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Abstract. Successful operation of hotels and their development depends on satisfying customer needs. The
Internet has brought significant changes in everyday life. It creates new opportunities and challenges in a world that
is constantly changing but also for companies that operate in it. The Internet has also significantly changed the
operating environment of the hotel industry. The objective of this article is to determine the link between online
customer reviews expressing the quality of hotels and the willingness of customers to recommend the accommodation,
based on the research conducted within the Visegrad Group. In view of the existing research gap on factors affecting
customer satisfaction in accommodation facilities, the article helps to broaden the theoretical basis of the issue and
helps hotel and accommodation establishments to establish marketing strategies that will lead to a better
understanding of indicators affecting their customers' satisfaction. Research is based on customer reviews of hotel
services published by Expedia.com, which focus on rating hotels in the Visegrad countries. Within the selected hotel
ratings, we used automatic data collection for monitored variables (ratings). 345175 ratings have been analysed for
1500 hotels. The focus was on the percentage of guests recommending hotels in relation to selected variables. Data
collection took place in the first half of 2017. The outputs of our research point to the fact that in the Visegrad Group
countries there is a significant impact of specific variables expressing the quality of the hotel on the percentage of
customers recommending the accommodation. Hotels that have a marketing philosophy primarily or secondarily built
for achieving a good reputation should not neglect activities that have a positive effect on Room cleanliness, Service
and staff, Room comfort or Hotel condition as they reflect the increasing value of the recommendation in the theoretical
but especially practical, and thus a steadily increasing competitive advantage.

Keywords: tourism, reputation, marketing communication, hotels, Visegrad Group.

Introduction. Successful operation of hotels and their development depends on satisfying customer
needs. The Internet offers a very sophisticated option of reviewing accommodation facilities. Guests are
considering these reviews when they are choosing a hotel. Hotel services can be rated in multiple
attributes. Various review portals have built their own «user-friendly» hotel quality rating questionnaires,
the outputs of which are freely available on the Internet. This modern one can be seen as very positive
because it takes into account the true idea of marketing and thus the satisfaction of customer's needs.

The Internet has brought significant changes in everyday life. It creates new opportunities and
challenges in a world that is constantly changing but also for companies that operate in it. This continued
growth of the Internet has also significantly changed the operating environment of the hotel industry. No
doubt, it has become an innovative marketing tool for providing information and online transactions
(Doolin, et al., 2002). The informational character of tourism products means that the Internet, which offers
global reach and multimedia capabilities, is an increasingly important means of promoting and distributing
the services of this sector. Online marketing tools are not just for big hotel chains. Websites that are well
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designed and easy to use provide cheap and efficient platforms for online marketing and advertising,
potentially increasing the hotels' market competitiveness (Lituchy and Rail, 2000; Merono-Cerdan and
Soto-Acosta, 2007).

In order to maintain competitiveness, customer satisfaction and loyalty has become one of the main
goals in all areas of business, especially in tourism (Gavurova et al., 2016). This is due to higher
expectations of experience than to other sectors like banking or other financial sectors where customers
are looking for more functional advantages (Aminu, 2012). High customer satisfaction is related to market
share, loyalty and consequently higher company profits (Szymanski and Hise, 2000). For tourism
providers, it is extremely important to ensure customer satisfaction as it is assumed that such efforts will
lead to a higher level of redemption and customer loyalty (Yoon and Uysal 2005).

Consumer behaviour includes, according to Clement (2004) or Soltes and Gavurova (2015) the
identification of people's needs, the exploration of their motivations and the processes that play a role in
preference for one product before another. Nowadays, product satisfaction and customer retention are the
most significant values (Vysekalova, 2004), as they are one of the cornerstones of long-term business
success (Schiffman and Kanuk, 2004).

The growing importance of online reputation is also reflected in the increasing number of scientific and
research contributions dealing with this issue. However, our research, in comparison with others, focuses
on describing the impact of online customer reviews that express the quality of the hotel on the willingness
of customers to recommend the accommodation, while the key factors of our research were Room
Cleanliness, Service and Staff, Room comfort and Hotel condition. The objective of this article is therefore
to fill an existing research gap and to expand the factors influencing customer satisfaction in
accommodation facilities.

Literature Review. The authors of the first scientific publications focusing on the before-mentioned
issues are Dellarocas (2003) and Godes and Mayzlin (2004). The relationship between customer reviews
and sales have been investigated by many authors (Chevalier and Mayzlin, 2006; Clemons et al., 2006;
Dellarocas et al., 2007). Later on, the area of forged online customer reviews (Hu et al., 2011; Li and amp;
Hitt, 2008) and a study on the usefulness of online reviews were examined (Mudambi and Schuff, 2010).

However, studies and researches dealing with online hotel reputation can be divided into studies
exploring the organizational implications of online reviews and those that analyse antecedents, i.e. those
that affect customers when writing online reviews. In the first category (outcomes), there are many studies
that show how beneficial is the reputation of online hotels through online customer reviews and that it
positively influences sales and business performance as well as customer attitudes towards the industry
(Sparks and Browning, 2011; Qiang et al., 2009). Li et al. (2008), however, found that the good reputation
of vendors positively impacts on the volume of their sales, but the marginal effect of this impact has fallen
sharply, and some scientists have even concluded that reputation has only a low impact on sales. Zhang
and Zhang (2011) demonstrated in their studies that if the reputation level is lower than a certain threshold,
sales are negatively affected by the reputation and if the seller's reputation exceeds a certain critical value,
a better rating will certainly help to increase sales.

In the second category (antecedents), the research focuses on one side on the factors of the customer,
such as satisfaction, dissatisfaction, re-visit or sense of community affiliation (Crotts et al., 2009, Bronner
and Hoog, 2011) (Inversini et al., 2010; Getz and Carlsen, 2005; Morrison et al., 2010), and, on the other
hand, on hotel characteristics such as image, innovation, product and service quality, management
functions (Inversini et al., 2010; Getz and Carlsen, 2005; Morrison et al., 2010). By developing e-
commerce, online reviews became increasingly important for consumers when deciding to buy products.
Itis currently estimated that around 82% of consumers are reading reviews before making a decision (The
research was conducted by ECC-Net (2013) in December 2012). Respondents were from 19 European
countries — Austria, Belgium, Bulgaria, Cyprus, the Czech Republic, Estonia, Finland, France, Germany,
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Latvia, Luxembourg, Spain, Greece, Iceland, ltaly, Malta, Netherlands, Sweden and Slovakia. In total, 573
respondents were involved in the research). In today's global context, 46% of the population is using social
media to help with purchasing decisions. Nielsen (2012) conducted a global survey to determine the
credibility of ads between 31st of August and 16th of September 2011. More than 28000 online consumers
were involved from 56 countries across the Asian-Pacific region, Europe, Latin America, the Middle East,
Africa and North America, with a sample based on age and gender for each country. As a result, people
increasingly rely on online product ratings provided by consumers who bought these products earlier and
consider them as sources of information to derive the quality of available purchasing options (Li and amp;
Hitt, 2008; Simonson and Rosen, 2014; Svec, Olsovska and Mura, 2015). Online reputation is especially
important in the hospitality industry and is extremely important in the context of hotel companies due to
the high sensitivity and enormous impact of customer's electronic activities on online hotel reputation
(Cantallops and Salvi, 2014; Gonzalez et al., 2013).

Researches also show that more than 60% of consumers trust in information obtained from partners,
rather than in information obtained from companies. In addition, more than 50% of consumers consider
reviewed websites to be more trustworthy sources than companies' official websites (Consumer Focus,
2012). A study at the University of Applied Sciences Worms in Germany suggests that nearly 96% of
Internet users consider online reviews to be important (Conrady, 2014). Similarly, data from the USA show
that over 80% of respondents surveyed consider Internet reviews valuable. The PeopleClaim (2013)
survey was conducted on a sample of 2 445 US respondents in May 2013.

It is very important for businesses to have a look at post-purchasing consumer behaviour and try to
limit the so-called post-purchasing dissonance as much as possible. Dissonance represents a post-

purchasing discrepancy that consumers experience when purchasing the product (Richterova, et al.,
2005). However, according to Koller and Salzberger (2007), cognitive dissonance may occur not only at
the post-purchasing stage but is also occurring at the decision-making. It is also known because it is
created mainly in three ways - firstly it can be created by any logical discrepancy. Secondly, it can arise
when the person experiences disunity between his/her attitude and behaviour, or between his/her own
behaviours, and thirdly, the discrepancy can occur when excessive expectations are not met, note Loudon
and Della Bitta (2002).

We are of the opinion that, with the growing popularity of e-commerce, the dynamics of consumer
behaviour is also changing. Research suggests an extraordinarily important role for customer ratings,
which are also becoming supportive elements of consumer's decision-making in the online environment.
Whether the positive or negative opinions of customers, the evaluation of the provided service, and last
but not least, recommending the hotel to others, are now regarded as a valuable source of information
available to consumers at various online portals through which these customers booked the hotels. The
world's most famous portals are undoubtedly the Tripadvisor, Booking and Expedia.

TripAdvisor was founded in 2000 and has become the most popular travel and accommodation
destination in the United States (Statista, 2018a) with more than 600 million user reviews, with an average
of 270 user reviews per minute. It provides an overview of 7.5 million accommodation, airlines, attractions
or restaurants. It compares prices from more than 200 hotel portals and the company's revenue reached
1 556 billion dollars (Expandedrambling 2018) in 2017. According to Statista (2018b), from April 2018,
Tripadvisor reaches 37.7 million visitors per month. According to the declared facts, it can be said that the
type of portal is not only an online reputation tool but is also an important tool for e-commerce.

Booking is the company, which provides travel services in more than 220 countries, recorded travel
bookings of 81.2 billion dollars and revenue of 12.7 billion dollars (Sorells, 2018) in 2017, with net revenues
reaching 2.34 billion dollars in 2017 (Statista 2018d). According to the Statista portal (2018b), from April
2018 it reaches 20.1 million visitors monthly.
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Expedia was established in the United States in 1996 and in 2017 exceeded 88 billion dollars in
reservations. In the same year, Expedia generated revenue of 10.06 billion dollars, of which 5.53 billion
dollars in the US (Statista, 2018c). The number of visitors from April 2018 is, according to Statista (2018b),
at 18.8 million.

Given that the objective of our research was the Visegrad Group, we also mapped some hotel-related
statistics. According to Willoughby (2018), 2017 was a very good year for the tourism industry in the Czech
Republic, with a total number of guests in hotels and other facilities at 20.1 million, a year-on-year increase
of 9.1% in 2016. Four-star hotels were a category that pulled the largest number of guests in 2017 with
1.6 million, an increase of 8.3% two years ago. Three-star hotels and «boarding houses» recorded an
increase in reservations of 7.4%.

In 2017, the number of nights spent in Hungarian accommodation facilities increased by 6.7% to 25.7
million year-on-year. The number of nights spent in accommodation facilities by foreign and domestic
guests grew by 8% (to 13 million) and 5.4% (to 12.7 million), but each country in the Visegrad Region
increased in this direction (Kormany, 2018).

According to Kozon and Cuper (2016), the number of accommodation facilities fluctuated during 2012-
2014 and slightly decreased (by 0.5%) compared to 2012 to 26 232 units with a bed capacity of 1 777
895, which means that this number increased (2.4%). From the point of view of countries, the decrease in
the number of accommodation facilities in the monitored period was recorded only in the Czech Republic
(8.9%), and the largest increase in facilities was in Poland (5.7%). Both domestic and foreign visitors used
the accommodation services of these facilities. The number of visitors to these accommodation facilities
in the monitored period (excluding Slovakia in 2014) has gradually increased, but the highest number of
visitors was recorded by all Visegrad Group countries in 2015. In the V4 countries, more than 58.9 million
visitors (Index 2015/2012 — an increase of 18%) used accommodation services in 2015. Hungary recorded
the highest growth rate in the monitored period (24.1%). In 2015, the highest year-on-year growth was
recorded in Slovakia (16.2%). The analysis of selected statistical indicators from tourism confirmed the
steady trend of growth in the share of domestic and foreign visitors in tourist accommodation facilities. At
the same time, however, it confirmed the long-term unfavourable, decreasing trend of the average number
of overnight stays in tourist accommodation facilities.

Methodology and research methods. Our research focuses on the issue of online reviews,
specifically focusing on customer buying habits in terms of their quality assessment of accommodation
services within the Visegrad group - V4 (i.e. Slovakia (SK), Hungary (HU), the Czech Republic (CZ) and
Poland (PL)). An online customer is a user who has experience with services purchased through the
Expedia portal and has subsequently left feedback about the evaluation of this service. Expressing the
opinion and experience is a customer's own decision, not the responsibility of every user who has
purchased services through that portal. For this reason, not every customer wants to share his/her
experiences by leaving a review.

The aim of the research was to verify the existence of a significant association of customer ratings
expressing the quality (rated variables: Room cleanliness, Service and staff, Room comfort, Hotel
condition) to the percentage of willingness to recommend the accommodation.

The following research problem has been formulated in relation to the above-mentioned main research
goals: «Is there a significant impact of the specific elements of the quality of hotel services (rated Room
cleanliness, Service and staff, Room comfort, Hotel conditions) on the percentage of recommendations in
the individual countries of the Visegrad Group»?

The first step of the analysis was the identification of online portals focusing on the human evaluation
of accommodation providers. The decisive factor in this selection was the data completeness condition for
the subsequent analysis (absolute values). The choice of suitable portals also affected their popularity,
more precisely the number of active entities providing accommodation, as well as the technical capability
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for automated data collection. Based on our selection criteria, we were able to identify one online portal.
The main reason for not linking multiple portals was the inconsistency of the rated variables given by the
portals.

In particular, the Expedia.com portal has been identified by Expedia, Inc, is also a publicly traded
company listed under the ticker symbol EXPE on the NASDAQ Global Market? There are currently 200+
separate brands under the heading of travel booking sites. Among the most significant ones is the portal
mentioned above, Expedia, and others like Hotels.com, Trivago.com, or Hotwire.com.

Expedia.com is one of the world’s leading full-service online travel brands helping travellers easily plan
and book travel from the widest selection of vacation packages, flights, hotels, rental cars, rail, cruises,
activities, attractions, and services (Expedia 2017). This portal was founded in 1996. Nowadays, it has
localized sites in 33 countries. Expedia.com has over 40 million post-stay reviews and more than 30 million
real-time reviews.

Total revenue for Expedia in 2017 reached 10.06 billion dollars, which is a 15% year-on-year increase.
Expedia is an online travel agency characterized by several predominant business models, such as
Merchant, Agency, Advertising and media, HomeAway. Expedia helps to book hotel rooms, airlines, car
rentals, or other travel services from travel agencies. Expedia records such reservations. However, most
of the business transactions are related to hotel reservations. According to Expedia's 2017 annual report
in 2017, Merchant reached $ 5.394 billion dollars, an 11% year-on-year increase, with a 54% share of total
revenue. As part of the Agency model, Expedia makes travel reservations easier and acts as the agent in
the transaction, passing reservations booked by the traveller to the relevant travel provider. Expedia
receives commissions or ticketing fees from the travel supplier and/or traveller. Agency reached 2.687
billion dollars in 2017 (an 11% increase compared to 2016), and its share of the company's total revenue
is 27%. Under the advertising model, Expedia offers travel and non-travel advertisers’ access to a potential
source of transactions through various media and advertising offerings on Trivago and from transaction-
based websites. The cost of the campaign placed on the Expedia portals varies depending on the
timeframe, location, impressions, and exposure range, but the value is at least 10.000 dollars (Advertising.
Expedia, 2018). Revenue from the Advertising and Media business model rose 33% over the previous
year and reached 1.073 billion dollars in 2017. In total, this business model is shared by 11%. Under the
HomeAway, Expedia earns revenue related to subscription-based vacation rental listing and other ancillary
services provided to property owners and managers as well as from the traveller service. HomeAway
reached 0.906 billion dollars in revenue (33% year-on-year increase), accounting for 9% of its total
revenue for the year 2017.

For the purpose of the research, the following rated variables were identified as Number of customer
reviews, Guests recommendations percentage, overall rating, Room cleanliness, Service and staff, Room
comfort, Hotel condition. We have selected variables that are directly tracked by the Expedia.com, we
have not created own variables in our research. The above variables are the main rated variables with
which Expedia.com presents hotel ratings. This fact was the reason for choosing these variables.

The next step of the analysis was the identification of the subjects providing accommodation services
within the monitored portal for subsequent data collection, i.e. customer reviews. For data collection
purposes, we used the automatic data collection method using the script in PHP 5.6.17, MySQL 5.7.10
databases, phpMyAdmin, 4.4.15.2 MySQL database manager and Apache 2.4.16 web server. With the
help of the above-mentioned technologies, a script has been created (we used PHP Simple HTML DOM
Parser), which has been identified in the source code on the sub-pages of the summarizing rated entities
providing the accommodation and subsequently records the selected monitored variables within the
database. Selected technologies and procedures have been chosen based on our previous personal
experience in the given area. Implementation of this step took place in several phases in April 2017. As
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part of this step, we were able to identify 1500 profiles of accommodation providers suitable for further
analysis.

The third step of the analysis was the control of the monitored variables (ratings) within the identified
profiles of the investigated subjects. The aim of this step was to identify suitable subjects (accommodation
facilities) for further in-depth analysis, identifying entities which included customer ratings and were not
identified as inactive. Only the valid entities were registered. At this stage, the selective condition of the
subjects was implemented; specifically, subjects included in the survey whose profile contained at least
20 customer reviews. As in the previous step, the automatic data collection method was used in this script.
The implementation of the data collection took place in May 2017.

From the data obtained in this step, 1942 entities with customer ratings were identified. The survey
included 1500 (77.24%) subjects — subjects with more than 20 customer reviews. The analysis of the
variables is based on the total sample of 345 175 customer reviews. It should be emphasized that all hotel
reviews are taken into account, we did not focus on a certain period. A closer look at the data obtained is
given in Table 1 and Table 2, which describe the basic characteristics of the research file.

Table 1. Characteristics of the research file — by country

Country Valid subjects (N) Valid subjects (%) Reviews (N) Reviews (%)
SK 107 7.13 13 934 4.04
CZ 545 36.33 154 685 44.81
PL 642 42.80 101752 29.48
HU 206 13.73 74 804 21.67
Total 1500 100.00 345175 100.00
Sources: developed by the authors.
Table 2. Characteristics of the research file — by country
Hotel CZ HU PL SK
stars (N) (%) (N) (%) (N) (%) (N) (%)
1 0 0.00 1 0.49 9 1.41 0 0.00
15 0 0.00 1 0.49 5 0.78 1 0.93
2 15 2.75 11 5.34 73 11.41 9 8.41
25 4 0.73 2 0.97 10 1.56 1 0.93
3 176 32.29 64 31.07 263 41.09 36 33.64
35 46 8.44 29 14.08 74 11.56 8 748
4 244 44.77 72 34.95 169 26.41 42 39.25
4.5 16 2.94 7 3.40 1 0.16 2 1.87
5 44 8.07 19 9.22 36 5.63 8 7.48
Total 545 100.00 206 100.00 640 100.00 107 100.00

Sources: developed by the authors.

The variables entered in the ordinal scale in the range from 1 to 5. The variables were the Room
cleanliness, Service and staff, Room comfort, Hotel condition and the percentage of Guests
recommending a particular hotel. In the statistical processing of the file, we proceeded to describe the
variables by visualizing Boxplot later by descriptive statistics in the diameter and by the standard deviation
of the minimum and the maximum of the given variable. The associations were derived by the Kendall
coefficient correlation coefficient since it was an ordinal scale with unequal abilities of the individual
categories of the analysed variables. In order to reduce the association between individual evaluations,
we used Spearman's correlation coefficient p. Cronbach's a was used to calculate reliability. To find the
exact measure of the aggregate variable association created from the separate evaluations, we will use
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the above-mentioned Kendall coefficient 1. 1500 subjects were investigated. The following Boxplot chart
visualizes the user rating of the individual rated variables (Room cleanliness, Service and staff, Room
comfort, Hotel condition) and the percentage of recommendations between the countries of the Visegrad
Group.

Results. Visualizations of individual element ratings along with Boxplot's standard outputs also show
the relative abundance defined by the width of the figure (Figure 1). As can be seen below, in general, the
best hotels are in Slovakia, then in Poland. There is a very small difference between the Hungarian and
Czech hotels. Moreover, Hungary has achieved a much better rating referring to Hotel condition. The most
frequent evaluations were in the range of about 4 to 4.5. The range of the file is quite large, starting with
remote and extreme values in the low score area around level 2 passing through the statistical minimum
located in the area around the value of the rating 3 and ending at the maximum fluctuating at the value of
5, i.e. at the theoretical maximum of the evaluation interval.
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Figure 1. The output of separate ratings between the V4 countries
Sources: developed by the authors.

The following Figure 2 shows the percentage of the recommendations. As can be seen, the
recommendations materialize in higher values. Extreme values begin approximately at about 10%. The
statistical minimum starts at 60%, the lower quartile is relatively high, about 85%, and the median is at 90
% and in the case of Poland and Slovakia, the majority of the rating reaches the theoretical maximum.
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Figure 2. Hotel recommendations between the V4 countries
Sources: developed by the authors.

The following table 3 shows the basics of the descriptive statistics of the analysed variables between
individual hotels in the Visegrad Group.

Table 3. Descriptive statistics of the analysed variables

(074 HU
Min Max Mean Std. Dev Min Max Mean Std. Dev
Room cleanliness 2.2 5 4.31 0.41 2.8 5.0 4.24 0.43
Service & staff 2.7 5 416 0.43 2.6 5.0 418 0.41
Room comfort 1.9 5 4.04 0.47 2.6 4.9 4.02 0.50
Hotel condition 2.0 5 4.07 0.50 2.5 49 4.08 0.51
Guests recommend 9.0 100 88.37 12.47 33.0 100 8743 13.01
PL SK
Min Max Mean Std. Dev Min Max Mean Std. Dev
Room cleanliness 2.7 5.0 4.36 0.38 3.1 5.0 4.38 0.44
Service & staff 2.6 5.0 4.23 0.40 2.8 4.9 4.23 0.44
Room comfort 2.3 4.9 4.07 0.44 2.5 49 415 0.51
Hotel condition 2.1 5.0 4.16 0.46 25 49 418 0.56
Guests recommend 20 100 88.46 13.99 46 100 87.68 15.34

Sources: developed by the authors.

The Room Cleanliness variable was best rated in Slovakia with an output of 4.38, with a difference of
two hundredths in the ranking of the given variable in the second place. Polish hotels followed the Czech
Republic with an output of 4.31 and a fourth one is Hungary with an average rating of 4.24. The lowest
deviation was recorded in Poland; thus we can assert that the data has the highest confidence level. The
Czech Republic, Hungary and Slovakia have a deviation varying in the range of three hundredths. Similar
results can be seen in other variables (Service and staff, Room comfort, Hotel condition), with a difference
of the order in the Czech Republic and Hungary. The Guest recommendations percentage achieved the
best rating in Poland with an output value of 88.46% and the Czech Republic followed it with a difference
of nine hundredths. Slovakia was placed in a third place on average Guest recommendations with an
output value of 87.68%. Hungary is the fourth one of the V4 countries. The least varied were the outputs
in the Czech Republic and the highest deviation was recorded in Slovakia.
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Table 4. Separate rating association as a percentage of the recommendation

Guests recommend Room Service & Room Hotel
(%) cleanliness staff comfort condition

cz Approximate Sig. 0.000 0.000 0.000 0.000

Kendall's 1-¢ 0.520 0.539 0.511 0.522

HU Approximate Sig. 0.000 0.000 0.000 0.000

Kendall's 1-¢ 0.496 0.465 0.430 0.474

PL Approximate Sig. 0.000 0.000 0.000 0.000

Kendall's 1-¢ 0.377 0.388 0.375 0.375

SK Approximate Sig. 0.000 0.000 0.000 0.000

Kendall's 1-¢ 0.509 0.543 0.435 0.463

Total Approximate Sig. 0.000 0.000 0.000 0.000

Kendall's 1-¢ 0.451 0.461 0.432 0.444

Sources: developed by the authors.

The table above accurately defines the rates of the Room Cleanliness, Service and Staff, Room
comfort and Hotel condition variables. As can be seen, the p-value is in all cases less than 0.05 and even
0.01, which means that in all cases we are talking about a significant association. We interpret the rate of
association in Poland as weak, although its outcomes fluctuate at the middle level, in other countries we
are talking about the middle rate of the association. Such outputs may be caused by the nature of the
service but also by other variables, i.e. if the rated hotel had very positive ratings, in Room cleanliness it
can be assumed that it will have positive ratings also for other variables. The following table verifies this
assumption.

3.0 35 40 45 50 20 3.0 4.0 5.0
A C o
_’Mm 0.87** 0.91** 0.94*+  F=
2 : B
] o 0.80*** 0.84**

3.0

20 35 50

NN
\\ .
-

W J?{mm 0.94**

25 35 45 20 3.0 4.0 5.0
Figure 3. Association (Rho) of separate ratings between each other
Note: * A — Room cleanliness, B — Service & staff, C — Room comfort, D — Hotel condition.
Sources: developed by the authors.

20 35 50

As we can see in the above figure, the p-value is in all cases smaller than 0.01 (***), which means that
in all cases we are talking about a significant association. The intensity of the association is interpreted as
strong in the case of Service and staff and Room comfort. For other combinations, we are talking about
very strong ratings. Separate ratings represent individual items defining the perceived quality of the
accommodation. Similarly, it is possible to create a single aggregate variable expressing quality by
grouping the partial ratings.
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The Cronbach's a reliability output is sufficient to modify the separate items. The admission limit is 0.7
and our output is 0.966, so its representativeness, and therefore the suitability of adjusting the variables,
is not unreasonable. The separate ratings were adjusted by the arithmetic mean, and thus the new
variable, the aggregate quality, was obtained. The following table provides exact information about the
significance and the degree of association of the above-mentioned variables.

Table 5. Associating the average of the individual ratings together with the percentage of the

recommendation
Guests recommend % AND Asymptotic ) Approximate
quality mean Value Standardized Error Approximate T Significance
Kendall's 1-c 0.462 0.015 30.962 0.000
N of Valid Cases 1500

Sources: developed by the authors.

As we can see, the p-value is marginal equals to zero, thus we are talking about a significant degree
of quality association on Guests recommendation percentage. The association rate with the output of
0.462 is understood as the medium to large association rate. From these outputs, the quality is significant
and moderate largely on Guests recommendation percentage.

Conclusions. The issue of online customer reviews and the issue of building a positive online
reputation for tourism stakeholders is an important part of the process of enforcing both the virtual market
and the offline market. It is not necessary to emphasize that customers are the basis of the market. From
this point of view, online reputation has a tremendous impact on tour operators, more precisely on
accommodation facilities. Based on this online reputation, also represented in the form of online customer
reviews, it greatly affects consumer decision-making while purchasing goods and services. From the point
of view of competitiveness, the issue can be considered as highly topical.

The outputs of our research described in the previous sections of this article positively answer our
research question. We take the view that there is a significant impact of specific variables expressing the
quality of the hotel in the individual countries of the Visegrad Group on the percentage of customers
recommending the accommodation.

The conclusion from this article is a separate Hotel Quality rating (Room cleanliness, Service and staff,
Room comfort, Hotel condition) which significantly influences hotel recommendation (Guests recommend
%). Separate rating treated by the arithmetic mean, which is, the variable defining the quality also affects
the recommendation rate.

Hotels that have a marketing philosophy primarily or secondarily built for goodwill, recommendations
should not neglect activities that have a positive impact on Room Cleanliness, Service and Staff, Room
Comfort, Hotel Condition, rewarding the increasing value of recommendations in theoretical but especially
in the practical level, and thus reach a steadily increasing competitive advantage. We solved the problem
and it offers a relatively wide range of questions and creates scope for a number of analyses. The
possibility of analyzing the association is found in a more detailed sorting of variables, but with respect to
the outcomes that have been shown to be high by the association, no significant deviations are expected.

Itis important to look at the matter in a serious way. The greatest risk to tour operators or other market
players is that the long-term online reputation of the entity, built on customer reviews, can damage the
review of a single dissatisfied customer.

As well as the results of many other studies on this issue, the outputs of our research coincide with
undeniable facts and provide relevant insight into how rapid changes in consumer behaviour are directly
observed with the rapid development of e-commerce. Nowadays, building a good online reputation seems
more important than ever before. Particularly if we are thinking of companies in the tourism industry, where
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the competition is huge and the interest of the target customer is extremely demanding. In order to maintain
a steady trend in domestic and foreign visitor growth in Visegrad Group accommodation, it is more than
necessary to take into account the factors that customers regard as relevant and which are the subject of
customer evaluation on available platforms in the form of online customer portal reviews. This tool acts
not only as an unmistakable, extraordinarily valuable source of user-generated information based on
personal experience but can also be considered as a support pillar or effective e-commerce tool for
building trust or positive online reputation. For this reason, we conclude that companies operating in the
hotel industry, not just in the Visegrad Group countries, should increase their focus on continually raising
the level of online reputation management.

Author Contributions: conceptualization, L. K. and M. R.; methodology, R. B.; software, SPSS,
R. B.; validation, F. R., M. O.; formal analysis, L. K.; investigation, M. R.; resources, R. B.; data curation,
M. O.; writing — original draft preparation, F. R.; writing — review and editing, M. O.; visualization, R. B.;
supervision, R. B.; project administration, F. R.; funding acquisition, F. R.

Funding: This article is one of the partial outputs under the scientific research grant VEGA 1/0806/16
«Research on issues of consumer behavior of a new generation of customers with emphasis on identifying
preferences and usability of mobile platforms in the process of e-commerce of the subjects localized
predominantly on the Central European Market» and VEGA 1/0789/17 «Research of e-commerce with
relation to dominant marketing practices and important characteristics of consumer behavior while using
mobile device platforms.»

References

Advertising.Expedia. (2018). How much does a campaign cost? [online, quoted to 24.06.2018]. Retrieved from
https://advertising.expedia.com/specs/faqtcc-cost

Aminu, S. A. (2012) Empirical investigation of the effect of relationship marketing on banks’ customer loyalty in Nigeria.
Interdisciplinary Journal of Contemporary Research in Business, 4(6), 1249-1267.

Bronner, F., & Hoog, R. (2011). Vacationers and e-WOM: who posts, and why, where, and what? J. Travel Res., 50(1), 15-26.

Cantallops, A., & Salvi, F. (2014). New consumer behaviour: A review of research on eWOM and hotels. International Journal
of Hospitality Management, 36, 41-51.

Clement, M. N. (2004). Slovnik marketingu — klicove pojmy a terminy. Brno: Computer Press. 366 p. ISBN 9788025102282.

Clemons, et al. (2006). When Online Reviews Meet Hyperdifferentiation: A Study of the Craft Beer Industry. Journal of
Management Information Systems, 23(2), 149-171.

Conrady, R. (2014). Customer Reviews: kaufentscheidend, glaubwurdig, strategierelevant? [online, quoted to 20.06.2018].
Retrieved from https://v-i-r.de/wp content/uploads/2016/02/Studie-Hotelbewertungen-FHWorms.pdf

Consumer Focus. (2012). In my honest opinion. Consumers and the power of online feedback. [online, quoted to 24.06.2018].
Retrieved from http://rpaltd.co.uk/uploads/report_files/hotel-reviews.pdf

Crotts, J. C., Mason, P. R., & Davis, B. (2009). Measuring guest satisfaction and competitive position in the hospitality and
tourism industry. J. Travel Res., 48(2), 139-151.

Dellarocas, C. (2003). The Digitization of Word of Mouth: Promise and Challenges of Online. Feedback Mechanisms.
Management Science, 49 (10), 1407-1424.

Dellarocas, C., Zhang, X., & Awad, N. F. (2007). Exploring the value of online product reviews in forecasting sales: The case of
motion pictures. Journal of Interactive Marketing, 21(4), 23-45.

Doolin, B., Burgess, L., & Cooper, J. (2002). Evaluating the use of the Web for tourism marketing: a case study from New
Zealand. Tourism Management, 23(5), 557-561.

ECC-Net. (2013). Trust marks report 2013. Can | trust the trust mark? [online, quoted to 24.06.2018]. Retrieved from
http://rpaltd.co.uk/uploads/report_files/hotel-reviews.pdf

Expandedrambling. (2018). Tripadvisor Statistics and Facts. [online, quoted to 22.06.2018]. Retrieved from
https://expandedramblings.com/index.php/tripadvisor-statistics/

Expedia. (2017). Annual Report 2017. [online, quoted to 24.06.2018]. Retrieved from http://ir.expediagroup.com/static-
files/965a3092-d2f0-4383-82a4-f27946e379%eb

Gavurova, B., Vagasova, T. & Kovac, V. (2016). Competitiveness Assessment of Slovak Republic Regions. 13th International
Scientific Conference of the European Financial Systems, European Financial System 2016: Proceedings of the 13th International
Scientific Conference. Edited by: Krajicek, J; Nesleha, J; Urbanovsky, K, Brno, 2016, Jun 27-28, pp. 175.

Getz, D., & Carlsen, J. (2005). Family business in tourism: state of the art. Ann. Tour. Res., 32 (1), 237-258.

218 Marketing and Management of Innovations, 2019, Issue 1
http://mmi.fem.sumdu.edu.ua/en


https://ezproxy.cvtisr.sk:2774/OneClickSearch.do?product=UA&search_mode=OneClickSearch&excludeEventConfig=ExcludeIfFromFullRecPage&SID=C2sOrz84hzTSfu9FBUx&field=ED&value=Krajicek,%20J
https://ezproxy.cvtisr.sk:2774/OneClickSearch.do?product=UA&search_mode=OneClickSearch&excludeEventConfig=ExcludeIfFromFullRecPage&SID=C2sOrz84hzTSfu9FBUx&field=ED&value=Nesleha,%20J
https://ezproxy.cvtisr.sk:2774/OneClickSearch.do?product=UA&search_mode=OneClickSearch&excludeEventConfig=ExcludeIfFromFullRecPage&SID=C2sOrz84hzTSfu9FBUx&field=ED&value=Urbanovsky,%20K

R. Bacik, L. Kmeco, F. Richard, M. Olearova, M. Rigelsky. Marketing Instrument of Improving Hotel Management Service:
Evidence of Visegrad Group Countries.

Godes, D., & Mayzlin, D. (2004). Using Online Conversations to Study Word-of-Mouth Communication. Marketing Science, 23
(4), 545-560.

Gonzalez, M. et al. (2013). Online Customer Reviews of Hotels as participation an increases, better evaluation is obtained.
Comell Hospitality Quarterly, 54(3), 274-283.

Hu, N., Bosg, I., Gao, Y., & Liu, L. (2011). Manipulation in digital word-of-mouth: A reality check for book reviews. Decision
Support Systems, 50 (3), 627-635.

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: Online Book Reviews. Journal of Marketing
Research, 43(3), 345-354.

Inversini, A., Marchiori, E., Dedekind, C., & Cantoni, L. (2010). Applying a conceptual framework to analyze online reputation
of tourism destinations. In: Gretzel, U., et. al. Spring Comp. Sci. Springer-Verlag, Wien, 321-332.

Koller, M., & Salzberger, T. (2007). Cognitive Dissonance as a Relevant Construct throughout the Decision-Making and
Consumption Process: An Empirical Investigation Related to a Package Tour. Journal of Customer Behavior, 6(3), 217-227.

Kormany (2018). Tourism sector trends indicate robust current and future expansion. [online, quoted to 20.06.2018]. Retrieved
from http://lwww.kormany.hu/download/c/78/41000/Tourism%20sector%20trends%20indicate%20robust%20current%%
20and%20future%20expansion.pdf

Kozon, J., & Cuper, J. (2016). Tourism Statistics in the Countries of the Visegrad Four. Forum Statisticum Slovacum, 2(2), 67-
76.

Li, X., & Hitt, L. (2008). Self Selection and the Information Role of Product Reviews. Information Systems Research, 19(4), 456-
474,

Lituchy, T. R., &Rail, A. (2000). Bed and breakfasts, small inns, and the Internet: The impact of technology on the globalization
of small businesses. Journal of International Marketing, 8(2), 86-97.

Loudon, D. L., & Della Bitta, A. J. (2002). Consumer Behaviour — Concepts and applications. Fourth Edition. New Delhi: Tata
McGraw-Hill Publishing Company Limited. ISBN 0-07-047381-1.

Merono-Cerdan, A.L., & Soto-Acosta, P. (2007). External Web content and its influence on organizational performance.
European Journal of Information Systems, 16(1), 66-80.

Morrison, A., Carlsen, J., & Weber, P. (2010). Small tourism business research. Change and evolution. Int. J. Tour. Res.,12,
739-749.

Mudambi, S. M., & Schuff, D. (2010). What Makes a Helpful Online Review? A Study of Customer Reviews on Amazon.com.
MIS Quarterly, 34(1), 185-200.

Nielsen. (2012). Connectivity influences global shopping. [online, quoted to 24.06.2018]. Retrieved from
http://www.nielsen.com/us/en/insights/news/2012/how-connectivity-influences-global-shopping.html

People Claim. (2013). Infographic of Industry Facts Shows Why Online Reviews Are a Big Deal. [online, quoted to 22.06.2018].
Retrieved from https://www.reviewtrackers.com/stats-reveal-online-reviews-big-deal/

Qiang, Y., Law, R., & Gu, B. (2009). The impact of online user reviews on hotel room sales. Int. J. Hosp. Manag., 28(1), 180-
182.

Richterova, K., Kulcakova, M., & Klepochova, D. (2005). Spotrebiteske spravanie. Bratislava: Ekoném. 206 p. ISBN 80-225-
2036-5.

Schiffman, L. G., & Kanuk, L. (2004). Nakupni chovani. Praha: Computer Press. 695 p. ISBN 8025100944.

Simonson, I., & Rosen, E. (2014). Absolute Value: What Really Influences Customers in the Age of (Nearly) Perfect Information.
New York: HarperBusiness. 256 p. ISBN 9780062215680.

Sorells, M. (2018). Booking Holdings reveals $12.7B revenue, goes lukewarm on Airbnb threat. [online, quoted to 24.06.2018].
Retrieved from https://www.phocuswire.com/Booking-Holdings-eamings-full-year-2017

Sparks, B., & Browning, V. (2011). The impact of online reviews on hotel booking intentions and perception of trust. Tour.
Manag., 32, 1310-1323.

Statista. (2018a). TripAdvisor - Statistics & Facts. [online, quoted to 22.06.2018]. Retrieved from
https://www.statista.com/topics/3443/tripadvisor/

Statista. (2018b). Most popular travel properties in the United States as of April 2018, by monthly users. [online, quoted to
22.06.2018]. Retrieved from https://www.statista.com/statistics/269130/monthly-visits-to-travel-portals-in-the-us/

Statista. (2018c). Gross bookings of Expedia, Inc. worldwide from 2005 to 2017. [online, quoted to 22.06.2018]. Retrieved from
https://www.statista.com/statistics/269386/gross-bookings-of-expedia/

Statista. (2018d). Net income of Booking Holdings worldwide from 2007 to 2017. [online, quoted to 22.06.2018]. Retrieved from
https:/www.statista.com/statistics/225461/booking-holidngs-net-income/

Soltes, V., & Gavurova, B. (2015). Modification of Performance Measurement System in the ntentions of globalization trends.
Polish Journal of Management Studies, 11(2), 160-170. ISSN 2081-7452.

Svec, M., Olsovska, A., & Mura, L. (2015). Protection of an «Average Consumer» in the Digital Society — European Context.
International Scientific Conference on Marketing Identity. Marketing Identity: Digital Life, Pt Il Book Series: Marketing Identity, 273-
282, ISBN 978-80-8105-780-9 ISSN 1339-5726

Szymanski, D.M., & Hise, R.T. (2000). e-Satisfaction In: An Initial examination. Journal of Retailing, 76(3), 309-322.

Vysekalova, J. (2004). Psychologie spotfebitele. Praha: Grada. 284 p. ISBN 8024703939.

Marketing and Management of Innovations, 2019, Issue 1 219
http://mmi.fem.sumdu.edu.ua/en



R. Bacik, L. Kmeco, F. Richard, M. Olearova, M. Rigelsky. Marketing Instrument of Improving Hotel Management Service:
Evidence of Visegrad Group Countries.

Willoughby (2018). Czech accommodation facilities enjoyed record tourist number in 2017. [online, quoted to 24.06.2018].
Retrieved from http://www.radio.cz/en/section/business/czech-accommodation-facilities-enjoyed-record-tourist-numbers-in-2017

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on destination loyalty: a structural
model. Tourism Management, 26(1), 45-56.

Zhang, L.F., & Zhang, F.J. (2011). Does E-commerce Reputation Mechanism Matter? Procedia Engineering, 2011(15), 4885-
4889.

P. Bacik, Ph.D., doueHm, pewoscskutli yHisepcumem (CrosaqyuHa);

I1. Kmeko, Ph.D., doueHm, Ynigepcumemcokuli konedx 6isHecy 8 [Npasi (Hexis);

P. ®epopko, Ph.D., lpewoscekutl yHisepcumem (CriogayyuHa);

M. OneapHoBa, lpewoscbkuli yHigepcumem (Crosayduna);

M. Pirenbcbki, lpewoscekull yrigepcumem (CriogayquHa).

MapkeTuHroBi iHCTPyMEHTU niABMILEHHA e(eKTUBHOCTI ynpaBniHHA roTenbHUM Gi3Hecom: [AOCBIA  KpaiH
Buwerpaacbkoi rpynu

Ha eghekmugHicmb ynpaeniHHs 2omenbHUM 6i3HECOM, 8 nepwy Jepey, 8nnusae pigeHb 3a0080MeHHs nompeb cnoxueadis.
Okpim Yyb020 PO3BUMOK [HMEPHEM-NOCy2 3yMOBITIOE NOSBY HOBUX MOXIUBOCMEU ma nociye, Wo 8 C8ok yepey, suMazac 8id
20menbH020 MeHedxMeHmy weudkoi peakyii ma adanmauii do 3miH. [0108HOK MEMOK0 cmammi € 8U3HaYEHHS 83aEMO38 3Ky MiX
OHnaliH-gid2ykamu KrieHmie wodo sikocmi HadaHux nocrye ma ix GaxaHHsM pekomeHOygsamu OaHuli eomenb. O6’ekmom
OocnidxeHHs € 2omeni KpaiH Buweapadcekoi epynu. AkmyanbHicme daHo20 00CHIOKEHHS NOSICHIOEMBCS HEOBXIOHICMI0 aHasi3y
thakmopis, fiKi 8nnusaroMb Ha piseHb 3a0080MEHHA KITiEHMI8 yMOBaMU NPOXUBAHHST y 2omensax. AemopaMu 3anponoHO8aHo
MapKkemuHeosi cmpamezii, siki 8paxosyrome hakmopu enugy Ha pieeHb 3a0080EHHS KITieHmie Ha0aHUMU nocyzamu. Emnipudi
pesynbmamu pobomu rpyHmyombCA Ha gideykax ma oyjiHkax cnoxugavdig Wodo skocmi 20menbHUX nocye, wo onybnikosaHi Ha
mypucmuyHoMmy catmi Expedia.com. Aemopu 3asHayaloms, wo Expedia.com (hokycyembCsi Ha AKICHIU OUiHUi 2omenig KpaiH
Buweepadcskoi epynu. Macugu daHux 0nsi aHanisy 6yno cpopmogaHo Ha 0cHosi 345175 onybnikosaHux pelmuHeaie KiieHmig no
1500 2omensm. ¥ xo0i pobomu aemopu npoaHanisysanu Yyacmky cnoxueauig, siki y nepwiomy nigpivyi 2017 poky pekomeHOyganu
2omeni 32i0H0 obpaHux chakmopig. Aemopu eidmidarome, wio 32i0Ho pe3ynbmamig docnidxeHHs 0ns Kpait Buwezpadcbkoi epynu
XapakmepHUM € npsAMO nponopuiliHa 3anexHicme Mix hakmopamu, siki gidobpaxaiomb sKicmb nocrye 20merto, ma NUMOMOK
8a2010 KilieHmis, AiKi pekomeHAyrmb NpoxusaHHs 8 2omeni. [JocnidxeHHs noka3ano, Wo 20merti, MapkemuH208a nosimuka sKux,
npsiMo 4u onocepedkosaHO cnpsMoBaHa Ha niOBULEHHS iMidXy ma penymauii, matomb 30cepedxysamuchb Ha HacmynHUX
thakmopax: yucmoma KimHamu, 06ciy208yto4ull NepcoHan, KOMOPMHICMb NPUMILUEHHS YU YMOBU NPOXUBAHHS Yy 2omerii.
Buue3sasHayeHi hakmopu no3umueHo 8N1UBaMb Ha 3pOCMaHHs Kiflbkocmi no3UmusHUX 8ideyKig npo 20mefb, Wo mum camum
¢hopmye nozumugHuli imidx 2omesiro ma nocmitiHe 3pocmaHHs i020 KOHKYPEHMHUX nepesaz Ha PUHKy 20mesibHo20 bi3Hecy.

Knto4oBi cnoBa: Typuam, penyTaliisi, MapkeTHIOBi KOMYyHiKaLyji, rotenb, Buerpagcoka rpyna.
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