CHAPTER 1

I NTRODUCTI ON

Thi s chapter describes the background o
statements, objectives of the study, d&y,ope o

and definition of t er ms

Backgrounuddyof the St

The advelnnt eorfnetthesoci ety has brought an
moufWOM More and more individuals can share
opinions about products or wsoerodnoac@®OMxcmant he I
be received by every | €€heumgt &uddradiamithe@O0dl
2003; Gretzel, )Yono,t h& Ppurroi ffeosys iodadl? hl istperreaatdu
on t heO wellest2fiosr referred -bimoahWOMe cwihriocnhi cc awn
include both positive and negati®Banogi Anounsa
2016; Cheung )8 elvheardaanip,r i200r1 22 eSearah€mnnat af boj
Sal20)}L@hu an@0KLmnd THeunrnaiug Gwi nner ,2WaHhsh, a
studied how -eimowuti(ehv@Maf fveocrt ds consumer , sucl
motivation, consumer engagement, consumer be

This new foimou@®OMwomduni cation | sopleayi ng
i mportant r O6rhiend nb efusrteo melresy niBikegn ®,urCamlslei W
Mi guel, 2016; Cheung & TRAzcaomidWM.Wadyd; LM¢ KiCin g
and (Bh)Y5 el ect rodmoiuddeNnMMad f ect s dponshhanee sdeci s

signiyfHocrantthli s reason, more corporates are s



their digital areas of business in @BBrde® to
et., apMEtBjnse)y, 2015
Accor dAwmag@Rtalp3 a&rket zel2@RT molst (9 @UW)aistes t he

Il nternet tools when they atrrel ppelraen nairneg saenvde rbac
studies focusing onofmerpleMOMhrg t daedit shaorsipd tvad |
i nduBitgy® 2&t], 6allmampl e, showed that there 1is
i ndustry becawne dfactwo fiascttdres shift in onl
wi despread ofOvenl i7rbe preevwieeaws of peopl e indice
t he eonrleivni ews from other guMsusi o& MheRahoit el
addition, accordi @Ggettmed e? Mmolndi hganf BOmper
respondents in the research said theypowetred .
by otherlnrahel s@met zelRPd®Py] ad found that m
respondentvsertyhiinnkp oirtt aing f or ©dhemmennot sr eaandd ott

decide the place to stay

Rati onale and Problem Statements

China has a developing hospitality indust
and increasing. Siumtheer 1CGV iI8neser igotver nment h a
devel opment of .lhmshP98@, ittlyernemdwesnte yonly 203
suitabl e fHorwefveoerrei gnielrls 2010, 13,991 star ho
(Gu, Ryan, & Yu, 2012).THe,hbspi &aKeuygi bdust?2
continue increasing due -$t®@as$ hiengoowd {Gwér de m
et., ap01&nd that i s why the study iocfanCth i.nmeeasnei nh

However, some Star hotels in China were stil



wo rodmo ufe WOMXi ao,)oB0fiRe business success

El ectr onino u ebNOMi n hospitality industry
fiexperi enwki gloollas already changed-d¢ dviesipamc e
makilntg means everyone on the Internet can ex
book the (hotelnpr GobdsmiYthhar k& & aA).,Maand,0 82 sl
Mi na2@)if3ound that the online reviews influenc
of hotelcupo oMdemdrisial an@ONsBhapzstated that now:e
customers of hotel wanstertwi amask ec a&n e ewhpad c tp
a hotel, so they search for the information
by other customers Merd®owe rmaka nre e redgeccdi tsd alme
0)IBot ed thoamtd i Mmet slas es are | ess | ikeldg to be
| oweirceprif the hot el has.Cuonosrteo memr sb evtotud rd crvlei
choose a higher priced hot el when there are
booking website or when the hotel rating mad

Commendt af d ®8s tboome&kri ng i ntention, attitude
perception @fadbhhei w&b i Thhea uldgt el0 1booki ng nu
increase significaniféy Udaw, t)Onpuwi,snie 0ddmnreenvtise
increase or e@erdnundduddad got.&lbrsmmhpot enti &
customers of hot el , the | evel of expectatioc
reviews of the hotel and declrne aasded iw hieonn ,t hpeoys
negative reviews signi foactainttul dye atfafwacrtd ptohtee nht

Positive reviewat tcihtamdjee gonistuimeealIsy whi | e
their atti.tHodwee vee g atbhiouenl yposi ti ve and negat.

awareness and have neuheahererhewlte mn& Ldened are



and those consumers who arekdlgsabi shaeed WwWhet
experiences (Avandat,he&r0o1Beo Bl)&icki KMakey | agyd ROEGA
20)IBoted that consumers wusually prefe&s to co
staff.directly

Consequently, the hoteMauneed& MOnsBadai ¢é 8O0
to get hi gher profits Dblans etdh eo nh ashpei tian fiarymait
respond to the negative revdlelwsingéeshodeme fa
responding to online negat.iSomer bvitews arespoi
single review while o®WM&as kh&vAa) henre2pdBses

AccaomgdMaar i an@OMi3nxaizez,i Mi ao(20K @t a&,edanClu,Lee
Chen, dn@D8 awen &t hree shpootneslets o @l cnst ommment s
a negative influence omRMctwusti dbywer t pbuocalgasregp
customer comment s, the hot &kt magagetenaralr
customers by.lanimemea swplngienmneés al customers can
on the online comméntrsecdwentyl s@0aB;t Bguhgt «i

Ma t t@ai, 2010; PHGoOehomeed@1@ o avoid replying

and st iMmdhRherd!| & Xi e, 2008; )NHourfima& Cli@®$HDz i , 2
found the following responses the hotel most
correction, no response, substitutionnt free

(Avant). 2013

The aim of this study is focusing on expl
reviews used in Chinepeibosptudiesy madusChliy
orhow el ectaofnnutWapuarfdi ects customer behavior,

etkor exXanggd ¢f2ound t hat -eimecEeMOM £ whhe dkey f &



which affects customeYes ect2d psha k@i edokowgoudlkicn
affecdgalheddt elryet, h dtaw, G@a O leAxntde "Ccheech t hei r r esea
t hatneomleivi ew affects online sales andnposit
addi Xiiomg a2@)la¥wd yzeds casltiomercomments 1 n Ch

industry, and smaetedwthae wbemmemctossuthey pa

overall services, foll owed by guest room, t
hardware facilities, pr.Baegdboealkfhaes tabolvec a
problem sitatelmeat ,that there is stildl a r ese

i mpl emented by the CAlIlpesespospetatirayegndue
in hospitality industry was stil/ mi sddd mu
were refer from crisi.€fombmmadi €Cabmba manapgsen

handbook and ndast umeg atfi vheo sepine ecatl fht nyince gwa n o e

about service, cleanliness, f aetsheltaileg gthof oo d
condrolesponse strategies should include hot e
to consumers; when the negative eWOM were at

bel omd owo copntrreslponse sedabrgimesva,ar 8h aowaemov a

Krasnova, & Buxmann, 2015; Coogmbs, 2010; Coo

Objectives of the Study

This study aims to achiieve the following
1) To examine mostiraeeq uaeant trhegati ve e WOM messzeé
customers to Marri.ott I nternational i n
2) To exami nCeo rwheectthidopnod otglye most frequent r

Marriott I nternational in China to nega



3) To examatneamwe dgtlthentmorseésgdgarses used by Ma
each kind of. negative eWOM

4) To ex amiame are the most frequent negat.
I nternati onal in China Jinitiated by the

5 To exwmhmanheare t he mosstusferde pwenrvtarrrd sopadand

Chi.na

Scope of the Study
Il n this st wndyy,r nidatgisoendatd e n exampl e to stud

strategy in thé&nhospitthal presiemdind® U @pVOMel ectr
and resporgy ©f Marriott I nternational I s s
research ai ms, ®&ibpeetmoatr er d Decairsda mgs on one
hotels in the. hospitality industry

Marriott I nternatiahal instheghbbobbbaHIncboghp
1927wWi IJ ard Marriott opened a beer stand and
named Hot SHroopnp etsh alMaterrmet t Mst arted to suppl
in WashiChgt d9b5Be business grew i@uNaebp.ijtaols
Marriott I nt elranyag i @am ail m@ad wtagrst prol e i n resesc
(Rui , ).RiOIOI2 now, Marriott International expan
those brands are sorted to five categories [
Sel ect, Longer .Stxafistysantdo Corl d wicde olmespoke am
serViimcelsude sCaTrH g.Po&gt ¢St JW ganrd it ont ReRierzxve, T
Collection, W hotels and Edition; Marriott

Hotel s, Le MeenaiissngncMde siotnel sR and Gaykord F
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ringuHitles, Protea Hotel s, Fairfield Inn &
tels; Marriott abbsroafodpseaiarhse st ® pdroogiede Sd rae|

ke ) hotnheer e are Marriott Executi vee RAwpiatrd ane

ement and Homes & Villas by Mar(rti odaitms anad
ovide uniquely desi g,neidt ahnads |tuhxruerei dou sa nedxsp ev
|l l ecti on Hotel s, De s i(Manr rHoottetl sl natnedr nTartii bount ael
Marriott I nternational has more C€Chmana 300

di ttiheena k| congl omerate is ful [(DuoMaldmb i2t0ild8r
cordi ngmaoytbe tSlhe research papers on Marr
searchers focused : HomdmuRe g®eisre@ae cManagemnd
rategy Brand Manage@Beni9220EHeagy, Co2082y vht
LPnterestingly, those researchers have not
e I ssue o fodfedugeMOMmitd LwROR 1

The secondary data were coll egaeidvéromliol
views posted bys Maurersitost ts tlanrtteirnnga tfiroonma It he f
d on £ hesthboftyecember in 2019, and Marr.i
gative onlicomé | ey iecewsmwvwiepCamy Ctprciopn i S one ¢
e biggest On(OTHEI fcaveolungalinay 19949] it h
sition in China'"s Ofiinne& THd&erH0 2B00d kI ngn |l i
inted thisgwelbsndei pregi di ed HotuerelsmBoo&i Wi
r Ticket BookCagpomatuei $ImaGebupanagement a

d it aims to help tourists find theOmost v



thelhwtedsi coemgf t Gter irgvi ews consi sted of posi
I n this research paper, the toomusandstberl yes

i ssued by MarriotmelmseMaati obvdbdil mbamaaClhioma

Research Questions

This study aims to identify the response
to online ndagatoirderr @ wi edvesal with the prior
research questiions are formul ated

RQ#What mage®e equent negative eWOM messages
to Marriott International in China?

RQ#BRn each category of Marriott Internati
e WOM messages to Marri otetd Ibryt @ rhreatCiho mals ei © uG

RQ#3&re Apology and Correction the most f
I nternati onal i n China to negative eWOM?

RQ#¥What are the most frequent responses
kind of negative eWOM?

RQ%I n each category of Marriott Internati

used by Marriott International in China?

Significances of the Study

Since reform and opening up in China, the
pol i ci esr camomeidngatt hpe devel opmenltn ode cteomubreirs n2 Oi
the government proposed to make tourism ind

Chi.bater, i n August 2014, the government fur



of etthour i s(hh XiWadnugs t& yZhahlge QHilrbese gover nmeni
attention to touFrsm theuWorydi Ec €S0 mbal For
Tourism Compet hei wenoenspset i ti veness of China'
i mproved nr &2p0i0d7l,y t he gl obal competitiveness
only &t ewvSsiénc’7el t hen, it hhalsask eifdd ia?2 0& FXius e 12 Otlc

However-19Chasdbeen aff ecAti ntgh eC hbiengai nsniitencge 02f0 -

Ministry of Culture and Tourism issued an em
(Ni u, Yu, &) EKboar di2n0g2 0t o t hi s, exploring ne
I nternati onal response posted during January

and benefiitt yt hendhusspiyt aln Chi na

This research filled the gap of research on electronic \wwbrdouth (eWOM) to
Marriott International Chinand gave research directions to future researchers who want to
study Marriott International or electronic weod-mouth (eWOM) in the stathotel industry
According to the research results, managers of Marriott Internati@ralnot onlyadvised to
pay more attention on electronic WesttMouth (eWOM), but also strategically selected

appropriate responses to such negative WO

Definition of Ter ms

The opedeaftiinointailon of all the concepts bei

Wo rrodMo tu h
Wo rradmo ut h i s Hde friWsdebDasi nf or ma-t pepspson
communi cation between a perceived noncommerc

brand, a praduotn, oOM@6@Pr.gaemivd ce
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El ectWooaMa t(& WOM

El ectr oomdmocu wbr ds He @ #Tihmguerda ub,y Gwi nner , Wal sh
20pPpaAs a mewf foamawt h t hat spreads on the 1[I nte
service or company post by the conswamdrhs s i
research, the concept 0d n e Qbt@rivivyaw.strip.comeb yr e v i e\
consutnhberMarriott I.nternational China

Negative eWOM

Negative eWOM is defined byv a(@ 0 LSU2 0 L bi a2 @EB8hi , Zhang, ¢
GenyOpat conénuengeartsi ve opi nions t owarcdo nmh ostueclh r ¢
agli ssasestied, poor cleanliness, poor facil
beverage, poor Imo cantaitacrm,e db pd i ced @miduypad d i &g c
and oftherres are ten types of negative eWOM as
Di ssatisfied Service

This concept includes poor service, bad ¢
speed of service
Poor Sanitation

This concept meanasndulbhesd asnmdealrlid dfy gh etneel

Poor Facilities
This concept includes antiquated faciliti
t o expeBottaht iioonsr ooms and public area of hote

Po&mvironment
This concept means s urarootuincd i anfighd eemet iear st ea i m

amenities around such as restaurants, stores
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Poor Food and Beverage

This concept iIis related to the quality, Kk
good in Marriott hotels
Poor Location

This conceamtvemeaaemst surrounding transport:
the .hot el
Bad Security

This concept refers to&Ghdtaeli [saduwersihteyalrli s

room was broken into by .a stranger, somethin
Mi smat cwteedangr iBi Il |l ing Error

This concept refers high price of hotel a
Fai Buaed | mage

This concept means the behavi &r bofanldoti enag

Ot her s

This term refers electroait vineaf-maath(@VdOMppiosted e gat i
by customers, which cannot beabiomwcel uded i n ot

Response Strategy

This concept is defined v a(@ O 1aBnMa(2 0 Ja8s vari ous types o0
t hat the companfnegiate veo comme omes gairche ,ascor
apol ogy, compensation, eXx,pldaenfae n soinRespdasad adt, h
strategy is conceptualized into nine categories as shown :below
No response

This concept memptahoedl ogueses but they

t hheot el



Correction
This conc
correct or t
Apol ogy
This conc
incl.uded
Compensation
This conc
hot el promi s
Explanati on
This conc
explanati on
Deni al
This conc
e WOM in a po
l gnore Revi e

Thi s conc

Def ensi ve

Thi s conc
attitude, ev
Ot her s

Ot her kin

12

ept refeaoms et omehei dbactnthhe thks

hey have.already corrected the p

ept refers t.Apsioggerenapcshegit by

ept i ncel uadrecsi |sluabrsyt,i. kduitsacboaupn tf naenl d

es to provide pr.omotion when the

ept means hotel admits the probl

on why .the problem has happened

ept refers to hotel deni als of

sitive way

wer s
ept involves hotel responds to t
emr akil erhl , 1 gnores the p

ept means hot el uses a negative
en abuses, ironies and curses gu

d of respons-esmotuteMOdMaedvieyehette

aulhot provides a -pimoawfMOM,t er at u
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el ectr oondfmou evOM negat-ofmeutwlo,r dnegati veef el ect

mout h, and response strategy, an@héehegnCpappe

3

explahe study design, sampling method, re

analgmlapter 4 prese@Ghaptese&rphoViddsngsmmar

t

he findings, l' i mitation of the sauody,(fuamde

research



CHAPTER 2

LI TERATURE REVI EW

This chapter plrovedasunerewoimowaditiedrealt r
w 0 rodmo u tndgative worebf-mouth, negative electronic weaf-mouth,an @ sponse

strategies tamelttirmnhes.ioral ity industry

WoroMMout h Communicati on

Tradi ti oodo utWor d
The concepimoowMOMappeared first in market.i
Gel b & JobhnswonmnkWdw® 98 nd Lazarsfeld opened t
communication @&f bedtaed exlpnipawenmeahnads edeci si on i
(Godes & Mayigrdn@hmgpbdz2G0dhed WOM cofamwan i, e gteir s ne

person communication between a receiver and

as noncommerci al, regar diomdég VEO M rcaonndmu nai cpartoi dou
onlkind of interpersonal communicationl nt hat
mar keting academic area, researchers paid | o

(Sundaram, Mitra, & Webster, 1998

WOM communi cati on eamn cahpgpesmtar ncdma.Bef dtr@p
cust omer s nmdaekeei spiuanc,h atsheey can ask or search
or service,Afasei npuyi W®&Mand trying, consumer
experience, a@utotult @.,uCto h BAMe r s prefer t o en
comuni cati on when they are dissatisf(Cédd or s

& Kim, 2011;)WOiMc ltiams bel®®4 h positive and nec

<
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Positive WOM can spread goodOni ntfhber acagyn o n
ative WOM can al so dissemi @Bate¢l|l Riduadd®dBk ag
earchers also pointed out the motThes f ol
n factors of motives for positive WOM com
ermesasmde while the motives for negati ve
sonance and anxiety, al (Heuwifshm, r aayd v@)DclOed Is e e
For positive WOMudtehe hmotsiupes iior perf or mas
speci al benefits compBoednegati mel WOMpPTr o
il ves are performance failure of product

s®mert hert ,prfoodu exampl e, a mobile phone b

MOge consumers think that the product or s

i r efCSpedtaataimoli®@to 8a |

To explore the reason why WOM cant aff ecH
ience can be more interested in the viv]i
vokedHehr nkKagde3As &pKiomr 1O99é&r ature ment
h positivda a&amd mengaitmpvoer t ant i purcddace ngn
aChewvwalier &)WaMzHhasn,a 2mMa0j6or & nddueaic@®U DME
behtaypban influenti al (Boultet | g@n t cloBr®sBu noemnr|
orms and encour ages -daicsitoimernr,s & wt malkseo aa!
ni ti on whwarhe nenscsl,udeexspectati ons, intentio
duct (But tsleevit®98; QGelb & Johnson, 1995
Compared toptrhett madi tai, o WOM i s more influ
the informataodcde wi.ovlagd®hl®lsesd t hat WOM stror

semearn ti tude Whewarad nlerwamdsosduct or service
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and negMtcaer WOve an influ@mnoetphnlOB& purcha

WOM even has more i mportantngnéawaeecesd h
pur cimakieng on new p@Bobdulbk)bDsal{@Y sk eart widc e hat WON
nine times more effective than advertising
positive attitudes .tMowaerotWeerag (hledBB8amrcde | wde ds etrhv
WOM has more significant i nf |l uemackee tphuarnc hatsle
deci.sinomri orRircenficdaddmhemt i tom&etdn@®OpFt udi ed WOM
communication among married women and stated
WOM messages, t hef ppuurcchhaassei ngn tceonftfieoen was | e s s
who got positive WOM messages or even | ess t
mess.ages

I n WOM communi cati on research, writers
communicating to. Agotwuentiyal sobscomat $on and
characteristics oWOMOMasognehnmea&i ata¢d onot only
and consumer s, bt wolrdes , f ecmpesomédiye o.pi ni on
The words from shegmi magahavenf.ODugaoezabvi pobl
need to consider who can be theothbpoWwesper WO
communi cati on may no e xamxedteastei arh,e wrr geawnd rz ad a
i ma@attl g, 1998

The I nternetevorliungsona tme WOMnh comemupiasat i d
communi cati on i s an i nterperso@alf acemntuoni T i
inter(Achndion 1967; )Chand& Khen,t 28A4dmi ssi on ran
brodddweve eWOM communication provides oppor

information and opinions about product or sSeEe
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digital tools and | ooks for the information
goup of peopl e t hr (Cthgeghuntghe Leiegi t&a KR edhemhme | 2
Cheung, Lim, & Sia, 2006;). TRaa clhiftoardn e tTad lukdad a
speed of WOM tr @res miusnbieonofamdda eln&res can i m
messages sent by g dhme odn &Kiim dthhdra.uHehoodd
El ectr oodMouwbrd

I n t heO Webci2ety, the I nternet -auUfFowsase&us
behaVtobecomes much easiertion ¢dwst amenmr otdwa c 4
bef ore mak-oeagi.pmoahlase wor ds, organi zations
and new challenges in marketing communicatio
product or servicdigibakadmteideewaw arhlayn,ne@f nenw f
mouW@Mcomes out, whi chimo s BWO®ic tsrpa reiaad i magr ¢ hr

|l nt gCmeung &£t008BlI; Chu & Kim,. 2011; Gol dsmith,

Accog dMaur i and20Mi3nahere are six el ement
inclwdlence, intensity, s,peandd P & @ @ i gseit nleeinr cayl | |
researchers agreed that valence, volomprand
purchase process, potential customers often
r e v i(JamgsPrasad, & Ratchford, 2012; Xie, Zhang, & Zhang, 2014

Similar to t Vesdgen Naata ard FBGAA13 state thae WO M
can also be bot hWipers idd nwdcke ramn ds mreeggaad ipresi t i ve
want to encour ageceort hdei sccoonusruanget | addechageinetpr od u «
al. 203 alsoconcludedth@e gati ve eWOM is d&rereegbhtyi dei & ma
and there are several reasons for consumers

First of all , tdssatisfacion and attratt orgasidonis attentiame i r
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in order to get a solution of the probleBecond, some consumers also want to help other
people avoid bad product or terrible experiendexording to the same research, sharing
purchasing experience is a social behavior, for thosplpeeceived useful eWOM messages
before, they are more likely to send their own eWOM message to help other audiaratlss
consumers may want to encourage and help the organization solve the problem structurally in
order to avoid making the same mailst again and agaiccordingly, they post negative
online reviews openly

I n terms of vol ume, the online reviews |
purchaseOmbhehafvi bhe fsacptroerfseriesn cpée aop iefnololno w ro |
tonform to their friends or a group,ewsd ano
that i1l lustrate the p(Xackueett2@®@lidseZhiang, i Ye y ¢
2010; Zhang,, 24dhaan g )& Wan 2013

Due to rebsenatemeondijese WOM, especially neg
i mpact on conSamer ormbedmivd otri ons even start
communi cate with the consumeasdprahg@ssofon@add
(Verhagen et al2013; Verhagen, van Nes, Feldberg, & van Dolen, 24 i or | i t er at u
includes eWOM communi c@hewal ii emr dA0iRESzNa yox leisiu b
onlinsabeolnd then suggested that online re
the I nternmé hmpaainh enxtcéopsumde bhehabiooks a
products@® tcheeddgedndearty | evels odt teiWwOUM ea ftf ;evea rsd
(P.C.SWu & Wan)gl,al2OBENda mdhj mi , 2a0nNid3o Semuded t hat
affectd@ ntteewnrtiiotns and att i tHiooweesv etro, Bbsrlbaremiach odt ees|
performance i s noRagobkoeg&eo)Mdt Ayi e WDM1 7

Accor dGhneguntgo2 @8 dlhe useful l evel of eWOM
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consumer -dpuar.8hasseaf ul | evel includes source
gualTitmel i ness has no significanEvemftl lue nrcev io
posted | ong time ago can be wuseful for poten
or gann ztaot iboui . d reputati on

The valence of WOM haé& rvall aitgM. Waeastgi inggt wiat h
201lBoth positive eWOM and negative eWOM affe
communication for-gni visng i@ Heaai deor atdhve creat ur e
positive or negati ve, onl saker pei(lbandshmar@ae & n
Mi chauijldBeRQ@ude even some pedM evhwinl It hreg/s ir 2ta |
the brand and resist positive eWOM when t he\)
affects purchase behavior (Bast, sHaomghg, t Bal
20D8

Accor dSpnagr ktso an (@ OB,rlotwmea ndgi f f er ences bet wee
revi ews not only means the review content, k
and negat.Whenreustepmersi pesvonhenwearevmews, | |
descri be a vHowedv eerx, p ewhieenncceust omers post neg
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 eWOMu di ence prefers to think
negat reviews is related to the product and,
posi t (Sene&Lermam, 2007Due 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 negativessage is not that important,

since they will follow negative eWOM easiy. L e e , Par k,). T& eH arne, s u2l 0t0s8 f
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BambaSuwaecrhs e an@0 Mbomgadlrdned +isladte fporo desrcdtmsinie mes g
revi ews would damage the brand equity
NegaEl eet r ooMouwWbr Wi t hin Hospitality I

When consumer know the quality of product
on the I nternet, comparesaseéadedti deotds; bexpe
are those products that consumer cannot kno\
(Nakayama, Sutc) i ifod s & eWaonn,g 2t.0bhGix @ eirs ea cei @r
di fference between expeThe nicref Igweordcse amfd mseqa
experience goods i s mu(€H agtkr okn g)ePan andiZdfiol 9s e a r «
(2011 also stated that forxperience goods, no matter the eWOM message is positive or
negative, the credibility is highThus, the negative reviews has important influences in
hospitality industry

According to the results fronve et2Q@d4ll conmsumealti ne WOM ha
significant influwhepr bthesanbei pwrfatmagcencr
booki ng niumthreerasve |Bgt B pes cewneeW@M dc anre giarnt d rveea s
awareness of hotel, and positive eWOM&Bwi I | b
attiowadredet Wet méul en & )Seegers, 2009

Due to | arge numbers of potenti al custom
booking hotel, mar ket er s hdaovmeo utfedWCbMe s a mawe t
having a profound I mpWOM hel hwospedmlle ttyo i mak
before reservation and redlucevi,hep@dlidndnes
pointed that most Chinese guests willvdirect
commelnhtesr e are several c ywoefed wtf h nieg ah o @i tedleic

Xie .e22Ql#dbobundé hetnéelk perfotmamdeainsi nesat e
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purchakee, overal/l rating, vol ume and vari a:
hotelr es.Xoonsgs a@2a@)lswodi ed the consumer revi ew
indtry, andwhntdecabteadumbast, posted reviews, t
foll owed byhamdwamembactil i niSa@ 0 Ldéx d midnecadn dt |
nature of review posted in Chinese hotel c h.
highly concerngdiedty coasmomamuwxiliary facili
surrounding environment, servi aamdatdtriinkde g, |
secondar§hepalceo di vided t hese: tnhieneb afsaicct oprso
guality, the excitement pop@ut})l quality, and

Dont hu, Kumar , Pand@YR2ridPdhendaycoaalduMi camr ¢
e WOM on medadiaalwhi ch focused.lostsemencal ahdc
expressive factors belongs Noogl IRDN sFtarcu mea ryt al
factors fosBubasencpfadtot, mehiinlse aalxperde yail wes fc

I n hospitaShit yetQ pedounsctiruydewd EFhetory Theory
Amer iuasnt oSmaetri sf acti on | ndex Moeaelgd t,i vaen de WOHVE 1
hospitality industry from six dimensions an
hifghequency wodds sismt s aifaptetdstuareyi cgeual i ty, P
ent husi asm ar e),2hpdo rupf bteod es@ angndd iatr \d, kind and
the food or beyyeBoaoge aaftweninoutasgeaod aci |l i ti es,
and facilities ar)ed momdr uspurtroo uedgseuatraetni nodnrsa g
entertai nmennoiisyybichmattd ic@dgpr pc e)gaen Jo®i hat el
brand (aotagenhot el dsa nbargaengdA hionbaegdei ng t o -st ati s
frequency words in negative eWOM, those rese

W.Chen an@OQL&barded negative eWOM i pnto f i\
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softwar ¢f dait)gmp BEY ead t)irtedd ea,bifaivtay ,|.8dbrid whye

facility of hot el means <c¢l eanliness, food,
facility which includes r&Gomtand upleb iisBied | e
hel pfulness, professional, enthusiasm and so
bel ongs to reliabil@d teyxt raav asdravwiidd tsyuch oavss

Ji dh@PwWOpdated the definiti eoAnoouffe Mi@Mlant | v e ¢
her research, hot el guests athsosovewoulsdflhe aw
city center or importamnttpan®@mmekt atai crer &amnd
(high price and )unreasonabl e charges

To sum up, the conceptual framawedk oonf tihe
primary | evel&d isntdueedkye,s annd Lcionnypuar e s e wearcahl st i
primary IXeveel&t§yalesxo noted the volume and va
thais, responses from hotel managers can mod
sal e perHoowemant erheostpeolnse can al so.Odamagasbaot
mi g ht e | hmomeedisgptoemse t o the negatidve oe WhM,
conswwielrlki ngness to control andl fmatnhag®e ma rhaed &
response cannot solve the problem which was

response may beaodnsiedecedp@apgathasecunt emer

Response St r atEelgeicetsr otodVoNueVgbartdinv eHospi t al i ty

I n communication research fieltp hhgaekyVve
e WOMti |l | had maMogstr ersesagarhcigeaepsr res i ed onudi
crisis communication, serv{Abe amaivlau2gdel 5ahd r e

Crisis management was defined as a series
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t he daOwamneusni catoboer ogsicTtiesi s management, i nf
to be collected and sharled iosrhindaem agremepé n b e

iI's not a bgocadsaevayhen the <crisis speaker W

Researchers believe that it is necessary to
crisis occurs, so afs ptuob |si edioeoapsitnie nolp@ oct adi
i mf or maot itcark e r esponsi bil ictayn anwd i pdt cmsH el mbesr esr

I n crisis resepatefphi baodboesok, respbease denl alce
reducemagmaebui |l d, cricompadeynsyalor maleetiehhe cri
prob;l earsi si s r edumpeairsnesasntsr attheagti pr obbkpomneer sak
to reduce the sexm@mbuwmsnesed pafobdmreinei ¢ hoefr re s p
compaunsyi;ng apod omgperes sathidonusefebuiwleay i mage an
credibebpegi al |l y (Coomrbesy.e i2t0all0l e cri si s

Coondp@)all so | isted the recommendation for
handbwloe&n ¢ &mpaatntyr i buti on of crisis responsi
correction and expl aaatonibstoln whewgrcsemga
adding apol ogyi ti smenaencse stshaaty combhanyi shawl @ n:;
promi se t heo cporerveecnttf ofnu tfuorr@go avmeimseiss& Ho), | aday,
denindly @an use f.or unfact situation

When service failure has happened, to us
more consumelCocmhs s&ida)lt i @asay, 2008

Based on reseapchcedrpsiosuoins hihgs bigger
atti(Rudes})., 2015

|l mMospitali hgse ndoséekry, that respond to ol

considered to b& moeOmeastthe nc ocnotnrsaurnyer f or t hos
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response, the comstumerisemagws oo li Mlo sats potsa It g
under sttdared rtelsgptonse to eWOM is also an i mport
only few hotels use consumer s ewvaSienginlsaranwiatp
crisishoteslpomamragers al so need to deci.de whi
They can choose for defense, and it may caus
can use strategic approach to solve otrlree pro
benefits (StYoParhlke & oA)lleiny, 28dBuc ROritSspunaddhiglw
star hotels are more I|ikely to do response n
Managers need to have a more positive attitude and behavior when there are a large
number of negative online reviewgonly a few p®ple were dissatisfied with the product or
service, they do not need to respokidhen the number of positive reviews and negative
reviews is balanced, apology and guaranteeing the problem would not happen again is the most
useful approachwhile the negatie reviews are much more frequent than positive reviews,
expected apology and promise, and offer redress are necé¢bsmy, De Pelsmacker, &
Purnawirawan, 2015 Sparks and Bradley2017) studied the hotel response strategy in

TripAdvisor, and found that most responses include acknowledgement and explanation

There are sever al ki nds otfelr etsop oonfsfelsi nceo ner
corr dhcatieoln mentions in the response that the
t he p) olmloem(ke fse hgsuee st compl ained online, hov

from)hodpmpdhlootgeylsi nc @, €ompepsatiols ubsti tuti on, fre
gratis, fr ee u;pggoreaavienerghaontde Id irsecsopuonnttH® we o et h e

the response is not (rerdarted Jtdeaiat(heetépldeerd i ains ¢
of the prcohblgeune swh compl ai ned t h)rdefengveh @ W&OIM i n

uses a negative way to respond, denial of th
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cursin@vame 3.t 2013

Accord¥.bh.geeoan@0FOnogr gami zasponse to onli
eW®M is different from tTrhaedyi tfioounnadl uosfeffluiln er ecs
can <changé caotnmisiuvtnuedrce t o become pobBetewei teow
response always | ead to the worse satiahi on,
f au'llhte consequence of def enfiove eGspoopasiresagy | S N
suggested the cofinpamyedGptarmasted gnp | rya tulseer .t han u
Consumer s c @&r ea paob oougty haontde Iprssb Iwéhm ns d lhvei mg g@rt «
i's p@E.YtLted & Deg,ngt,herOelf6or e, accommodative str
responseAsstfroart etghye probl em solving and strat
the hotel to correct mi stakeéentehl iurse ngwhielsg
i mprove hATant ) ma@er3

Ma(20)1l&8l so researched ltwlnggshoteslpomdnd ge rnse ¢
comments within two carteelgaotriioenss hiinp Grhaiinnetseen am
negati ve.Redmmemins hi p mai ntenance i1includes ap
(hotel admits the problem that guest coanpéd on line and gives explanation on why the
problem has happened denyi ng negative comments means f
statement

To sum up, response strategy:l)mso drievd pdeerds @
2Qaccommod@aan ¥e)nreegsadt i3veT hersgp oanrsee fi ve indica
t he accomodad)fciovrer er¢ed g pongge2p | 8n)xtoimpre,nsd )i on ar
denai l I n.$omwe th vteelwsayi gnored reviewer s, an
maeti oned i n 1nlehg ast isMd uaWOMN bel @mgsat ) oahd@at i

defensive responses are also considered as n
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Re s ehaerrcs al so divided the negatFiivdhtiegMB@M i n

conowhoilch means host can control the subject
food and blwvethgse, cebhtext, apol ogry, efcfoend teis \s¢
straAregtyhfeowi stpnt hel host cannot <contr ol t he
Location, hence denying the problem is not u

strategies such as coredcbAbnawmoda 2PullSalgy t o

Al s o, based on the theories efhernegatiw
online reviews al so canWheibvhid éd i b wuwttiéo nt wof
responsi binagat iivse saeW@Mgare about Dissatisfi
Facilities, Poor Food andPBewvxer age, BBadd i gc E
situations, usi MpobhogypConseastrantghdd t he
strateaedqiyen attrdagbuteispmnaefrbehgoateiyvei se WhMv,ar e a
Environment and Poespdmonsat sonat oegiseds i akl r c

Correction, Apology, Compensation, Explainat

Cmceptual Mo d el
Accordonnige previousneegateiav ethewa@liibbivaee d

intwo cdédhit ekt caomfitl rooMd coomhté&holgh contor okl coes e

Di ssati sfRoeodr SSarnviitcaet i , o por PFoondFaod|l Beves age

Mi smatched Price and Billil ow Eonooion dccFlawodhaise &
iPoor EnwiandPmemt iland at t hi s research, respoc
conceptualized i nt o :tntor eree sproinmar, y alcewenmo d a
(correction, apol ogy, explanatiopn, acdmmemgadt

respogsering reviyews and defens
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Based on the review of I|iterature and t he
study attempts to answer the following five

RQ#What maestf e equent negative eWOM messages

to Marrioat I nté€hnaalon
RQ#Rn each category of Marri ottt Il nternat.i
e WOM messages to Marriott International I n C

RQ#3r e Corarnedc tApoonl ogy the most frequent
I nternati onal i n China to negative eWOM ?

RQ#¥What are the most frequent responses
kind of negative eWOM ?

RQ#bn each category of Marriott Internati

used by BManatobnhalntn China?
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CHAPTER 3

METHODOLOGY

I n Chapter 2, the | iter atdroas (edddMatn dnegat
response strategy to negatamd eWOBawads qoest
study were .Rleseapcbhbpasesd gn, popul ation and
pr oceddautrae ,anal ysi s, and valwiediet yi amcdi sreeldi ami |

As mentioned befoo®t!| Yustredited etsleear c mp anc
hospitality industry, while few of redearch
mo u {fehWOMand the response strategy .Mar rnieogtatt i
I nternati onal i's heupvoahd' f1abaragegsrtowh omtge Is
hospital DuyYaiml)y keD18s a@lgopomelraasamong Chi
through its mednbaj s)hH oplé&2dérg,r atno st udy -negat.
odmout h and hot el response strategayr cvhags mogro
researchers focUbeomr mai két wag @oOpiesear ch ga

This study focuses on explori.ng research que

Research Design

I n this study, guantitatnventesealt gbi was
answer the proposkHd| dteif@afr idche g leend daaimmasy ysi s
technique for making inferences by objectiwv
characteri sipqls) Cofntmend s aagnead ysi s hel ps a res
numbers ®ystem¢tieod leJriyfhe2 nlelgati ve eWOM post e

to Maragrimatti dmdal i n Chinas raasdpMase i ornde tlwd es
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sampled for this research, andlnher dat at @ar &n
data, the sampled data were codeidnibtaiserd ofn ¢
vari abl e was .given in Chapter 1

Popul ation and Sample Selection

I n this section, the document sample coll
and sample selection approach were described
Documseamtpl|l e Col Ilnecti on Pl atfor
I n this research, documend osvavmepticeogm wer e
which is an onlOTAAstaravelmpagénaoy -coawmreirere o f
transactions, (OTNApirnoev itdreasv etlo uargiesntcsy wintaht iionnf o r
perception, travel pl anifLivh g& aBngdi ,t o2u0r2ils m pr od
Ct rciogpwww t cojpwas established in 199B& and be
the | argest o@IMTRANe Ghiamhaalc hageowoy des hotelur i sm
booking, air ticket booking, tourism group, corporate travel management and tourism
informationl t has already completed the constructi
over seasscccoirtditdgnsgy wumpdated data in 2020, t her e

registered mearbearsd otnheCtmumQien &eHes BODWiIi ng

I n hot el booki m@megcharwvelewsf a€Cer idp vi ded
(posi ti yend ewva gawtiliemvet hi s study, only negative
anal.yhedresponses were col | éctoefdf ifcrioanh Macrcroiu
than personal account s

Criteria of Sample Selection

Hotels belong to Mameriattda ilmtmainmlta md aCh ic
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of t hi sDuee steam-rtchBe pme,allt heAdd),sth3R40I1ls bel ongi

Marriott International congl omeaom,t ewiitnh mald nHd

and 5 categlouxwersy,ofPrheomiedm, Sel ect)weLengét

i ncl.ndgdtive online reviewshantgdmespolnlsesct ad

Ct rciopn agd hwelel were al so some commenkHoewdvem f c

t hi sofkimaelgati ve-odtoeuget W@Mvias worntdi ncl uded i n t

Sampl e Selection Approach

Samples in the form of negystdmaticadlys ¢ le® ¢ e evd

based on the calendar Ii.As ebocmpykeagss&s&edtmctDad

r e s e aselectede negative revieveystematically on Ctrigom based on the custom@&rs

checkin 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 thirekl, and then followed by the fourth day in the

fourth week, the fifth day in the fifth week and so(@nh e ¢ k dTeatbaliglTdBei 1 ot al

sample size is 1,011 pieces .of text, from wh

Tabll®aBes for Sampling Selection
Fist wSecond| Third |Fourth Fifth| Sixth
2008 2008 20184 20n81| 20188 2018
2013 2018 20185 20n82| 20189 2008
2008 2008 20186 20n83| 20180 2028
2018 200180 20n87| 20084 | 20181 2008
2018 20181 20188 20185 2008 2028
2018 2008 2 20089 201086 2028 2028
20183 20180 20187 2028 20280

Research Procedur e

At first, shaevedat s ebanlpdetde lasmome!| 03n3g5 n g t

Il nternati onal congl omerate by using the samp
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and sampl.Andetleenj oaml i gi ble data s.Bmpkdsower
t en diyfpfeesr eonft ntegati ve eWOM and theidefimtionkof nds o
tebmsinChapter 1, ewaacsh cdoadtead siamtpbDadrlded i igdism@ es$ h &
B(Tabl3e 8odinfabHeeBol€i nlabhaea8l RBodi(Egbbskee

36 Cal cul ating each coding in terms of freque
sampl es were coded.Aifriteog ttshgautacr cecCilwmags spheereft osr m

statisticalln stigmiédmnadantbkenfahtdengsilatanahbal g

research questions provided in chapter 2 wer
Research I nstrument
I n this stuagrecaoadiengashaetr®search instri

e WOM sampl ed fr ontotnh e awedb stiehsep prneSleasti epdmp | e me n t
Marriott .Thttecwowati ngnaheets were created acco
presented .iTabl2&apltlewstlr ates the coding shee
analyzing types of omoemgsaumeabdl8eesdOdvv sp otsht ee dc dodyi n
which was designed for analyzing types of r
Marriott .ITratbedeB3&t i dnhalstrate the coding shee
designed for ampll yamemd ede Dyo nMsaersr i iot t I nt er |

negative eWOM posted by Chinese consumers
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Tabl2e CBoding Sheet A for Analyzing Types of
(Frequency and Percentage
Types of Negative Sample | D

TypeD#ss$atisfied Servicg
TypeP®#02 Sani
TypeP#®#08 Faci
TypeP#Hod Envi
TypeP#0b5 FooO

f
[
[
[
d
TypeP#o6 Loca
r
e
B

tion
TypeB#ad7 Security
TypeM# s&at ched price anf¢
TypeF#&#ai Dur e rand | mage

Ty pe:Gt hledr s

Tab3d3e Coding Sheet B for Analyzing Types of
I nt er NlAate pumearnicy and Percentage

Ty pefs Respon Sampl e | D
1 2 3 4 5 6 7 8

Type:NHB ARespons g
Type:CHrBecti on
Type:ApoCogy
Type:Chmpensat i (
Type:ExpEain
TypeD#nk al
Type:l#gyn@®r e Revi
Typye #HDeHensi ve
TypeO#heér s

Tabld4e QGoding Sheet C for Analyzing Types of
Il nternati onal to Each Tympo wtfh NRogsatte dv eb yE| €@ @
(Frequency and Percentage

Typds Negati ve Types of Respons

A|/B|C|D|E|F|G|H]|I Re mar
1
2
3
4
5
6
7
8
9
10
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Tabld5e Coding Sheet D for AndM Poishn@dTyye Lomfsu
eachtegory of Ma(fFrequentgtendaPerononaht age

Categ
Sampl Types of Negative eWO
| D 1 2 3 4 5 6 7 8 9 10

AIWIN|F

Tab36e Codi ng Sheet E bDbr RAspbywsesgrhpkg mepngt e
of Marri ot {Frlemtueernrcayt iagnrda lIPer cent age

Cat ego
Sampl ¢ Types of Responses
I D A B C D E F G H I

QB|IWIN|F-

Data Analysis Approach

The secaandariyn form of negative .edMOM wer
wwwtcopuri ng SROnMBarty DRDdMbernéd8dati ve revi e
by customer and responses to negative revie
coded bles edatosmgdri es indi.cated in the coding

Descriptive statistics wAnsweamrsedtont at a

questions were showed in ter mssqafar@)vdagssdncy
used to investdignagse awhee tshiegrnitfhiecdntnl vy otel at e«
Validity and Reliability of the .

Potter aodn nleer(isbtPpgBirm posed t hat there are t
val i dity oFi rtshte, rmaskeiamrg ha c odi néc osnhteeentt. taon agl uyi

Coding sheet in this research waSu2cOolbatdr uct e
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t he r e sPevaarf@cthhl Bbhyu s , the coding sheetsescsomdnst
i nvol ves thec areesfewmlr checi si on to use the codi
process

I n ter mst pf -ciromieera briellii abi |l ity i s I mportar
coder evaluates the characteristicLomhbared,sadg
Sny®dDer h, & Brlalctkenhi 208R2udy,attiwe doCddares ewd rz
speakers and graduate student maj oTrheed fiinr scto
coder coded the total number of document sar
of the total sampl es i ndeegpaetnidveent | & v ibeyw sc aat nec
according to the categorAifeser| itdhtaed itmet mam
calcul ated by eachHotbt@®®&m®r oveo e cc oanpvaareidat i on
agreement i ndex

Af ttehre predecumampbéds coded by both coder
9 3o, t he major il nvestigatomedheéokadhother cocaoe

reliability again in the actual study



CHAPT£R

FI NDI NGS

Il n Chapter 3, research design, d odcaut nae n t
anal ysis approach, and validityl dedcrienbedbi |l
this chapter, results from thiThereseaarech i wi
incl:udedresults of sample collection, dat a
Marriott I nternati onal ot uBsb treeksrpso, Gssdeise, 8 phaom skeel
to each type of nofgau(EeWOMe lasmadt rtohrei cdiwdred enc

e WOM and hotel responses in each different h

Result of Sample Coll ection

Afetr  col l ecting data by 3usitnhge mea lhiodd ss gnopsit
out of JIhrreodwde® xvall i d samples odimpegat and ¢

2169 valid sampl e@abflerésponse strategy

Tabll&8ampl e €oCbecltusi on

Sample Types Number
Hot(Marri ott )Internati onal 229
Negative El-ef®Moubhic Word 1, 448
Hot el Response 2,169

Negative El-efctMowmtiitc Word
l nhis part, data of negative eWOM post ec

preseénand anfduyarea ,wah i uss esdi gnoi ftiecsan cdeat a

Out of the negadfmoet el sampbesc Wwbednegat
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posted Mar giuetst sl wtasr Da SiaB)a Isff a leldo vBeed vhb y¢ «

by

Faci RQia%)and Poor (1ShH®H) Whaitlieonsome negative e Wl

Food and (7B@&vandagRroor HiBwMADNh mgeatcent negati v

were Mismatched Price anld 3Biplebracetnltier rbai | 8ad

| ma@83%)and Poor (0.0 %)waatsi otnh eOtfheewesditdvamserdcent age

negati vdheWduar *=-18®4, 0p)x eveal ed the signif
t htahe most frequent negative eWOM used by cu
was Dissat (3s%h)elTd b32%er vAi c e
Tabl2blegati ve eWOM Posted by Consumers

Code Types of Negati| Frequ¢ Per cer

1 Di ssatisfied Servi 521 33 %

2 Poor Sanitation 190 131 %

3 Poor Facilities 385 2 6 %

4 Po&mvirbnmen 77 53 %

5 Poor Food and Bever 110 7.6 %

6 Poor Locati on 1 0.0 %

7 Bad Security 15 1.0 %

8 Mi smatched Price ar 72 4.9 %

9 Fai Bumaed | mage 12 0.8 %

10 Ot her s 65 4.4 %

Tot al 1448 100%

X2 1304
NoteS mgi fi @bt at

Negative eWOM to Each Category Hotel

Marri ottt I nternati onal are selected
Luxury, Premi um, Sel ectl,n HtdhngerpaSttay sdaamd oGo
worodmout h t o each ¢ atHogwervyerwe rdeu editsoc utshsee ds i z

smadheck

det ad),l sL oinng eTra b9 tea y4s

and.

Col

|l ecti on
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Tabl3&ampl e Coll ection of Each Category
Categor Sampl e Siz Sampl e Sgiaztei voef ¢
Luxury 32 176
Premi um 159 1127
Sel ect 33 140
Longer St a 4 4
Coll ection 1 1
Negati velLeXWOMytHotel of Marriott I nte
OQut of the samples of negative eWOM to LI
frequent leyWwOMe gvaatsi vDei ss a@ bl i efdo| $eomwweidc eby Poor
2Z %)Poor Sani thatpersoaeamats wag Mi smatched Price

(85 %) 26&

Bad

specific dissatisfaction was mentioned in the negative reyisvess5 4 per cent ,

wa s not

significamnthef mmditndgrielatnt

Marri ottt

percent wa s

found.Tihre -80hhd a e X==tle@giB e s P br<ealee d t

I nternational

negati ve

(3 B o CThe bnlge . wia s

Poor68opdrandt Bwas.r ger a

sdldW)and Fail ur L1 Bomhaand sl amaey. efarsetd uydno cOt h e r

Poor
h e
e WOM use

Di ssati s

|l nt er n a

Tabldbledati ve LeWOMYyt dlot el of Marriott
Code Types of NegatiFrequ|lPerce
1 Dissatisfied Serv 6 6 35M
2 Poor Sanitation 22 1 5%
3 Poor Facilities 40 27 %
4 Po&mvironment 10 56 %
5 Poor Food and Bev 11 6.2 %
6 Poor Locati on 0 0.0 %
7 Bad Security 2 11 %
8 Mi smaed Price and 15 8.5 %
9 Fai Buaaead | mage 2 11 %
10 Ot her s 8 45 %
Tot a 176 10®%
X? 1263

Not eS ggnanti @&t

0



Negati vePe®NOMumoHot el

Out of
frequently
22A4W)Poor

Poor

percent

t

was

he sampl es

negati ve

Sani t93 | pea% oveest wla3s

Env @1 @namedn t Mi s mad cared

BA @

of Ma

o fHmteglat a fv eMarWwOiMo tt to

Poor
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rriott | nt

P

e MOB %ya sf oDil dawvaetdi dbfgicad i $

F@Go®) and B

Bir (45130 yvh E F.0e60 d

pecuent y wansd.FHéiel ureeweBrta nda sl

Loca(D®&phLast | y (noecticedissatisfaction was mentioned in the negative

reviewwa sO 4 peThe 8ghar eX’=e£311, O.Phr<eveal ed

findindet hmots t

frequent

negati ve

the sic

e WOM wused

Di ssati s

Marriott

Il nternati onal

(BB %W Hibbe.was

Tabdsdlegati ve eWOMotel PoémMamriott I nternatio
Code Types of Negat|Frequ|Perce
1 Di ssatisfied Seryv 398 3B Y
2 Poor Sanitation 157 13 %
3 Poor Facilities 309 24 %
4 Po&mvironment 58 51 %
5 Poor Food and Bev 87 7.7 %
6 Poor dmcati 1 0.0 %
7 Bad Security 12 1.0 &o
8 Mi smatched Price 51 4.5 %
9 Fai Buamed | mage 9 0.7 %
10 Ot her s 45 4.0 %o
Tot a 1127 100 &
X2 13711
Not eS gfniicam®t5 at O
Negati veSeWOMt t Hot el of Marriott | nt e
Out of the samples of negative eWOM to S

frequently

D) Poor

negative

Sanitation an

d P o8d6r

e MO® Qoyasf oDil oaveetdi dbfyiced i $

pFedfada @d nwdh s B P e
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Enviro@iBe)anMdi smatched Pric@2%phdwBillki BgadEISraGa
and FBraomdel made pradsedit vy, (no Seclie dissatisfaction was

mentioned in the negative reviensa sSL’4 per cent , Poor dLomattihmrs e
sampTles -STthuar *=t14.&8, 0p)x eveal ed the sitgmea fica
most frequent negative eWOM used by customer

China was Dis@®t9) ITEbEd. Ser vi ce

Tabd6dlegati ve eWOM to Select Hotels of Marrio

Code Types of Negati| Frequ¢ Per cer
1 Di ssatisfied Servi( 56 4 @ %
2 Poor Sanitation 11 7.8 &0
3 Poor Facilities 35 2%

4 Po&mnvironment 9 6.4 %
5 Poor Food and Bevern 11 7.8 %
6 Poor Location 0 0.0 @
7 Bad Security 1 0.7 %
8 Mi smatched Price ar 6 42 %
9 Fai Bumaed | mage 1 0.7 %
10 Ot her s 10 71 %
Tot al 140 1 0.0

NoteS gni fi@ant at O
Response Strategy
Data of aespynseseseedt by Marriott I nternatic

i n thisSgouaarrte, wahsi al €0 suisgend ftioc athecset dat a

Out of the response strategy saurspeddeshy th
Marriott WweatCeomrma@itlid@ahd Ap@#&yy foll owed by |
Revi e(w®©B3Some r esdpamseaiee £x p89%aBnanhdoMNo Respon
46 w)Very few of t(03F%W) w€omp dtels@a)tail Daf @.0 %) v e

i's theOtf reemess2t3vagertOage of r eTshpeo FSS0®U as O =t teesg y
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1684 ,00pceveal ed t he sitghnei fmocsatn tf rfeignudeinntg rtehsapt:c
by Marriott International i N3 @Wh)anrad t @o rnreggatt ii

(3@ %) T a bal7e.

Tabd7Besponse Strategy used by Marriott Inter
Code Types of Respon| Frequ¢ Per cer
A No response 100 4.6 %

B Correction 848 39 %
C Apology 747 34 %
D Compensation 4 0.1 %
E Explanation 151 6.9 %o
F Denial 8 0.37%
G Ignore Reviewers 305 1D &
H Defensive 1 0.0 %
I Ot her s 5 0.2 %
Tot al 2169 100
G 1684

NoteS gni fi@ant at O

Response Baachtkignyd tmwf Negative eWOM
Il n this part, data of respoalsei mstChitreag yt a
kind of negative eWOW weSgupreswas ecadl ssodusead
significance
Response Strategy to Dissatisfied
OQut of the samples of response strategy t
strategy to Dissatisfied SvarsviCeoer(4 BZda nodny Ma i
Apol ¢Ady%o) foll owed bpGB2%Y RgeppDasdE&)aerder s
Expl an@dot%h)owhi | e ComPd@3amndom@h Rathad t he s ame
peerct.®géensive to Dissatisfied Slehrev-8cheaawas n
t e®¥%=2405, Pbhr<evoeal ed the sitgme fimecantf féaque miy
strategy used by Marriott Il nt ewarnei Coalrechhi

4B Wand Apod® BYyTabl8e. 4
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Tabd8Response Strategy usebDi bgaMasfi etlt Senvec

Code Types of Respon| Frequ¢ Per cer
A No response 45 52 %
B Correction 3914 4 8 %
C Apology 34 6 4 @ %
D Compensation 1 0.1 %
E Explanation 34 3.9 %
F Denial 1 0.1 %
G Ignore Reviewers 38 44 %
H Defensive 0 0.0 &
I Ot her s 0 0.0 &

Tot al 859 1 0.0%
X2 24045

Not eS gfiniicamts at O
Response Strategy to Poor Sanitat
Out eofsatnpl es of response strategy to Poor
to Poor Sanitation uwsaed Coyw3 R&iri ibatl tt olwretde rbrya tA|
B2%) &2 percent was Il gnore RR%h)eawsNo wRespoBs®
9 %)Lastl vy, Be6n ipaclCcwagng n@ati on and Defensive
not found i.7hehJpuea rEripaRts .@dhrevkeal ed the si
findinigetmast frequentbyr eMapan sod tstlmateagyatu o

Sanitation @&ré©a Cod r ApES® opyd b 19e. 4

Tabd9Response Strategy used by Marriott I nter
Code Types of ResponnFrequ|Perce
A No respnse 8 29 %

B Correction 104 3D &
C Apology 8 3 3@ %
D Compensation 0 0.0 %
E Explanation 16 58 %
F Denial 1 0.3 &
G Ignore Reviewers 6 2 25 %
H Defensive 0 0.0 &
I Ot her s 0 0.0 %o
Tot a 274 1 0.0%
X2 1621

Not eSS gni fi@mnt at O



43

Response Strategy to Poor Facili:

Out of the samples of response strategy
strategy to Poor Faciliwhaes Cos(e@ehydMadd owe tdt
by Ap @&y AD per degmtorwasRevi ews, wBir o . s o me
No Respones2e pweadsmsedhtit vy, Debhi pkr ovarst ,0 Co3mpensat
per cDeenftensi ve to Poor SanitatTioe-Syaisar@Edtt efsaur
=14%8, 0P dhr<evetaHedsi gni fi thpt mbshdifmgqubkat r e:

used by Marriott I nternati onal iBnet Wkaainmwa t o

Apol B@W) TEblld . 4

TabdllédResponse Strategy used byl Mares ott I ntei
Code Types of RespornFrequ|Perce
A No response 20 3.6 %

B Correction 201 3 6l %
C Apology 171 30 %
D Compensation 2 0.3 &o
E Explanation 4 8 8.7 %
F Denial 5 09 %
G Ignore Reviewers 105 1D %
H Defensive 0 0.0 %
I Ot he 0 0.0 %
Tot a 552 1 0.0
X2 14%8

Not eS ggni Bt.@@nt
Response Strategy to Poor Environ

OQut of the samples of response strategy t
strategy to Poor Envir onnvanst |uwsneod €B MRB)NA rerwiea t:
foll oviEexdp | my(22a®2 opannd Ap@P DOy @B percent was Co
whil e some (NMWh)Rempemsati on, Deni al and Def en
was not found.Tihre -8thd a # X5s=tle@BB e sOPp br<eveal ed t h
significantthef immodsitn gf rtehgaute nt response strateg

China to Poor Environ3nB@)Tamltd |l gnor e Revi ewe
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TabdleResponse StrategyatusedakkyvMaBoomment | nt el

Code Types of Respon| Frequ¢ Per cer
A No response 9 9.4 %

B Correction 13 135 %

C Apology 19 2O %

D Compensation 0 0.0 %

E Explanation 24 2 2 6o

F Denial 0 0.0 &

G Ignore Reviewers 30 35 &

H Defensve 0 0.0 &

I Ot her s 0 0.0 &
Tot al 95 1 0.0%
X2 1083

NoteS gni fi@ant at O

Response Strategy to Poor Food and
Out of the samples of response strategy
response strat egwertag eP owsre d- oboyd Maardrei B&totr r lerctt a
and Il gnore Reviewed33,pbdond¢éantoAp ddEd@weadsd By
percent was Explanati o@D @wha rhpe nssoanhtei oNgQ Ren
Defensive to Proage Fwas montd Bewrmd -B2thud he skee st
X?=16®02, 0.phreveal ed the sitdrei fmocar netfs pf@iaqnsdeinrsgt rtah
used by Marriott International in @BMWi%¥a t o P

and IRenvoirevB 83 Ta blle . 4

TabdlléResponse Strategy used by Marriott I nteil
Code Types of Respon| Frequ{ Per cer
A No response 3 2.0 %

B Correction 47 3B %
C Apology 45 3 M %
D Compensation 0 0.0 &
E Explanation 8 53 %
F Denial 0 0.0 %
G Ignore Reviewers 47 3B %
H Defensive 0 0.0 %
I Ot her s 0 0.0 %
Tot al 150 1 0.0%
X2 16®2

Not eSS gni fi@mnt at O
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Response Strategy to Poor Locati
Because of the ¢$obpe omH lyd al), ss-adygurapelee ainsal y s
not ap.pli,bcableresponse strategy to Poor Loca

not be discus¢g$leadblligh 4t hi s research

TabdlléResponse Strategy used BgoMaLocattohnt el

Code Types of Respon| Frequ¢ Per cer
A No response 1 1 0%
B Correction 0 0.0 %o
C Apology 0 0.0 %o
D Compensation 0 0.0 %
E Explanation 0 0.0 %
F Denial 0 0.0 &
G Ignore Reviewers 0 0.0 %
H Defensive 0 0.0 &
I Ot her s 0 0.0 %o

Tot al 1 1 0.0

Response Strategy to Bad Securit

Out o f the samples of response strategy
strategy to Bad Secur i twa susPep@® Bo®g yMao Irli owe d |t
Explanati orReaneweégaprébobotBlopetDémipewase2t3 w
Correction, while No Response, Compensation,
found in thhhe eCygsiaam@’=tils@ P9, 0Phr<eveal ed the sic
findithiygetmast frequent response strategy use

Security \Ba®%)ATpgdolllodh.y4
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TabdleResponse Strategy used by Marriott I ntei
Code Types of Respon| Frequ¢( Pertcag
A No response 0 0.0 @

B Correction 4 1D %
C Apology 7 33 %
D Compensation 0 0.0 %
E Explanation 5 23 %
F Denial 0 0.0 &
G Ignore Reviewers 5 2B %
H Defensive 0 0.0 &
I Ot her s 0 0.0 &
Tot al 21 1 0.0
X2 13109

Not eS griamit0m:mt O

Response Strategy to Mismatched Pri ce
Out of the samples of response strategy
frequently response strategy to Mi smatched
| nt er naatsio o 2 K3t wW)n f ol | Apveld@ByWo) 1656 percent w
|l gnore Revi &Wempe,r cemit | edN\ads 3 Reexsppl oaBnSaet ppwoans e Bt , w
a |little few of Compensati o097 Pelnhteaid8igaiad eDef
te(X?=1168, 0pbr<eveal ed the sitgme fincantf féaque miy
strategy used by Marriott I nternational i n
Corre@d®wpannd ApdDP @By yablly .4
Responset iStRHaitlegrye Brand | mage
OQut of the samples of response strategy t
strategy to Failure Brand waasgeou(dd&dd bgn Mar
foll owed @BWM¥Wpaglhogy Revilelwersemwtasarld No Res
111 percent, while Compensation, Explanati on
was not found.Tihne -8thdae &Xs=w2a8@Bes0pbr<eveal ed th

signi fi cantthef inmodsitn gforhelgaut esnttr arteesgy used by Mal



China to

TabdléeResponse

Strategy

Fail uCer Be(4a#@&j(hanlaldd . va s

useti bymaMa

a7

hedoPti tert a

Error
Code Types of Respon| Frequ¢ Per cer
A No response 6 5.8 %
B Correction 34 33D W
C Apology 31 25 %
D Compensation 1 0.9 %
E Explanation 14 135 %
F Denial 1 09 %
G Ignore Reviewers 15 146 &
H Defensive 1 09 %
I Ot her s 0 0.0 &
Tot al 103 1 0.0%
X2 1168
Not*e SFgni fi@ant at O

TabdlléeResponse

Strategy

usebBabBuia

dri mbgel nt e

Code Types of Respon| Frequ¢ Percer
A No response 1 55 &o

B Correction 8 4 4 %

C Apology 7 3B %

D Compensation 0 0.0 %

E Explanation 0 0.0 %

F Denial 0 0.0 %

G Ignore Reviewers 2 11 %

H Defensive 0 0.0 %

I Ot her s 0 0.0 %
Tot al 18 1 0.0
X2 2328

NoteS gni fi@ant at O
Response Strategy to Others

Others in this research paper means that custbaseno pecific dissatisfaction was

mentioned in the negative reviewd u t

negative reviews,

t

of the sampl es

he frequently

of respons

response st
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t waseiCoa# £%m) aldo| | Aweld@ $Hy#) So me

Deni al

per cComtpensation,

5.2

signi fi cantthef immodsitn gf rtehgaute nt

China t

TabdlleResponsyg GSsedtleyg Marri ottt

percent

Res(@d®)sewh®8 ep&r cent

was

and

response

Expl anat i.0ddn
Def ensilvaesttloy Ot h

wa sT heet 838 a r X$p2e2ddsle 0P Hr<eveal ed

0 Ot herds4 mma CEBHB8Yigblilg .4

Il nternati onal

Code Types of Respon| Frequ¢ Percer
A No response 7 7.2 %
B Correction 4 3 4 &4 %
C Apology 38 3% %
D Compensation 0 0.0 %
E Explanation 2 20 %
F Denial 0 0.0 %
G Ignore Reviewers 1 10 %
H Defensive 0 0.0 %
I Ot her s 5 52 %

Tot al 96 1 0@
X2 2231

NoteS gni fi@ant at O

Response

I n

However

Col |l ect

this part,
, due to
i on wder e

dat a
t h e (cshiezcek adfe tsad Bhipslneg virsT &thdagy ssAna

not

of

i ncl

response

ude

Strategy &GUsHeodt ebly oHa cMa rGaitoetgto riynt

strateg

I Sst cr uast seegdy
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ot t I n

strategy u

Tabdlléeésampl e Coll ection of Each Category
Categor| Sample Sizf] Sample Si zeStafat

Luxury 32 267

Premi um 159 16 99

Sel ect 33 197

Longer St a 4 5

Coll ection 1 1

Response StilLaxegy Usé¢el bpf Marri

OQut of the samples of response

the frequentrlay egegs w@s%) p ofl olglyd avre d e (W i8Q n

|l gnore Revi.Z2dvepsesbaovamest wlals NdA74B8 s.pdonper cent w

Expl anati on

not

foundpl.FéoehSgea rqefnl 881, 000x eveal ed t

a (0.8 oYhaamsp e rhsea tfieanbeesnti afl r eagnude nOceyf e n s

he sic

findiimhge tmast frequent response strategy use
in China to negat i(¥® %gawaM CroenBrd& &4 pi gobnbl Py 4
TabdlléResponse Strategy Used by Luxury Hotel

Code Types of Respon| Frequ{ Per cer

A No response 20 7.4 %

B Correction 99 30 %

C Apology 104 3D %

D Compensation 1 0.3 %

E Explanation 13 4.8 %o

F Denid 0 0.0 &

G Ignore Reviewers 30 12 %

H Defensive 0 0.0 %

I Ot her s 0 0.0 &

Tot al 267 1 0.0%

X2 1787
NoteS gni fi@ant at O

Response Strategy Used by Premium Hot el
Out of t he sampl es obfy rRersepnoinusne Hsatrealt e g
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I nternational, the freque@i3B2) rfeslplomveed sk y aA
BAK)l.gnor e Revi7elwepreS cmanst wh4 HE3pdh)aBBt pencent
was No Response,3wWhperadbenCamp eviada tDe®@0n6e wa s C
percent wa & a Dtelf e ,iine Bpedifie dissatisfaction was mentioned in the
negative reviewswa s2 0 peTlhoe Mithiar X?°=tL R0, 0Phr<eveal ed t h
significarthef intoésgungnt haeéeésponse strategy used
I nternati onal in China t@GB2%gatdi Ap@BBWPM wer

(Tabl2d . 4

Tabd2édResponse Strategy Used by Premium Hot el

Code Typesspbn®Re Stri Frequ¢ Per cer
A No response 56 3.3 %
B Correction 6 85 4 (B %
C Apology 569 33 %
D Compensation 2 0.1 %
E Explanation 124 7.3 %
F Denial 6 0.3 %
G Ignore Reviewers 251 14 %
H Defensive 1 0.0 &0
I Ot her s 5 0.2 %

Tot al 1 699 1 0.0 %
X2 1720

Not eSS gni fi@mnt at O

Response Strategy Used by Select Hot el

Out of t he sampl es of response strategy

I nternational, the frequé@n%)y f @lsl|Cowerde clstyi roant
BDB%H)I.gnor e Revileweres cveand lah d .6N6o pPReSspeENtsva SWa S
Expl affdtw) a0 percent was De{®b &)Deafnedn sCiovrep ewmassa
found in tThioe eXgsuaam@’=etbel. Dl , 0.p3r eveal ed t he sic

findi ntghet hnaast frequent response strategy L
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l nternati onal i n China {306 %aqgat iCoe(IRBEPMowe r
(Tabl2d . 4
I n Chapter c4,eddastaanpd fe sc chlalse been presented

The reshkt snost frequent -oafmgat hvesebedbdtyr cmuisd

Marriott I nternational I n Chi na, the most fr
by Mamrnieogtntatli onal in China andutke MmgstMafrre
I nternati onal i n China to eachl rkiaddiotfo m,e gtad
category of Marriott International pon€ki na,

strategy haveThauss,o tbheee ndifsocuunsdsi on of the res

chapter 5

Tabd2eResponse Strategy Used by Select Hotel

Code Types of Respon| Frequ¢ Per cer
A No response 21 1® &
B Correction 6 3 3D %
C Apology 7 2 36k %
D Compensation 1 05 %
E Explanation 14 7.1 %
F Denial 2 1.0 %
G Ignore Reviewers 24 12 %
H Defensive 0 0.0 &
I Ot her s 0 0.0 &

Tot al 197 1 0.0
X2 1491

Not eSS gni fi@mant at O



CHAPTE®ER

DI SCUSSI ON

I n this chapter, conclusion of the rese:
concluded i nThae Ifoigndcianig swafyor each research ¢
Chapter addi ti on, i mi tati o®cofmmdrhd ast iroensse afra
application and for further research were al

Conclusion and Discussion of t he F

Since the rapid development of communicat
o4mo u t(ehWOMh a s attractoemd otfhel aatgteennumber s of
communication and marketing area, because t|
prof ¢uenr@aant al | ops, Carjdonespe&i 8alyi ,on2ho®kpi
Nowadays,rscognestumesed to check the reputatio
reserWaGhieonn & Tabari, 2017

Whil e hot el customers have unpleasant ex
write negative reviews on (Doethyt e2flB2eldl e d o e
on the r esudricdhmdstomChi nese online reviewers

hoel dThestltyhrough coll ecting and analyzing

to Marriott I nternational in China, findings
of hotel and what are the main concerns of h
Obviy,usiotel s stil!]l can i mprove their rep

potential customers by strategdiodmluleywOMspond

And i f the hotel i's able to addressotubl is
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response, it will also Iimprove Bbeego®dwhlelf
Gl asgow, Taher)iThe& eAmtreeny ,r exs@Plomse strategy u

This research anal yzcefuo neeliat i vette ot e 0 ma
China and response strategy us$edcbypcMasi oo

anal yses of the data provide answer for the

Di scussion of Findings for the First

To answer research questitni n g eDiseatiséidd Service is the mostr e qu e n t
negative eWOM messages used by customers to

Dissatisfied Service was the most frequent negative \wbrdouths e n t by Chi ne
customers to Mar hi gthetperdentagewas.38.tDissatisfeet! Servinoe C
and Poor Facilities accounted for a large proportion of the negative review samples, the total
frequency of them was up to .62 percent of total

This result was similar with Xiong and G¢2013 founding, in Chinese hospitality
industry, consumeémegative reviews focused on hotel servi®ienilarlyy Do nt hu2 @z 1 al
found that negative eWOM focused on serxrvice

Tourism and hospitality i(MWdwuWu, yQdmdroinygah
Sa& Liao, i20l1#88eeektoprng hospitality market,
core competitleemgs& )OhehbdP®E&E service is al
of consumer s

The theory of justice was used to explore the relationship between coGsumer
satisfaction and produskrvice in communication aré&hile consumersvere using products
or feeling service, three dimensions of justice perception would be appeeseddistributive

justice, it followed with outcome; seconiiprocedural justiag it concentrated on the process
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that related to the outcome; thiffilnteractional justice it focused on the interactive actions
during the processnjustice perception would lead to dissatisfact{gn, Ju, & Hsu, 2015
The justice started from expectation
Hotels of Marriott International focused on service and facilifi@sVvall, 2018, it
meansthat consumers would expect haklservice and facilities as weWhile consumers
could not feel good service anctilties as expected, they would have injustice perception,
and then, the injustice perception became dissatisfaétitar this situationc on s umer s wou
have compl aining pssycahedliogilLceeael, ). a&c tBiov idteine s | 1,
| srael2@)edtl sl t hought the behaviheror yo wlfd
CogniDiisseonance ahsadwefldumhawhfircogpre Whem dO®®GR2u mer
encounter services and products that do not
di ssonance and need to rebalance by compl ain
The first research finding showed consusbeomplaining focused on service, Marriott
International in China should understand why consumers had negative perception and pay more
attention on it to improve the consum@rsatisfaction and hotéd reputation, the
recommendation would be providedSaction5.3.1.
Di scussion of Findings for the Seconc

To answer resfibaschtgqesdwesottle® vineet freque

el ectr o-odmo u eRMOGMLt o Luxury, Premium and Sel e
Il nternathnapalk hens €EifPomd FcRr®uwas oeshe smal.l S
Longer Stays and Collection hotels of Marri

this research
No matter the differemmailrevebssmplodi nhottcl

I nternati onal i's abiofuft b segtvd Ickea ewdn&df draecntl i g u a
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stan@ardLi, Wang.Ma&riLawt 2Gi4rnational S egme
cat e glplru xelByPyr,e mi)cm,|] dcongerargCoylsl efhteo mmany

group also defined thexhoy edi i%btehsnpdoakreg i adredf fseu
amenities O0anRlr esceiruvm ceisme @ hi st pcavedeand t hou

and ser viecleesct afnsnmar tt oamdh ae &b ys eaonidiad ¢ 5§ etst a

Il nternat)Alnlal hok®l2d of Marriott I ntermnati on,
secegiand facility, tlhevdl fHetrelnc ewiilsl thauwe hd
|l evel service armde fdadifleirteyncset aredarteesd t o t he

chose dioftfee hd@tveil ST er ent .Baxsgesdc tudasteTihoem® rays awed |

CogniDiisseo Mla@cey me Bteicdhildbch we coul d under st a

bel ong toyeveMgrcabegotrnternational received
and facilities

Nowadays, t hecidliiftfiee nicre haot dl s of gehe sar
therefore, service has become the biggest cr

(Mohsin & LoClonsmsmeXddst tattensati(haaltamn d
201lRhe recommendati onSevothBnn be di scussed in
Di scussion of Findings for the Third
To answer resga€ghr gqatecisan oand, Afoleggyenwer
responses used by Maariothnedgatieveae WONalI i n
Correction was the most frequent responsc¢
China to negative eWDOM, ahe pekeceneayweHvpansoB
of total dat a, it waBheiofumtalre itro ftrheag 4onfc i Geosl
percent .of the total

According to pamrvcmasagdeateehrtarteusrpeonse str
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negative reviews I nmehndas ppimtea@lhiatgyp einn ®Rad krey tal
negative eWOMdiusthgs pitthal intay uirre of fhegati ve
cont poliltedal so means hot.¢é¢lh thol mote@ateepon
Apolwagyl d be the high mé& oohmads r&e sHod A saedsasyt, r &2t
mat ched responseMagtrriaotte g iteost endased t @ @nf@ilon al n ¢

customers during theepabrcesdekornreliiewsopdraditd g/, |

I nternati onal actively stated in the respons
negative reviews, and thi & mawea sdarcradtongnlbyt
the Ghoitmddhee im nds of potential customers

However, the frequency . O&fotlhpcoDa.ll gdh@RRa wige w
Reviewers also belongs to negative response,

respomseot only f avielsy ttoo rneesgpaotnidv ep orsésvtiie ws

requirement, buts iitmaales o nr etdhuec ensi nhdosi teadf sp of e
Marriott International I n Chainrda tgtyo ulod sayvay da
kind ofsteapeggpeto respond to negative onlin

When negative eWOM appear ed.,Thleosti@lese rcyan r
caasobe wused in.Rrheviroeussolmudeggeeoarch studied an
cor pisr atesse acti on t @& cjhuasntgiec ec opnesrucneeprt i on, i
properly hawmdt emgdomaslminaesr k, apol ogy, )cobbacgct,
influence wWsun, b20¥#®duced

Baseldianmnd ®@0d§réesearch, correctidesamabapgo
responses f.Nomwadagsomemustomers have higher
emotional.Apwpegiyecaa directly yedl ebot ehe it

|l i ke a kind of emotional commpamdadttiyoms,erand ei
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stomers are also very concerned that hot e
ppened duringf ¢thei ri mprBdyweamn dC dchrorpeect i on and
the useful response strategy to negative
rge numbers data of response strdt egayn usee
sewheddher t hereg .vwealsipbnses

This research found Marriott I nternati ona

gati ve ohlcioses inieearineedwiygd tuh of t hem bel ongs t
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