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1. Introduction 

Word of Mouth (WOM) is currently considered the most powerful marketing tool in every kind 

of industry. It possess such a strong power, because customers are always more inclined to trust 

recommendations and warnings that originate from their relatives, friends or colleagues (Rani 

& Shivaprasad, 2018). However, the emergence of Internet in 21st century has considerably 

changed the way customers seek and receive information. Nowadays, more and more social 

interactions are conducted by using websites and portals such as Facebook, Twitter or Instagram 

(Thompson & Lougheed, 2012).  This phenomena impacted also how Word of Mouth is spread 

by introducing eWOM – understand as electronic Word of Mouth or electronic Word of Mouse. 

Ayeh, Au, & Law (2013) has defined it as all user generated content that conveys customers’ 

personal views regarding services or products that is posted on the Internet. Similarly, Mishra 

& Satish (2016) broaden the definition by pointing out that eWOM can take a form of a text 

(reviews, posts), number (grade on review site) or symbol (“Like” button on Facebook).  

In contemporary travel market, eWOM has strong influence on travellers decisions regarding 

their choice of accommodation (Filieri, Alguezaui, & McLeay, 2015; Zaman, Botti, & Thanh, 

2016). Zaman et al. (2016) shown that in case of Paris tourists, all of them consulted 

TripAdvisor before making a final decision regarding their place of stay. eWOM is usually 

considered more trustworthy compared to data derived from official hotel websites (Palmer & 

Huo, 2013). However, the general trustworthiness of information originating from Internet is 

still under debate (Bronner & de Hoog, 2016). In fact, TripAdvisor had to discontinue using its 

slogan “Reviews you can trust” after the investigation of Advertising Standards Authority 

shown that large portion of the content posted there was falsified (Smith, 2011). Possible 

reasons for distrusts towards eWOM are the source anonymity and lack of personal contact with 

reviews’ authors (Filieri, 2016).  

This article followed the framework suggested by O’Connor (2010) in analysing the reviews of 

hotel in a single destination to identify “issues critical to both guest satisfaction and high 

ratings”. In addition, the reviews pool was verified to identify possible false reviews. The 

original framework was also enriched by the addition of extra independent variables as well as 

considerable increase in the sample size. Finally, the practises of hotel managers conducted on 

TripAdvisor were investigated.  

  



2. Literature Review 

2.1. Electronic Word of Mouth 

User Generated Content (UGC) is the base of so called “Web 2.0”, where most of the Internet 

content is created directly by the users as opposed to websites’ administrators and moderators 

(Ayeh i in., 2013). eWOM can therefore appear in many different forms. Shamhuyenhanzva, 

van Tonder, Roberts-Lombard, & Hemsworth (2016) identify four main categories of channels 

through which eWOM is conveyed. These are independent review websites (such as 

TripAdvisor or Yelp), social medias (e.g. Facebook, Instagram), blogs or vlogs and microblogs 

(e.g. Twitter). However, the mentioned channels all involve mass recipient in their nature. That 

is why Tkaczyk (2016) has also shown that direct online communication in form of emails, 

chats or private messages can also convey eWOM. In these examples, eWOM is more closely 

related to traditional WOM. When it comes to mass eWOM, these two constructs are more 

distinguish. Huete-Alcocer (2017) presented four main aspects that differ eWOM and 

traditional WOM – credibility, privacy, diffusion speed and accessibility. While traditional 

WOM is more trustworthy as the sender is known and the diffusion speed is low, eWOM is 

considered less credible due to the anonymity of the source and lack of privacy of the 

transmission. Moreover, eWOM spreads faster and is more easily accessible as it remains to be 

read virtually forever (Huete-Alcocer, 2017).  

The issue of trustworthiness of User Generated Content is still under debate. Dong, Li, & 

Sivakumar (2018) shown that social media are the most trustworthy channels of eWOM. At the 

same time, Mackiewicz, Yeats, & Thornton (2016) proved no statistical difference between the 

credibility of different online channels, suggesting that the perceived trustworthiness is more 

dependable on the personal characteristics of the user. Moran & Muzellec (2017) proposed a 

two dimensional framework, based on the throughout research of academic literature regarding 

the subject. The first dimension presented was the credibility of the source which was connected 

with the perceived trustworthiness of the eWOM author and the site that the review was posted 

on. This dimension was later proved by Wang, Wang, & Wang (2018) who proved that 

community ties had strong impact on perceived eWOM credibility. What is more, credibility 

of the source was also influenced by the receiver characteristics. This idea was already 

supported by the findings of Del Chiappa, Lorenzo-Romero, & Alarcon-del-Amo (2015) which 

has shown that age and gender possess influence over credibility perception in online 

environment. The second dimension proposed by Moran & Muzellec (2017) was connected to 

the message credibility, derived from its content and consensus. These two aspects were also 



investigated in depth by Filieri (2016) who proved that user perceive the trustworthiness of the 

eWOM message through four dimensions – reviews’ content, valance, pattern and source. The 

valance is one of the main influencers, as more extreme reviews are usually considered to be 

less credible (Lin & Xu, 2017).  

2.2 eWOM influence 

Understanding the magnitude of eWOM influence on customer decisions is becoming more 

important nowadays as the number of eWOM content is drastically increasing (Bronner & de 

Hoog, 2016). Babić, Sotgiu, de Valck, & Bijmolt (2015) proved that eWOM has positive 

correlation with sales in general, but the exact relationship is moderated by the type of product 

and online platform used. Nevertheless, sales of tangible goods were usually more influenced 

by eWOM when compared to services. Additionally, social media sites were shown to be most 

influential, mainly due to lesser anonymity of the reviews source. On the contrary, Erkan & 

Evans  (2018) proved, that anonymous opinions on review websites possess stronger influence 

on sales as compared to social media sites. This was attributed to the fact, that former contained 

more detailed information and were more easily accessible and readable. Kusumawati, Fitri, & 

Yusri (2019) has shown that while only 1/3 of information about the destination was derived 

from social media sites, 43% of travellers choose to visit a specific establishment due to the 

positive eWOM they have read. Similarly, 100% of travellers questioned by Zaman et al. (2016) 

has consulted eWOM site before making their accommodation choice. What is more, positive 

WOM has larger positive impact on purchase decisions when compared to the negative WOM 

impact on decision not to buy a product or service (Sweeney, Soutar, & Mazzarol, 2014). On 

the other hand, Beneke, Mill, Naidoo, & Wickham (2015) reach opposite conclusion when 

investigating mentioned relationships in online environment. Moreover, negative eWOM 

possess also a large impact on companies’ reputation, image and brand, which was proven in 

the context of airline industry (Beneke i in., 2015). Xun & Guo (2017) additionally proven that 

UGC from Twitter was directly correlated with both stock returns and volatilities, showing that 

eWOM can also influence financial effectiveness of the company.  

The negative influence of the eWOM in the context of travel and hotel industry can be 

moderated by properties reactions to the reviews. Sparks, So, & Bradley (2016) shown that fast 

and detailed reply to the negative feedback from the guest can largely mitigate the negative 

influence of the review. Additionally, replies posted by hotel managers significantly increase 

property image as perceived by the potential customer. However, despite mentioned advantages 

of such actions, hotels are not pursuing them actively enough. Of all the reviews of London 



properties investigated by O’Connor (2010) less than 1% had a reply from the hotel manager. 

Such omission of reaction can lead to damage of the business image as well as lose on market 

share.  

2.3 Company’s image 

When analysing companies images it is important to firstly distinguish this term from the 

similar concept of  corporate reputation. Szwajca (2018) defines corporate image as “a picture, 

a set of imaginations and associations about a company (…) a result of the interaction of 

information”. At the same time, reputation is seen as stakeholder opinion about the company 

based on the analysis of wide set of information and actions of the business. Furthermore,  

Dąbrowski (2010) points out different source of origin for both concepts – image is created 

outside of the company itself while reputation is based on image, actions and identity of the 

corporation. This mean that all three of these terms are correlated. Corporate image can also be 

seen as a desired goal of how the company wants to be perceived in the future by its customers 

(Walker, 2010). Because of this, the corporate image is more of the importance to external 

stakeholders as an element of marketing communication (Budzyński, 2006). When it comes to 

the antecedents of corporate image, Mehra & Sharma (2017) identifies the service quality and 

customer satisfaction as the main two drivers. Moreover, Pearson correlation has shown that of 

the two mentioned drivers, customers satisfaction has the bigger impact on the image. 

Budzyński (2002) also identifies other sources which he divides into two categories – marketing 

sources (such as advertisements, public relations, promotion) and non-marketing sources 

(opinion leaders, eWOM). Both are equally important to create a positive corporate image. 

Corporate image is also an important moderating variable when it comes to the effectiveness of 

the corporate social responsibility programs as well as loyalty programs (Lee, 2019). At the 

same time Etter, Ravasi, & Colleoni (2017) shows that the emergence of social media make it 

even more important to effectively manages company image, as it is virtually impossible to 

limit the spread of eWOM in today’s market.  

2.4 TripAdvisor 

TripAdvisor is currently the largest review site focusing on accommodation, restaurants and 

travel possessing more than 660 millions of reviews and 7,7 millions of properties („About 

TripAdvisor”, 2019). Since a few years ago TripAdvisor has also broaden its services to 

compare prices from large variety of Online Travel Agencies. Its popularity with travellers is 

extremely high. At the same time, TripAdvisor is battling with ever raising number of fake 

reviews. Schuckert, Liu, & Law (2016) investigated differences between over rating and 



specific ratings in a single review and shown that about 20% of all posted opinions can be seen 

as suspicious. Many of the posted reviews were also contradictory as the numeral grade was 

not matching the text of the review. O’Connor (2010) suggested two different reasons that 

properties are posting false opinions. Hotel managers want either to improve the image of their 

property or to discredit the image of their competitors. This problem is predicted to be raising 

in the future, as more elaborate algorithms will be created that would be able to pass unnoticed 

through detection systems of TripAdvisor (Juuti, Sun, Mori, & Asokan, 2018). On the other 

hand, future can also bring more sophisticated programs that will be able to identify such fake 

reviews.  

3. Methodology 

3.1. Research objectives 

The aim of this research was to explore the current image of Krakow properties as presented on 

TripAdvisor. The aim was to be achieved through the four objectives. First objective was to 

assess current numerical ratings of Krakow hotels and investigate key areas mentioned in the 

reviews. Second objective was to establish if there are any correlations between hotels’ 

characteristics (such as property star ratings, type, location etc.) and theirs TripAdvisor rating. 

Third objective was to assess if the properties image are actively managed by replying to the 

posted reviews. Finally, the last objective was to identify if there is large number of possible 

false reviews in the sample. In order to achieve this objectives, an explanatory study was 

conducted with the use of both qualitative and quantitative methods (Saunders, Lewis, & 

Thornhill, 2007).  

3.2. Data collection & sampling 

Krakow was chosen as the sole destination for the research as it is one of the largest tourist city 

in Poland and would be a good comparison to the results of O’Connor (2012???) study of 

London. The data for the research were parsed from TripAdvisor website through the use of 

software called ParseHub. Three stages of parsing were conducted. Firstly, of the general listing 

of all Krakow properties only these categorized as hotel were identified and their links and 

number of reviews were collected. Then, properties with less than 20 reviews were excluded 

from the sample. Secondly, through the first week of October 2018 for each of the remaining 

properties 20 reviews were collected as well as additional data such as review’s date, author, 

author’s number of previous reviews and purpose of visit. When possible the hotel reply was 

also collected. Third parsing occurred in the following days as characteristics of each of the 



hotels were collected. The data was parsed into JSON format, then converted into XML format 

and uploaded to Excel. In the end data was collected for 203 hotels, 4062 reviews and 1355 

hotel replies. Some of the reviews were excluded from the text mining procedure because they 

were written in language other than Polish.  

3.3. Data analysis 

Data in Excel spreadsheets was group by the hotel and its characteristics and then organized 

into Pivot tables. First and third objective was achieved both through the use of statistical 

measures of spread and location. For the first objective text mining of the reviews was also 

undertaken. For the second objective Pearson correlation was used when hotel characteristics 

were quantitative and chi squared and ANOVA tests was used for the analysis of the qualitative 

hotel characteristics (Saunders et al., 2007). For the fourth objective a method proposed by 

O’Connor (2012) was used. The method checks if the extremely negative review was shortly 

followed by extremely positive review by an author with a low number of previous reviews.  

3.4. Validity and reliability 

The current study can be considered valid as the content and construct validity of using 

TripAdvisor as a tool to measure properties’ image was already established by multiple 

researchers (O’Connor, 2010; Sparks, Perkins, & Buckley, 2013). When it comes to reliability, 

Heale & Twycross (2015) points that it can be ensured if repeated testing is possible and the 

data gathering tool is internally consistent. All of these were followed by the researcher in the 

context of this study. On the other hand, time constraints did not allowed for stability tests. 

However, as the data was gathered from open source (TripAdvisor) it can be easily replicated 

for any timeframe or geographic location.  

4. Discussion & Analysis 

4.1. Krakow’s hotels market 

Of 1230 properties providing accommodation that are listed on TripAdvisor in Cracow, 203 are 

categorized as hotels. The average rating for the analysed hotels is 4,10 which translates into 

“Very Good” category on TripAdvisor. Detailed breakdown of the properties scores is 

presented on Figure 1.  



 

Figure 1 - Number of properties by TripAdvisor rating 

As can be seen, properties with high scores dominate the sample. Almost 80% of the hotels 

possess rating equal or higher than 4 and there are none properties with neither 1 nor 1,5 rating. 

In addition, less than 5% of the properties are considered lesser than “Average”. 

Table 1 – Number of hotels by star rating 

Star rating Quantity 
Average 
rating 

Average number of 
reviews per hotel 

Unclassified 61 4,23 387 
1 star 4 3,38 704 
2 star 10 3,50 83 
3 star 74 4,03 393 
4 star 42 4,29 746 
5 star 12 4,38 880 

The hotel population of Cracow is dominated by either 3 star properties or accommodations 

who did not applied for categorization (which is voluntary by Polish law). Interestingly, the 

average TripAdvisor rating seem to be positively correlated with star rating as it is lowest for 1 

star properties and highest for 5 star properties. It stands in contrast to findings of O’Connor 

(2012) in whose findings London’s 5 star properties were not the highest reviewed. It could 

imply that while Polish 5 star hotels are providing similar product to English ones, they might 

be better at meeting their guests’ expectations. What is more, the data shows that there is no 

correlation between star rating and number of reviews for the property.  

Table 2 - Key words in reviews 

Negative reviews Neutral reviews Positive reviews 
Hotel 588 Hotel 849 Room 3207 
Room 529 Room 796 Hotel 2908 
Staff 145 Staff 519 Staff 1748 
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Front Office 150 Breakfast 264 Breakfast 1362 
Breakfast 123 Localisation 181 Localisation 1078 
Restaurant 81 Front Office 143 Restaurant 736 

 

Hotel, rooms and staff are the key topics in all three kinds of reviews. Subsequently, it can be 

derived from this data that the room (its cleanness, size, furnishings) and the staff (politeness, 

knowledge, attitude) has the highest influence on the final rating of the property. Front Office 

was mentioned mainly in negative or neutral reviews which would suggest that they are 

consulted mainly when problems are occurred by the guests. On the other hand, localisation 

was more important for satisfied or neutral customers. Zaman et al. (2016) have also shown that 

tourists mainly care about cleanness and bed comfort, both of which are part of room criteria. 

On the other hand, their findings put location as the third most important aspect - the difference 

may be attributed to different area size of the Cracow and Paris. At the same time the importance 

of staff as hotel criteria was identified by Baber & Kaurav (2017). It was shown that efficiency 

and behaviour of staff are one of the key areas of focus when customers analyse accommodation 

properties.  

4.2. Hotels’ image correlation 

When analysing influence of hotel characteristics on hotel TripAdvisor rating some statistical 

significance was observed.  

Table 3 - ANOVA test scores 

Independent variable 
ANOVA 

F Test F SIGNIFICANCY 
Star category 8,57 2,26 YES 
Price category 27,38 3,04 YES 

Hotel type 12,32 3,02 YES 
Possessing Facebook 

profile 
27,52 3,89 YES 

Being part of network 4,33 3,89 YES 
 

As can be seen in Table 3, ANOVA test shown that all of the presented, independent variables 

have influence on properties’ score on TripAdvisor. Out of three price categories identified by 

TripAdvisor the most expensive (luxury) ones possess the highest average score. On the other 

hand, the Pearson correlation between average double room price in last 6 months and the score 

was just 0.32 suggesting weak direct correlation. Choo & Tan (2017) reached a similar 

conclusion when analysing hotel sector in Kuala Lumpur by showing that more luxurious 

properties indeed provide better service and are therefore better reviewed. When it comes to 



hotel types, romantic properties were reviewed most positively, while the family friendly ones 

most negatively. It would suggest that the type of the customer is an important factor when it 

comes to evaluating one’s stay at the hotel. Moreover, both hotels that possess a individual 

Facebook profile as well as these being part of a chain are reviewed better. This finding can be 

explained by the study of Fernández-Morales, Coca-Stefaniak, Molinillo, & Ximénez-de-

Sandoval (2016) who showed that replying to guest reviews increase the score of the property. 

Hotels that either possess a Facebook profile or are a part of a chain are more aware of their 

digital image and therefore more incline to actively manage it, improving their score.  

4.3. Managing properties image 

Out of all 4062 reviews in the data set, 1355 have possessed a reply posted by the employee of 

the hotel which represents 33,36%. Such a result, even though being not very high, is still one 

of the best when compared to the others available in literature. According to Sparks, Perkins, 

& Buckley (2013) in Australia hotel market only 7% of reviews possess the reply. At the same 

time, in case of London properties only 0,4% of analysed posts were replied to (O’Connor, 

2010). This would suggest that Cracow hotels’ managers are aware of the importance of 

interacting with eWOM and the benefits it can bring. However, as some time has passed since 

the mentioned research were written, the awareness of managers in locations from these studies 

might have also increased.  

 

Figure 2 - Percentage of properties by amount of replies 

As can be seen on Figure 2, around 41% of all properties has not posted any replies to the guest 

comments, while around 34% has actively monitored at least half of the reviews. Out of the 

presented data two strategies of the hotels emerge. Firstly, some of the hotels interact with all 
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of their customers, trying to answer most or all of the reviews both positive and negative ones. 

This category represents around 34% of the sample. Secondly, some properties reply only to 

selected reviews (either good or bad). In case of Cracow this is around 25%. Aureli & Supino 

(2017) has shown similar division of strategies in Italian hotel market with 44% of hotels 

answering all reviews, 32% none and 24% either positive or negative. Worth noticing is the 

inversion between first and second segments when comparing this study results to the results 

of Aureli & Supino (2017), which could suggest that Italian hotel managers from the sample 

are more aware of how managing eWOM can support hotel image.  

Table 4 - Response time statistical information 

Response 
time 

Min. Max. Mean Mode Q1 Median Q3 St. Dev 

[days] 0 2273 36 1 2 7 20 145 
 

When looking at the time between posting of the review and posting the response by the hotel, 

the average delay is around 1 month. Such a high mean can be explained by large amount of 

upper outliers in the sample (163 outliers, representing 4% of whole set). In fact, the longest 

time for hotel to reply was recorded as 2273 days or 6 years and 3 months. Moreover, the data 

set is very diverse with the standard deviation being 145 days. On the other hand, median 

analysis show that if the review is answered in half of the cases it is done it at least a week and 

50% of these replies are done in less than 2 days. The speed of the hotel response is crucial 

because the earlier it appears on TripAdvisor, the earlier it can positively influence possible 

future customers that are using the portal (Y. Wang & Chaudhry, 2016). At the same time, it is 

not unreasonable to reply to old reviews as it might seem as customers are not likely to check 

for the date of the reply.  

4.4. Fake reviews 

Following the formula proposed by O’Connor (2012) only 3 potential fake reviews were 

identified in the data set which represents around 0,07% of all reviews. Each of the potential 

fake reviews was written on a profile of a different hotel. All of these properties belong to a 

chain and also were 4 or 5 star hotels, but differ when it comes to location, price range, and 

type of clientele. Moreover, only one of the potential fake reviews was written in entirely 

superlative context which O’Connor (2012) has identified as one of the key elements of fake 

reviews. All in all, such findings would suggest that either manager of Cracow accommodation 



properties are not using such tool to improve their image on TripAdvisor or the method used 

on London sample cannot be replicated onto other cities.  

Both of these theories would be in accordance with the findings of Juuti et al. (2018) who shown 

that review generators are nowadays able to create fake reviews which are point focused and 

contain both positive and negative context. On the other hand, efficiency of such generators is 

limited with more complex languages such as Slavic ones. The results of these study can also 

be contrasted with the findings of Luca & Zervas (2016) who has identified around  16% of 

fake reviews in gastronomy sector. However, they suggested that most probable to commit 

review fraud are properties with low score and not part of a chain. In the case of Cracow hotels 

the potential fake reviews were posted by completely opposite type of hotels.  

5. Conclusion 

5.1. Key findings of the study 

This study has shown that Cracow hotels image on TripAdvisor is overall positive and at the 

same time hotel managers manage their properties image in better way when compared to other 

data sets available. The latter fact was proved true both in case of frequency of posting the 

responds as well as in average time needed for the reply to be posted. Moreover, many factors 

were identified to influence the hotel image on TripAdvisor such as price segment, star 

category, type of customers and activity in social media. Finally, it was shown that in the sample 

of collected reviews there is no high percentage of fake reviews, which would suggest that 

Cracow hotel managers avoid using such unethical methods.  

5.2. Implications for practice 

The main implication of the study is the importance for hotel managers to actively manage their 

properties image on TripAdvisor as it is vital for maintaining high score on the portal.  

Moreover, the text analysis of the reviews shown that rooms and staff are the most important 

aspects evaluated by Polish guests and managers should focus their efforts on these two areas 

to ensure good reviews are being posted. Finally, the study would suggest that using fake 

reviews as a tool for improving hotel image is both inefficient and potentially dangerous for the 

property.  

5.3. Limitations and recommendations for further study  

The study was limited only to hotels, omitting other accommodation properties such as hostels 

and AirBnB. Future studies should evaluate if the findings of this study can be replicated on 



these other forms of accommodation. What is more, the study can be replicated for other 

geographical regions, preferable on a bigger scale than single city to provide more accurate 

data. Finally, more research in needed into the reliability and accuracy of the tool proposed by 

O’Connor (2012) to evaluate potential fake reviews.  
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