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Learning Objectives 

After reading this unit, the reader will be able to: 

• understand the nature and importance of online public relations and reputation 

management for the tourism and hospitality businesses; 

• identify the changing role of consumers in the light of web 2.0; 

• infer the impacts of customer reviews and electronic word of mouth on tourism 

and hospitality businesses; 

• list the differences between traditional and new foundations of public relations 

and reputation management; 

• explain the impact of online reviews on consumers’ attitudes towards tourism 

and hospitality businesses; 

• monitor and manage online reviews and communications in the tourism and 

hospitality industry. 

11.0 Introduction 

 

 The internet has changed the way businesses conduct business and 

communicate with their customers. Therefore, using the internet for communication 

and doing business has become a necessity for business success. The amount and 

content of information about companies on the websites of third parties and companies 

are increasing rapidly. In many industries, consumer and organisational purchases are 

made online and internet presence and content affect purchasing decisions of 

customers. Therefore, trust, ethics, and transparency have become very important. 

Communication and the use of effective communication techniques are no longer the 

exclusive domain of public relations. It is important for public relations as it is open to 

anyone with access to the Internet (Philips & Young, 2009). 

 In the new online public relations and reputation management approach, the 

gaps between disciplines such as marketing, customer service, public relations, human 



 

resources and management are filled with the unifying feature of social media. Now, a 

public relations specialist has to manage the entire digital strategy of a business (Ryan, 

2014). 

 There are many online platforms where consumers can evaluate any business 

and/or product. Although the evaluations made on these platforms are generally 

classified as positive and negative, some sites also allow for ranking through points or 

stars. Positive comments generally direct potential consumers to purchase the product 

and/or service offered by the relevant business. On the other hand, negative comments 

can cause potential consumers to hesitate. Negative consumer comments that are not 

taken into account in a timely manner by businesses are effective enough to harm the 

reputation of the business (Larson & Draper, 2015). 

 The Internet makes a significant contribution to saving costs, increasing 

productivity and stimulating economic growth. Therefore, it is critically important for 

public relations to benefit from the internet for economic success and social 

development (Philips & Young, 2009). Speed is an indicator of how businesses are 

exposed to online ideas. In other words, the more visible and common a company is 

online, the faster the bad (or good) news about it (Pownall, 2015). This module explains 

online public relations and reputation management and focuses solely on online 

customer reviews and electronic word of mouth as part of managing online public 

relations strategy.  

11.2 Online Public Relations 

 

 Today, there are two main types of public relations: traditional model and 

interactive model. The traditional model is based on building relationships by 

distributing press releases and press kits tools to media representatives and other 

publishers. The interactive model uses social media, blogs and other influencing 

factors in addition to the tools used by the traditional model (Hospitality Sales & 

Marketing Association International [HSMAI], 2018). There are many ways a business 

public relations officer can communicate using internet technologies. The internet 

brings public relations to the focus of corporate engineering, corporate governance, 

company and brand relations, reputation management, and other management-related 

issues (Philips & Young, 2009). 



 

 Online public relations can be expressed as the maximization of positive 

comments and reviews on third-party sites that can be visited by the target audience, 

such as businesses, brands, products or media sites, social networks, and blogs. In 

addition, online public relations include monitoring and managing the comments and 

reviews about businesses, brands, goods or services, and responding to these 

comments and evaluations when necessary (Chaffey & Ellis-Chadwick, 2019). 

 Larson and Draper (2015, p. 230) explain that timeliness, transparency, and 

training are critical for an effective immediate response to negative consumer 

comments. 

• Timeliness; with a rapid response, the business can direct the attention of the 

press to focus on the reaction to that negativity rather than the negativity itself. 

• Transparency; if the negative situation is caused by the fault of the enterprise, 

the enterprise should take this responsibility by accepting its mistake and then 

focus on the actions to solve the negative situation. 

• Training; employees should be trained by the company on how to react in any 

negative situation. 

 Consumers express their opinions about any brand, good or bad, online. 

Wikipedia, forum sites, blogs, social media sites, and online rating sites are some of 

the environments where consumers express their opinions and complaints about any 

business, product and/or service. Therefore, it is very difficult for any business to keep 

track of the large number of reviews published on all these platforms. For this reason, 

monitoring tools developed to follow the reviews published in online environments can 

be used. Thus, the business can respond in a timely manner by monitoring where, 

when and by whom the evaluations are made (Larson & Draper, 2015). 

 Much of the internet or online world is dependent on information provided on 

websites, e-mail, wikis, and blogs accessed through various tools. In addition to 

increased information, access to this information has become easier, threatening 

traditional intermediaries. This change in the understanding of public relations is an 

issue that the businesses should consider in terms of the internet strategy of the 

business. In other words, this is not just about the company’s presence on the web, 

but its presence on social media in the local environment (Philips & Young, 2009, p. 

62). 



 

 

Figure 1. The Three Elements of Online Public Relations 

 

 

Source: Philips and Young, 2009, p. 94. 

 The three elements of online public relations shown in Figure 1 are explained 

below (Philips & Young, 2009, p.95). 

• ‘Platforms are the devices we use to access the internet and its knowledge. 

These may be a mobile phone, PC, laptop, computer game, television set, in-

car entertainment, e-poster, e-book or many other things now and in the future. 

• Channels include the means by which we access information, like SMS, e-mail, 

instant messaging, websites, social networks (like Myspace and Bebo), blogs, 

Twitter (micro-blogs), wikis, virtual environments and dozens more. 

• The context is important too. Is access at home, travelling, at work, in company, 

alone; when interactivity is easy or hard; in different moods; in different time 

zones and places and when time is at a premium or not’? 

 

 

 

PLATFORMS

CONTEXTCHANNELS



 

 

Figure 2: Change of Communication with Web 2.0 

 

 

Source: Horster and Gottschalk, 2012, p. 230. 

 Figure 2 shows the change in communication with the arrival of web 2.0. Horster 

and Gottschalk (2012) state that there has been a great change in the sharing of 

knowledge. In this process of change, one-way communication from business to 

consumer, which we encounter in the traditional marketing approach, has been 

replaced by a versatile communication form that allows consumers to express their 

thoughts about any business, brand, goods or services via Web 2.0. Consumers who 

are passive in the first form of communication become active in the second form of 

communication. 

 Due to its capacity to disseminate vast amounts of data and information in a 

short time, the internet has an impressive power over the relations and reputations of 

all kinds of organizations, from the smallest business to the government of a country 

(Philips, 2001). According to Charlesworth (2018) an effective digital transformation is 

not a process that only one area or department can carry out. In addition, digital 

transformation is not about technology, but about the strategic use of technology. Major 



 

components of digital transformation include big data, reverse marketing, mobile 

applications, internet of things, and automation of business processes. 

11.3 Online Reputation Management 
 

 Reputation is recognized as a product of the communication process. However, 

reputation is not only formed as a result of product experience, but also shaped by 

social interaction (Horster & Gottschalk, 2012). Reputation, a concept used in 

marketing management, generally refers to the overall negative or positive perception 

and image of a business in the market (Pollák et al., 2016). Chaffey and Ellis-Chadwick 

(2019 p. 588) defined online reputation management as “controlling the reputation of 

an organization through monitoring and controlling messages placed about the 

organization.” 

 Reputation and trust are two determining factors for successful e-commerce. 

Achieving reputation and trust depends on the knowledge consumers have. 

Consumers either obtain this information by directly experiencing it or obtain it from 

third parties who have experienced it (Sabater & Sierra, 2005). Reputation is being 

studied in many areas with different approaches. Two main factors are effective in 

attaching importance to the issue of reputation. The first is the impact of reputation on 

decision making. The second is the acceptance of reputation as the entity of a business 

(Marchiori & Cantoni, 2012). In a study conducted by Kim and Lennon (2013) on 

consumers, it was concluded that business reputation has a significant positive effect 

on consumers’ emotions and a significant negative effect on perceived risk. 

 In the digital world of online environments, consumers who demand any goods 

or services have great power. Reputation, which has a very fragile structure, can lead 

to irrecoverable consequences with a mistake made, whether simple or not. For this 

reason, businesses can follow the flow of information about their products in the digital 

world, preventing the flow of information that may damage the reputation of the 

business or at least keep the damage to a minimum (Pollák et al., 2016). 

 Figure 3 shows the role of social media in shaping an organization’s reputation. 

 

 



 

Figure 3: Role of Social Media in Shaping Reputation 

 

 

Source: Pownall, 2015, p. 19. 

 Pownall (2015) states that social media has three roles in shaping an 

organization’s reputation. The first role is named ‘ignite’; People’s dissatisfaction with 

the organization is triggered because of something that any member of the 

organization does or says online, or because of a professional and/or unethical 

campaign. The second role is called ‘amplify’; People’s thoughts and feelings about 

the organization are expressed. For example, an organization with poor customer 

service will be routinely condemned, even the intensity of feelings expressed by people 

will reach a level of frustration and/or anger. The third and final role is titled ‘sustain’; 

The situations that occur in the first two roles and are undesirable for the organization 

come up again and again at certain time intervals in the social media environment. 

This is because, as in real life, time and place barriers are not present in the internet 

environment. In the virtual environment, which also includes social media, ebb and tide 

is experienced as in the real world. In other words, with the addition of new people to 

any discussion topic about the organization, the topic of discussion comes up again. 

Ignites Amplifies Sustains



 

As the number of people talking about the topic decreases, the organization falls off 

the agenda. The virtual environment causes this process to continue in a cycle, just 

like the tide event. 

 As opposed to traditional advertising, promotional tweets are cheap and can be 

focused on geographic, gender, interest or other factors. In addition, these tweets can 

be followed and generated in real time (Pownall, 2015). Reputation management is a 

role in which the process is carried out by experts in this field in order to protect the 

business reputation from the risk of damage when something goes wrong. This role is 

usually carried out by the public relations department. On the other hand, when 

evaluated from a wider perspective, the reputation of the business and/or the brand is 

the responsibility of all people working in the business. For this reason, everyone must 

do her/his job correctly, that is, they must fulfil their duty to meet customer needs. 

Because when the reputation of the business is damaged more or less, there is usually 

not much to do (Charlesworth, 2018). 

 Larson and Draper (2015) argue that positive content about the business brand 

is an important part of online reputation management. The authors offer nine 

suggestions for better performance in brand searches with positive content (Larson & 

Draper, 2015, p. 232): 

1. ‘Corporate blog 

2. Corporate website 

3. Corporate ads 

4. Social media profiles 

5. Directory listings 

6. Charity microsites 

7. Customer support site 

8. Product microsites 

9. Cause microsites’ 

 Inconsistencies and differences in the information given cause deterioration in 

relationships with loss of confidence, trust, reputation, and fame (Philips & Young, 

2009). The variability of online thinking presents opportunities and challenges to 

businesses. In other words, while people accept online comments about businesses 



 

without questioning them too much, they are open to being persuaded by the correct 

information to be given by businesses (Pownall, 2015). 

 Ryan (2014) lists the traditional and new foundations of public relations and 

reputation management as follows: 

Traditional; 

• Start with strategy and an understanding of your audience, 

• Know the influencers, understand their pressures, gain their trust, 

• The humble press release – it still works, 

• Creativity that gets cut-through: surprise and delight your audience, and make 

it as simple and low-cost as you like, 

• Damage limitation: when crisis strikes, be proactive. 

New; 

• Integrate your idea and manage reputation from top down, and across media, 

• Get to grips with content marketing, 

• Break down the ‘inattention’ barrier, 

• Don’t bank on free media. 

 Marchiori and Cantoni (2012) argue that reputation is one of the most important 

success factors for any business, thanks to its trust and cooperation with stakeholders. 

However, the authors state that two basic elements are necessary for business 

reputation, such as organizational culture and identity. 

 Online reputation management is not a tool or method used to evade business 

responsibilities from bad practices. Therefore, business managers should consider the 

comments and reviews about their businesses and use them for the improvement of 

the goods and services they offer. Negative comments and reviews that harm the 

business must be responded in a timely manner. The subject of complaint can be 

eliminated through the responses to consumer comments and evaluations. This can 

turn customer complaints into satisfaction and customer loyalty (Larson & Draper, 

2015). 

 

 



 

11.4 Online Customer Reviews 

 

 Due to the relationship between online consumer reviews and online purchasing 

behaviour, online evaluations are of great interest in research in tourism and hospitality 

industry. Management of online evaluations, which have an important share in the 

decision-making process of consumers, is of great importance for businesses 

(Schuckert et al., 2015). 

 Leong et al. (2019) state that online evaluations differ in content and polarity. 

The authors state that online evaluations are divided into two as general evaluations 

and detailed evaluations in terms of content. It is also argued that the evaluations in 

terms of polarity can be between two poles as positive evaluations and negative 

evaluations. Consumers use online platforms to express themselves and the 

comments and evaluations stated in online environments have an impact on 

consumers’ attitudes towards a hotel (Ladhari & Michaud, 2015). While positive 

comments and evaluations improve the attitude towards the hotel, negative comments 

and evaluations cause a negative attitude towards the hotel. HSMAI (2018, p. 96), 

states that the basis of success on customer comment and review sites is based on 

five Rs. They are as follows (HSMAI, 2018, p. 96): 

• ‘RATIO: Number of reviews relative to the size of the property. 

• RATING: User-generated score/rating of the property. 

• RECENCY: Number of recent reviews. 

• RELEVANCY: The clout/authority of the person writing the reviews (usually 

determined by quantity of reviews). 

• RESPONSE: Frequency and quality of management responses to reviews (on 

sites where applicable)’. 

 Managers, who know how to react to online consumer comments will benefit the 

business, and make adjustments in management models to achieve the goals of the 

business (Perez-Aranda et al., 2019). With the new millennium, it has become 

impossible for tourism and other businesses operating in other industries to have full 

control over their digital assets due to the emergence of user-generated content. 

Because users who are accepted as guests by tourism and hospitality businesses can 

express their thoughts and perceptions about hotels online. Therefore, positive 



 

evaluations, management responses, up-to-date content and photos can be stated as 

the main factors contributing to the online evaluation strategy (HSMAI, 2018). 

11.5 Electronic Word-of-Mouth (eWOM) 
 

 Consumers traditionally transmitted their experiences of any product to people 

around them, including friends and family members. With the development of the 

internet and social media, many websites have become places where people’s 

opinions, suggestions, complaints, positive and negative evaluations about the 

products they purchase are shared (Chakraborty, 2019, p. 3465). Chaffey and Ellis-

Chadwick (2019, p. 94) define electronic word-of-mouth as “an extension of traditional 

face-to-face word-of-mouth, whereby communication exchanges between individuals 

take place in digital environments.” 

 Word-of-mouth and electronic word-of-mouth are defined by Ismagilova et al., 

(2017, pp. 7–18) as follows: 

Word-of-mouth (WOM): “Oral, person-to-person communication between a receiver and 

a communicator, whom the receiver perceives as non-commercial, concerning a brand, 

product, service, or organization.” 

Electronic word-of-mouth (eWOM): “eWOM is the dynamic and ongoing information 

exchange process between potential, actual, or former consumers regarding a product, 

service, brand, or company, which is available to a multitude of people and institutions 

via the Internet.” 

 Electronic word of mouth (eWOM) has become widespread with the advent of 

Web 2.0 and cloud applications. Therefore, eWOM can be an effective marketing 

channel for managers who carry out the marketing activities of hotel businesses. When 

the data obtained from 497 guests of 10 hotels operating in Kuala Lumpur city of 

Malaysia are analysed; positive and negative eWOM, user’s knowledge and 

involvement in the process, income and education level, and perceived reliability 

factors are found to be important determinants that explain 81% of guests’ intention to 

book (Leong et al., 2019). 

 Figure 4 shows the impacts of the electronic word of mouth. eWOM has an 

impact on many issues from decision-making to business loyalty. Therefore, small and 

medium-sized hotel business managers who do not have the facilities of large 



 

international hotel chains should pay attention to eWOM. Thus, direct information flow 

can be provided on many subjects ranging from brand awareness towards hotels, to 

guests’ perception of reliability or their booking intentions (Leong et al., 2019). 

Figure 4. Impacts of eWOM 

 

 

Source: Leong et al., 2019, p. 149. 

 Ladhari and Michaud (2015) argue that social network users care about each 

other’s opinions. Social networks are also places where businesses display their 

profiles and services. Therefore, tourism businesses such as accommodation 

businesses will have the opportunity to showcase their businesses and respond to the 
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positive and/or negative evaluations of real and potential guests by giving more 

importance to being on social networks and other online environments. 

Figure 5: Review-generating Factors 

 

 

Source: Leong et al., 2019, p. 149. 

 Figure 5 shows the factors that push people who travel to make online reviews. 

These factors not only inform potential vacationers who will demand the same 

products, but also serve as a feedback function for businesses that convey their 

experience as a consumer. The quality of the service provided leads people to make 

positive or negative reviews in online environments. It is thought that the level of pre-

purchase expectation is also effective in these evaluations. Therefore, hotel 

businesses can learn the expectations, needs and wants of their guests in such 
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environments and make arrangements to meet the expectations and requests of the 

guests. In addition, by adding a section to the website of the hotel business, positive 

reviews of guests staying at the hotel can be seen by other potential guests (Leong et 

al., 2019). 

11.6 Managing Customer Reviews and Electronic Word-of-Mouth in Tourism and 

Hospitality Industries 

 

 Public relations provide communication with customers, investors, and other 

stakeholders. The basic issues of public relations are to understand the target 

audience, to have a communication strategy and to convey events with consistent 

messages. In the digital world, every transaction starts with a search. That is why digital 

silence cannot be an option for your business. Google, Facebook, YouTube, and 

Twitter are some of the search media people use the most. These environments are 

important for running the business brand and protecting reputation online. Because 

customers are increasingly turning to digital channels. This causes businesses to both 

turn to digital channels and to change the method of protecting and increasing the 

reputation of the business (Ryan, 2014). 

 Public and stakeholder relationships are traditionally formed according to the 

culture of a business or organization. This method provides an environment that 

provides businesses with the opportunity to present their goods and services. On the 

other hand, it is clear that today we have entered a period of internet-based public 

relations. One of the prominent features of the Internet-based public relations approach 

is that people outside the company have more say in company management, public 

relations and marketing rules (Philips & Young, 2009). 

 Demand for travel and tourism related products fluctuates daily, weekly and 

seasonally. But, if a hotel’s brand identity and customer experience can be 

distinguished significantly from those of its competitors, a stable demand rather than 

fluctuations can be achieved. Therefore, a good public relations process is critical 

(HSMAI, 201). 

 According to the digital toolbox prepared by the European Commission (2017, 

p. 13) for call and medium-sized hotel businesses, a hotel business can use the 

following posting checklist while preparing content on the internet: 



 

1. ‘Before writing (thinking ahead): 

✓ What do you want to say? 

✓ What is the purpose of your post? 

✓ What angle will you take? 

✓ Which audience are you writing for? 

✓ How does your story relate to your audience’s needs? 

2. Readable (can they read your content?): 

✓ Keep sentences simple, taking out unnecessary words and repetition. 

✓ Keep your content short. 

3. Understandable (can they understand what you are saying?): 

✓ Choose the right content type – video, infographic, interactive, text, etc. 

✓ Avoid using expressions and acronyms that others will not understand. 

4. Actionable and Shareable (will they want to take action?): 

✓ Include a call to action. 

✓ Have a place for comments/interaction. 

✓ Give your audience a reason to share! Make sure your content is shareable. 

✓ Have links to related content. 

5. After writing (take one last look): 

✓ Go through your post again. 

✓ Make sure there are no errors. 

 Many people buy their vacation online using websites for destination selection, 

price comparison, and information search. This situation not only saves time to spend 

with brochures, research and travel agencies, but also has an effect on reaching 

thousands of different consumers through a website (Philips & Young, 2009). However, 

Shuckert et al. (2015) conducted research on suspicious online reviews on 

TripAdvisor. According to the results of the research, it was determined that there is a 

difference between the general evaluations of low-star hotels, which are generally 

small and medium-sized, and the evaluations of sub-service dimensions. In addition, 

the rate of suspicious evaluations in the evaluations was determined as 20%. 



 

Therefore, it is an important issue of online public relations that hotel managers follow 

the reviews about their hotels on online platforms and provide the necessary answers. 

In today’s world where abnormality is experienced daily, it is essential to expect 

unexpected events. However, in the midst of a lot of noise, it is necessary to know 

which signs are relevant and which should be taken seriously. It is necessary to 

determine what and to whom can be trusted. For this reason, it is necessary to draw a 

framework in order to understand the threats exposed on social media. Then, it is 

necessary to determine how these threats can affect the business itself and the 

reputation of the business (Pownall, 2015). 

 Although the actors in the tourism industry tend to concentrate on internet 

network services (e.g., Facebook, Twitter, YouTube), tourism businesses lack a 

comprehensive communication strategy. This makes it difficult to determine how the 

activities carried out by tourism enterprises are perceived by consumers. There are 

many examples of how a negative evaluation made by a single user on the Internet 

has a great impact on shaping thoughts about a large business (Horster & Gottschalk, 

2012). 

 In the field of tourism, including the hospitality industry, online reputation anxiety 

has become a major driving force for businesses to improve goods and/or services 

(Gössling et al., 2018). The hospitality industry is trying to develop strategies for 

evaluations by customers, especially negative and/or bad reviews that will harm a 

hotel’s reputation (Levy et al., 2013). In today’s business world, the use of e-mail, 

newsgroups, wikis, chat, blogs, and other communication channels is common (Philips 

& Young, 2009). Hence, harming a company is no longer limited to people with the 

right connections. Threats that may harm the company can come from anyone at 

anytime, anywhere, and by any method causing the loss of reputation (Pownall, 2015). 

 There are two main components in a digital hotel marketing plan. The first is to 

monitor Online Travel Agency (OTA) sites in order to use, integrate and analyse digital 

information and metrics. Second, a hotel has a communication management strategy 

in order to respond to its own guests’ reviews and to encourage them to do so (De 

Pelsmacker et al., 2018, p. 49). Perez-Aranda et al. (2019, p. 625) determined six 

dimensions that hotel managers should consider:  

(i) defining the reputation field, 



 

(ii) evaluating the hotel’s ranking and category evaluations over time, 

(iii) determination of the number of readers and the reach of the sharing, 

(iv) comparison with competitors operating in the hotel industry, 

(v) review of ranking methodologies, and 

(vi) increasing the score affecting the hotel’s reputation. 

   

Table 1: Management of Online Reviews and Comments by Italian Hotel Managers  

Question Answers % 

How hotel managers 
consider eWOM 

Not very important 7 
Very important 93 
Total 100 

Who monitors online 
reputation 

Only internal staff 82 
Internal staff helped by an external provider 9 
Only an external provider 3 
None 7 
Total 100 

How long online reputation 
has been monitored 

For six months 5 
For one year 17 
For two years 18 
For three years or more 60 
Total 100 

How often hotel managers 
monitor online reputation 

Every day 33 
Every week 47 
Every two weeks 9 
Every month 6 
Every three months 5 
Total 100 

Hotel managers’ interest in 
travel website algorithms 
and scores 

Focus on both rankings and ratings 75 
Focus on rankings 8 
Focus on ratings 15 
Not interested in travel website algorithms 
and scores 

2 

Total 100 
How hotel managers 
consider a positive guest 
comment 

An observation about hotel’s strengths 64 
A third-party advertising 36 
Total 100 

How hotel managers 
consider a negative guest 
comment 

A source of information about hotel’s 
weaknesses 

86 

An attempt to bring discredit on the hotel 14 
Total 100 

Source: Aureli and Supino, 2017, p. 95. 

 People evaluate both good and bad experiences they have. Of all the online 

evaluation in the hotel business, 80% of the evaluations are made up of 4 and 5 star 

hotels, while only 3% consists of 1 star hotels. For this reason, it is very important for 

hotel businesses to follow online evaluation platforms. Majority of evaluations (78%) in 



 

the field of tourism and hospitality are made on Booking.com, TripAdvisor, Google and 

Hotel.com (HSMAI, 2018). 

 Table 1 contains information on the practices of Italian hotel managers to 

monitor online reviews in online travel agencies and online evaluation sites. As Table 

1 indicates, almost all (93%) of Italian hotel managers care about eWOM. The rate of 

hotel managers who stated that the evaluations related to hotels are followed up with 

the staff working within the hotel is 82%. In addition, 9% of hotels receive external 

support for hotel evaluations in addition to hotel staff. However, 7% of hotel managers 

state that they do not follow online reviews about hotels. Majority of hotel managers 

(98%) pay attention to the ranking and voting scores of the online platforms where the 

evaluations about the hotels have taken place. A large proportion of hotel managers 

(84%) think that the negative reviews made about the hotels help to identify the weak 

points of the hotel (Aureli & Supino, 2017). 

Figure 1: Categories of Risks to Reputation 

 

 

Source: Pownall, 2015, p. 24. 

 Monitoring comments and posts in the social media is also critical for tourism 

and hospitality businesses. Figure 6 categorizes social media threats and their impact  
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Tablo 2. Online Review Complaint Framework 

Hotel Issues Room Issues Staff Issues 

Check-In 

Restaurant 

Parking 

Billing 

Internet 

Look and feel 

Room service 

Safety 

Location 

Construction 

Booking 

Pool 

Elevator 

Smell 

Vending machines 

Gym 

Shuttle 

Bathroom 

Cleanliness 

Noise 

Room size 

Air conditioning 

Smell 

Television 

Bedding and linens 

Bugs 

Décor 

Bed 

Carpet and floor 

View 

Minibar and refrigerator 

Amenities 

Heat 

Furniture 

Towels 

Walls 

Window 

Phone 

Coffee 

Lighting 

Kitchen 

Front desk 

Housekeeping 

Bellhop 

Concierge 

Maintenance 

Doorman 

Source: Levy et al., 2013, p. 53. 

on companies’ reputation. Strategic issues include the performance of the business 

and its reputation as a whole. Financial issues include loss of income of the business 

and/or business shareholders, increased capital costs, and a decrease in share values. 

Social issues include social, cultural, and environmental issues that will adversely 

affect the reputation of the enterprise when the expectations are not met in matters 

such as environmental pollution, health, food safety. Behavioural issues include 

behaviours by employees or partners of the business, such as unlawful or unethical 

bribery, fraud, sexual harassment, and inequality of opportunity. Legal issues include 



 

intellectual property rights, violations of the law or legislative changes. Operational 

issues include the negativities that may occur in daily processes such as production, 

customer experience, supply chain management, employee health, and safety. 

Technological issues include system malfunctions, malicious or accidental theft, theft, 

destruction or disclosure of company and/or customer information and data (Pownall, 

2015). 

 Table 2 lists the complaints made by hotel guests on online channels (Levy et 

al., 2013). As a result of the analysis of online reviews, it is seen that the negative 

evaluations of the guests are concentrated on the hotel (e.g., Check in, Location, 

Elevator, Parking), room (e.g., Bathroom, Window, Walls, Lighting) and personnel 

(e.g., Front Desk, Housekeeping, Concierge, Maintenance). Park and Allen (2013) 

examined when and how hotel managers responded to online consumer comments. 

According to research results, hotels that respond to consumer comments are divided 

into two categories as regular and irregular. In addition, it has been determined that  

no response approach is adopted to the excessive negative or positive consumer 

comments. This indicates that hotel managers see consumer reviews as a mechanism 

that enables the identification and resolution of consumer problems. 

 Nine resorts and city destinations regarding online reputation of Airbnb facilities 

and services in Spain were examined by Moreno-Izquierdo et al. (2019). Using the 

hedonic price model, it was concluded that the online presence and online reputation 

of the accommodation facility has an effect on attractiveness and price. De Pelsmacker 

et al. (2018, p. 52) found that the following factors positively affect the hotel occupancy 

rate: 

• ‘Having a digital marketing plan 

• The frequency of TripAdvisor information used 

• Using TripAdvisor metrics 

• Using management reports 

• Answering guest reviews within 24 hours 

• Using track software 

• Integrating commercial review sites’ reviews on the hotel website’. 



 

 Levy et al. (2013) advocates that hotels develop an online reputation 

management plan. The authors suggest that it should include two parts, objectives and 

strategies. Potential objectives might include the following (Levy et al., 2013, p. 58): 

• ‘Involving and encouraging more guests to write positive reviews. 

• Climbing in the rankings of online review specialists such as TripAdvisor and 

Yelp. 

• Improving overall review ratings of specific online review channels that are 

important to the hotel. 

Strategies may involve the following: 

• Using a reputation management system to actively monitor and respond to 

feedback. 

• Actively soliciting online reviews from satisfied hotel guests. 

• Using reviews to communicate with staff and improve operations. 

• Responding to all reviews in a positive and personalized manner, and within a 

short period of time’. 

 A study was conducted by Alrawadieh and Dinçer (2019) on the negative 

evaluations made by guests within the scope of reputation management of luxury 

hotels operating in Jordan. As a result of the research, they concluded that luxury 

hotels do not have enough awareness about the harm of negative online reviews. In 

addition, it was found that only 246 of the 520 negative reviews were responded to, 

which is even less than half of the total number of negative reviews. Although positive 

reviews improve a business’s reputation, negative reviews reduce the interest in the 

business’s goods and services and thus reduce its profits (De Pelsmacker et al., 2018, 

p. 48). According to the online reputation management research conducted by Pollák 

et al. (2016) on the hospitality industry, hotel businesses should pay attention to not 

only have the websites related to the tourism industry (e.g., TripAdvisor, Booking), but 

also the websites that shape other internet networks and are frequently visited by 

people (e.g., Wikipedia, bloggers). The information on these websites can help remove 

negative or neutral comments about hotel businesses. 

 Some of the online evaluations made can be done for manipulation purposes. 

Therefore, both manipulation evaluations and strategies for managing and directing 



 

online consumer ideas can only be put forward by the management (Gössling et al., 

2018). In the study conducted by Nicoli and Papadopoulou (2017) on the relationship 

between TripAdvisor and reputation in the hospitality industry, it was found that the 

speed of responding to online reviews is very important. Therefore, hotel managers 

should pay attention to consumer reviews so that consumer reviews do not damage 

the hotel’s reputation. 

 Larson and Draper (2015) emphasize that a business should pay attention to 

two things while responding to online consumer reviews. The first is to act in a 

professional manner when responding to consumer evaluation. Thus, search engines 

will find the content over and over again and contribute to the improvement of the 

rankings resulting from negative reviews. Second, the use of brand and/or product 

names in responses to consumer reviews should be avoided. Thus, when potential 

consumers search for the name of the business and/or the name of the product offered 

by the business, the ranking and appearance of websites with negative evaluations in 

the first place can be prevented.   

 In a study conducted by De Pelsmacker et al. (2018) on hotel businesses 

operating in Belgium, the effect of responding to guest reviews, monitoring and tracking 

online evaluation on performance indicators such as hotel occupancy rate and income 

per room was investigated. In the study, a comparison with the number of stars and 

independent hotels and chain hotels was considered. In this context, according to the 

results of the research conducted on 132 hotels, the number of reviews increases the 

occupancy rate. In addition, the quality of the evaluations made increases the hotel 

revenue. On the other hand, these results are more common in chain hotels and hotels 

with a high star rating rather than independent hotels. 

 It is very important for reputation management for hotel managers to manage 

reviews of their tourism and hospitality business in online rating sites. First of all, it is 

necessary to know what aspects of the business are commented and where they are 

said. For this, managers can opt for free tools (e.g., Google Alerts) as well as more 

advanced paid software (e.g., ReviewTrackers, ReviewPro, KePSLA). Secondly, after 

learning the reviews about their hotels, hotel managers need to analyse the online 

reviews of competitors and compare them with the reviews made about the hotels they 

manage. Thus, managers can have information about the strengths and weaknesses 

of their businesses. In the next stage of reputation management, the evaluations made 



 

by consumers need to be answered. At this point, answering all evaluations without 

making a choice between positive and negative evaluations is of great importance in 

terms of showing the consistency of the business. In the next stage, corrective steps 

should be taken, especially for negative evaluations, and improvements should be 

made in the products offered. Finally, tourism hospitality managers should encourage 

guests to review their hotel services online (Perez-Aranda et al., 2019). 

11.7 Conclusion and Suggestions 
 

 The fact that the services offered by tourism enterprises cannot be experienced 

before consumption makes the evaluations of those who have experienced these 

services before important. People participating in tourism activity do a lot of research 

on the internet about many businesses and their goods and services before the trip, 

such as tourism destination they will go to, the hotel they will stay, the restaurant they 

will eat, the airline they will choose for transportation. As reviewed above, many 

researchers found that online reviews, comments and posts encountered during the 

research process are effective on consumers’ choices. Therefore, managers of tourism 

and hospitality businesses monitor and manage online reviews and communications 

about the products offered by their business on different platforms on the internet. This 

requires a focus on online public relations and business reputation management in 

addition to the traditional public relations approach. In the context of tourism and 

hospitality businesses, a manager can develop a strategy regarding online reviews and 

reputation by answering the following questions: 

• Do we have a plan for online guest reviews? 

• Do we have staff assigned to monitor online guest reviews? 

• What do we know about online reviews about our business? 

• Do we follow online comments about our business? 

• Do we analyse online reviews about our business? 

• Is there a section on the website of our business where our guests can 

evaluate? 

• Do we respond to online guest reviews about our business? 

• What can we do to reduce the number of negative online reviews about our 

business? 



 

• What can we do to increase the number of positive online reviews about our 

business? 

• How and who will respond to negative online comments about our business? 

• Do we follow the posts about our business on online evaluation sites and social 

media? 

 Today, people have the opportunity to share information on any subject at any 

time through their computers, tablets, and mobile phones connecting them to the 

internet. Consumers who move from passive position to active position can easily 

express their opinions, thoughts, satisfaction or complaints on any subject. There are 

many internet platforms where people’s opinions are expressed. A post made on any 

of these platforms reaches a large number of people in a very short time. Therefore, it 

is unthinkable for business managers to ignore the internet environment where such a 

large amount of information is shared. In this context, it will be beneficial for the hotel 

manager, who answers the questions listed above, to pay attention to every sharing 

regarding the products offered by the hotel under their management, in terms of 

providing both guest satisfaction and competitive advantage. Otherwise, even a single 

share that is ignored may reach an unexpectedly great damage to the reputation of 

tourism and hospitality businesses. In addition, managers of tourism enterprises who 

monitors online consumer reviews should ensure that they take a proactive approach 

by knowing about customer complaints, expectations and wishes, as well as consumer 

trends. 
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Assessment Questions 

 

1. Which of the following is NOT one of the factors that push people make online 

reviews? 

 a. Service quality 

 b. Customer satisfaction 

 c. Pre-purchase expectations 

 d. Booking intention 

 e. Social identity 

2. Online reviews can positively or negatively influence the decision-making process 

of a potential hotel guest. 

 a. False 

 b. True 

3. Put the following elements of communication process of the traditional marketing 

approach in order. 

 A) Advertising/PR 

 B) Customers 

 C) Corporations 

 D) Media-Public 

  a. CBAD b. BACD c. CADB d. DABC e. BCAD 

4. Place the appropriate concept in the blank of the following definition. 

…………………………………………………. is the dynamic and ongoing information 

exchange process between potential, actual, or former consumers regarding a 

product, service, brand, or company, which is available to a multitude of people 

and institutions via the Internet. 

 a. Reputation management 

 b. Electronic commerce 



 

 c. Public Relations 

 d. Word-of-mouth 

 e. Electronic word-of-mouth 

5. Please match the concepts with the correct contents prepared by the European 

Commission for Small and Medium-Sized Hotel businesses. 

 a) Before writing    1) Choose the right content type. 

 b) Understandable    2) What do you want to say? 

 c) Actionable     3) Go through your post again. 

 d) After writing    4) Have a place for comments. 

 a. d3, c4, a2, b1 b. a1, b2, c3, d4 c. d2, b1, c3, a4 d. d1, a2, c3, b4  

6. Digital transformation is not about the strategic use of technology, but about 

technology. 

a. False 

b. True 

7. Put the following dimensions of hotel reputation management in order. 

 A) Comparison with competitors operating in the hotel industry 

 B) Evaluating the hotel’s ranking and category evaluations over time 

 C) Defining the reputation field 

 D) Increasing the score affecting the hotel’s reputation 

  a. BACD b. CBDA c. DACB d. CBAD 

8. When a hotel business loses revenue due to negative online reviews, it represents 

a/an ……………………………….. damage to the hotel reputation. 

 a. technological       b. societal       c. financial      d. behavioral      e. legal 

9. Please match the explanations with the correct terms. 

 a) RATIO  1) Number of recent reviews. 



 

 b) RATING  2) Number of reviews relative to the size of the property. 

 c) RECENCY  3) Frequency and quality of management responses to 

reviews 

 d) RESPONSE 4) User-generated score/rating of the property 

  a. a4, b2, c1, d3 b. c1, b2, d3, a4 c. b1, a2, d3, c4 d. c1, a2, d3, b4 

10. Which of the following is among the strategies of an online reputation management 

plan that a hotel business will develop? 

a. Using a reputation management system to actively monitor and respond to 

feedback. 

b. Actively soliciting online reviews from satisfied hotel guests. 

c. Using reviews to communicate with staff and improve operations. 

d. Responding to all reviews in a positive and personalized manner, and within 

a short period of time. 

e. All 

 

CORRECT ANSWERS 

1) d. Book intention 

2) b. True 

3) c. CADB 

4) e. Electronic word-of-mouth 

5) a. d3, c4, a2, b1 

6) a. False 

7) d. CBAD 

8) c. financial 

9) d. c1, a2, d3, b4 

10) e. all 


