHET . FELEFANELOHERH. SRR EHRA—HNFERMRAONEERR

MilR, SEFROHTEERARDEHROTE. RIS EMSN K
HNREHBRTARIET, EREMAKAESE, ALHEE. FEHLER 8 FRETHE FBECTRERE NS EHRF —HOFERRRON EE
MEREEEN. ENTRAR. B!

EREREFATERE ERBAER ABHMRR

BERY, BEthiF

RENMELY, FRBMAENRIMESNBUAFNAURES, #8

e, BRAE , EHXSILRE, BNSRBER, BK. RELRNL

RENBRNEBMBE, SENTERABR. RALAREEEBMRENH

TRIYRRE. RINOERBLEREHFH— X, FRESENERAK

B BNGSBEXEERSTR, BERRFAGLHFTARNE. R
—WMRAENE, FEBRE NEBREF, WHEHBRAE.

RENRXGH, HEELCERANERFNERRTERAK BRER

BENARAN GRS AN, TR TLERRERNK BNEBRFE
B BEARRE—M FREFEOES. BELQEELERHA, EAE . RNVBSESUARHIRFNAGRIEANBHER, FLETR
RRAVE, hBMERRMILRR. RIEHFETHANEH. BXARBIRE CEXRNBEEXFA—HORL, ROBRAE! ! !

BENRELY | RDETHLBEASRAESE | ARFRURFE
RERRED, XESHTASRRRGES, % ARFFR, BROAEEL BT ORSERNOKE ESEE ERHHO | BERARSHAERE ST
RAFRE, RR, BEAAEELREFAEHE, RNABENLALEEREL SRALSZE | BEME/X, HTEH ! BERGAEBEENF -2
AANE RRAGEAARLRNFAREE, EARNBEMNZAHIERAX. & | HRGKEEBRFRROKE | SOHTSIERNEEER | BN
ERBANHOKDRBARBK, KME-DRI, —RFT. ETHERK, BT BE—NEARRHANTFN] | MBI TRVNRBATRYER | )L
AXFFR, AEREANSFATEE, BEKYE RTHENE SHRMBRE RAO0EDEFERE | HHFSEAANE | RELERR | AR 2212

. LRHRRRIERE !

BMEENZ=RRRET. BHOREEGH | DS TR LSRR RUKEE | IRFRUBBR
1IREREF MIRFREBRNOIUE | RIKD SHRABROGR | SHOHIESIERN
2 AT AEFAR BEER | RNVBE-HEARBEFR | HWBR TRV RS RTRS
3WBMRAAE AR URXMNEERERE | tSNEE B EL TR ELTAHRH
4 ZBRE R BRI Sk B | BETRA—ERALHREHNER | B/EBRAE | RELFH
5 EGANEANARLER R BAR BLE ERHEERIXEE

BORERART . SEEMBERS. RINLT LZNAGE BHR+-S$. B

ERLTUEA KRR TUNDNERERARIBELRBEEE. #7 —2 JLAE.

B TEERZBWalimsiX, —FFEERRBIERNT . AELE—-BIRBNR.
HRMEEANMEERTA4H. MORST ? FARURIT R, HELLH. N

TBEE. —RIBFMIZEFRLREF. UBASHFBTFER—K. BB

ERTHY. RITEREERITHEY. GTNERRAAE. TREEFRRR SENRELY | WOETHLBHRERL AL | HREFEHABHAR
£8, FAHTAFEHBNNREN. RERERORE. ERNBZHEFR. NRSERNOFE | RAKSEHRTAROKR | BHHTSIERD
RORITR. FHFREXT. —BRENERE. 88, FRERES-EREE SEER | RINBE-—NERRES SH/TH | HBATHVFRER
o B, BEEREZAN. RORRN. ROBER. RRAFEARIT—R. B TRYKR | NRXMNEESER £ | BE B8 E4 TRES T RHN
HIRE BRRXBRBFOBNE. FEBSHEIMAFR ., ERHRREEAT B! AETR-ERLEHERLHNER | BHEEIANE | RELER
ERAR. ROVPEM. XREEMHREFRRESBEEN. R BAM B2E ERHRERARES
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BEHRELY, BUSSRNSTEHAERR | FEAKILSRIX
i, BRNELEZ—HEREMN RO TEEERAR RINFXENR
BHRR. HENAHEREFRBBOAZEBRERNORE | RNK
BRAONDBABRRE | B EL FRNZENNS | BEETRBE
AERTHEMR, RMONRNEHNERS. TINBRERMNGHY | WOEFREN) | RBLEFRR | W4 BEL
AEHRABERE, SRABRSIELH—LME. TRAFLBER. B DRt RLEES
ROBRIE, (Bt OARR
1, 102-4AEBR, FERBEXEM, AGBEXZAITRARE, @#BRE, HiE
NTEAME, @LSHEZT HOTR . ASAN, RERGE
2, B—BAGE, RILFEFR, UMAENNNOEER, FTTEREES
R | W_REFBEPTHLERIOK, ARNWRENINE L, EHTTHZ
MEELRER BHMRELY, BWGEBAELBHERERLEEE. RNFEXER
3, BR—M. 740XBNR, BEARRMFEMCETHN, HEARERGIDE REUATREBD, FHEOATHEXB. $NRRENBAL RNIR
R, REORTRR, OKRETHRRNIL, BSUERARIERGR  R3oh. DOEHSERLE LSHERRLEEE | s BELE £
4, BERNUREAR HHKEFD, RTARLLIHETURREET | BHRRRLREE

BEMHEA, 247 | FEBWETH SR THARLGESE BT 2P
HHEESRNETARRNTL. REABSOHAINELMEATENR
B STEEXREANGRLER, REKDDENTHAF~EM
B, BERMK. NOHR RNTURESSENRE, KRTEIGRR
BIRBRARERNEE, EAWAREENN, FRAF, BEASSERRYE, SENAGRE. H2TESH, HERRESLHRSNEB R, ¢
RTR, BRROBE. PWRTENHRIERT, BMNESNHABIBAN | SHRERERR | BRHEELLH !
BHEMEA, £ | BREETZPRUNESRNE TR RN WL,
PR, P L&check out RRRAA—AMALN A, MTLRERBALL, G RNRABSNHARRRERL AL BBHNIE. HT RS HR KL
BOFSALEHN, P EARBEEMG. RIVE REMT RME, LRRSHRE QRABARSRE. RNVMEES RIS AR RR LS, 3R EU
. R AL bRl S e L L L SRS e .
ETBELBHTRRTEEEOANEER | AT RERNDXRABHR
HBAERMNIEN ) AR —ERN FLEABRESHAEE
B | BMSSRNAZT SAEIRE LRI EE, N FXRNERRER
BAHENER, RBHEXNARLBERT FERXFRROAEL
5. #RBENRE | NTENERBARMNKIEERN BN FHAX
BIFURRENE. A MRTRBENEEAE 2 LEHTHRRTEE
BEANERNE, RINBERENHBLETROANERE . MHEEHFRL
REBASHBENES | BEEH | AEERBBLLZBHE, RUVARTAM !

BEEEA, FREWEEDALT LS R L FRIT
fr. WMERFETRAME LEMEFERBERE | KRYSTAL MAD R4 |
EEPRAMEEREER HhEiReE

1, MERSEERRAEEN. CRREHE, HMUEREES, SR SENEA INBEBEIEARAG LI EHEXSEEHEREL
BREEEE. 2. SRRHFHEE HeBRAGHRT. SRAREFETNI SFRE, wEHaES 2 LRGN0 RF A SNHE. B
£, SRARDESARHNER-.... 3. 5, RiETLEERGESEL NEFERCHFNIRR. IHRMNESIBALNERRRFRAR
AALR, LRGBS . RR RMEARSE. 4. BT SEREAE NRSPE FALENEHEE XN TERLRTERE. NREER
Algee, HLERER, HMESSEAR TR HTUEEENMEENRXL B ELZNAGEFTERN2E THUENSERABER
MEEME, BEXE—FHERIANL B, AFE REETREMWX, R kystalma@sheraton.com. FE B3 ME AMMEWSL KRLT B 404 5B
BEIATHREQUEARB. RE—aBBRMX, BRIHENERL, TE NEBE FIEBHEFTRONSEERD, SBHX T EETENA
fiRm. RREEET. 5. SHKEKE, ALASTOTRERE>S, @H... FEE. ROGBEEHTHAHHE AR GURN RS MK, EEAZ
6. FMBBE—EHENSHANAT4A, ZHBESERRT, REAH AN R ERFERXRIARS EARE. BHSBALRE bRtaHin
WU, EHMEE! LI EBIEE. KRYSTAL MA D245 | T ReIR

Dear Guest, Thank you very much for sharing with us your stay experience
at Sheraton Shanghai Waigaogiao. | am mast concemed to hear that your
stay with us was disappointing. We would like to take this opportunity to
apologize for all the inconvenience caused as it is cerainly not our
legendary standards we uphold. Please be assured that your valuable

The worst night in my life! feedback is essential in our continuous efforts to improve our service. We
They change my room 3 times, finally with 2 beds instead of 1 as | paid. have shared and review your important comment with hotel management
Room services almost doesn't exist! team for immediately improvement. Thank you once again for taking your

I need to ask the toothbrush... time to share your feedback with us. We sincerely hope you that will give
us an opportunity to welcome you back again to rebuild your trust in

Sorry dear Sheraton, but you won't be my first choice anymore. Sheraton Shanghai Waigacgiao in the future. Best regards, KRYSTAL
SR MAMarketing Communication Manager
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Appendix C Part of Coding Sheet
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Appendix D Data Collection
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20 99 104 1 13 o 30 0 o
56 685 569 2 124 6 251 1 5
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Name-Surname:
Nationality:

E-Mail Address:

BIODATA

Miss Zhang Jiahui
Chinese

zhang.jiah@bumail.net
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