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Resumo

Tema: O setor hoteleiro tem assistido a uma crescente transformacgao digital, em
grande parte impulsionada pelo uso de plataformas de reserva e opinido, como o
TripAdvisor, que permitem aos turistas compartilhar as suas experiéncias através
de avaliacbes online. Estas, sdo uma fonte crucial de informac¢do nao s6 para os
consumidores, mas também para os hoteleiros, que podem utiliza-las para
compreender melhor o perfil e o comportamento dos seus clientes e melhorar o
desempenho dos seus negdcios. Este processo, é especialmente relevante na
hotelaria de quatro e cinco estrelas, onde as expetativas dos clientes sdo mais
elevadas. Além disso, sendo este setor altamente vulneravel a pandemias, que
podem alterar de forma significativa o comportamento dos consumidores, a analise
de avaliacdes online surge como uma poderosa ferramenta capaz de identificar as
tendéncias do setor hoteleiro e as alteracdes no comportamento dos turistas
durante estes periodos atipicos. Neste sentido, as informacgdes provenientes das
avaliagcbes online devem ser aproveitadas por todos os hoteleiros, mas em especial
por aqueles que operam em importantes destinos turisticos, como a regido do
Algarve - popular e importante destino turistico europeu, localizado em Portugal.

Objetivos: Este trabalho tem como objetivo verificar de que forma as avaliacbes
online publicadas em plataformas de reserva e opinido podem ser uma ferramenta
util para conhecer o perfil dos turistas e identificar o seu comportamento, na
hotelaria de quatro e cinco estrelas. Tal finalidade originou as seguintes questdes de
pesquisa: 1) Qual o perfil dos turistas da hotelaria de quatro e cinco estrelas
identificados nos estudos baseados em comentarios online? 2) Que beneficios para
os hoteleiros sdo identificados nos estudos, relativamente ao conhecimento dos
turistas através da analise de comentarios online? 3) Qual o comportamento dos
turistas em hotéis de quatro e cinco estrelas da regidao do Algarve antes e durante a
pandemia provocada pela doenga COVID-19?7 4) Sera que o comportamento dos
turistas em hotéis de quatro e cinco estrelas da regiao do Algarve se modificou com
o aparecimento da pandemia de COVID-19? Com o propédsito de alcangar este
objetivo e responder as questdes de pesquisa, o trabalho é conduzido em duas
partes. Primeiramente, é realizada uma revisdo sistematica da literatura com o

intuito de verificar o estado da arte relativamente a definicao do perfil dos turistas



na hotelaria de quatro e cinco estrelas a partir de comentdarios online e, através das
principais implica¢des de gestdo apontadas nos estudos investigados, identificar os
beneficios para os hoteleiros associados ao conhecimento dos seus clientes através
das avaliagdes online. Seguidamente, é desenvolvido um estudo com o objetivo de
identificar o comportamento dos turistas dos hotéis de quatro e cinco estrelas da
regido do Algarve, antes e durante a pandemia de COVID-19, através da anadlise de
avaliacdes online, e averiguar possiveis alteracdes no comportamento destes
héspedes entre os dois periodos. A escolha da regidao do Algarve deve-se a sua
popularidade e importancia como destino turistico europeu.

Metodologia: Uma vez que este trabalho se divide em duas partes, sdo adotadas
duas metodologias distintas. Primeiramente, é conduzida a revisdo sistematica da
literatura, baseada nos estudos de Le et al. (2019) e de Oliveira et al. (2020), e
repartida em cinco importantes etapas. Na primeira etapa sdo apresentados os
objetivos e as questdes de pesquisa, enunciadas anteriormente. Na segunda etapa
é elaborado o protocolo de revisdo, que inclui revistas com arbitragem cientifica
publicadas entre 1 de janeiro de 2008 e 31 de maio de 2022, através de 19 palavras-
chave relacionadas com o contetido partilhado pelos turistas e com o setor
hoteleiro. A terceira etapa diz respeito a pesquisa da literatura, realizada em duas
bases de dados, a Biblioteca do Conhecimento Online (B-on) e a Web of Science
(Wos). Perante um minucioso processo de selecdo e analise aos documentos
encontrados, aqueles capazes de responder as questdes de pesquisa sdo
submetidos a quarta etapa, respeitante ao levantamento da informagdo chave de
cada artigo. Por dltimo, na quinta etapa, sdo sintetizados os resultados dos artigos.
Quanto a metodologia da segunda parte deste trabalho, esta prende-se pela
extracao de avaliagdes online partilhadas na plataforma do TripAdvisor, escritas
nas linguas inglesa, portuguesa, espanhola, alema e francesa, publicadas entre
janeiro de 2018 e abril de 2023 e relativas a 93 hotéis de quatro e cinco estrelas da
regiao do Algarve, presentes no Registo Nacional de Empreendimentos Turisticos
(RNET). Como complemento, os seguintes dados sdao ainda extraidos: localizacdo
dos hotéis e dos utilizadores; idioma dos comentdrios; data da estada; tipo de
viajante; nimero de contribui¢des dos utilizadores e média das classificacdes.
Depois da extracado, os dados recolhidos passam por um processo de refinamento,

para que a analise seja facilitada, e todos os comentarios sdo traduzidos para a
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lingua inglesa. Com a ajuda do software NVivo 14, sdo realizadas analises de
sentimento e de frequéncia aos dados.

Resultados: A revisdo sistematica da literatura resultou na andlise de 39 artigos,
publicados entre os anos de 2013 e 2022, que possibilitaram responder as questdes
de pesquisa propostas. Desta forma, foi identificado o perfil dos turistas dos hotéis
de quatro e cinco estrelas e verificado que o comportamento destes é influenciado
pelo pais de origem, o idioma dos comentérios, o tipo de viajante e o motivo da
viagem. Adicionalmente, foi observado que a categoria hoteleira afeta a experiéncia
e as expetativas dos clientes e que os niveis de satisfacdo e as expetativas dos
hospedes para com os produtos e os servigos hoteleiros sdo maiores em hotéis de
quatro e cinco estrelas. Por outro lado, através das principais implicacoes de gestao
fornecidas pelos estudos considerados para esta revisao sistematica da literatura,
foram sintetizados os beneficios para os hoteleiros, associados ao conhecimento dos
seus clientes através da analise de avaliagdes online. A possibilidade de adequar e
melhorar a oferta, acompanhar a mudancga nas preferéncias dos clientes, prever
comportamentos futuros, estabelecer a alocacdo 6tima dos recursos financeiros e
tracar estratégias eficazes de marketing e promocgdo, sdo alguns dos beneficios
encontrados. Aproveita-los, ajuda os profissionais da hotelaria a melhorar o
desempenho dos seus negocios, possibilitando que a satisfacdo dos hdspedes seja
alcancada. Relativamente ao segundo estudo, perante a analise de 17601 avaliacdes
online de hotéis de quatro e cinco estrelas da regidao do Algarve, foi possivel
identificar o comportamento destes turistas antes e durante a pandemia e verificar
que, apesar do volume de avaliagdes ter reduzido bastante com a pandemia, o
comportamento dos turistas durante o periodo pandémico seguiu um padrao
bastante semelhante aquele verificado no periodo anterior, com excecdo dos
resultados obtidos sobre o continente de origem dos turistas. Por outro lado, em
ambos os periodos, os hotéis de quatro e cinco estrelas da regido do Algarve foram
avaliados positivamente pelos clientes.

Implicacdes da investigacao: Este trabalho fornece contributos teodricos e praticos
capazes de ajudar todos os profissionais da hotelaria de quatro e cinco estrelas a
compreenderem melhor o perfil dos clientes que frequentam estas categorias
hoteleiras, podendo auxiliar na gestao dos seus negocios. Além disso, elucida os

hoteleiros sobre os beneficios associados ao conhecimento dos seus clientes através
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da andlise das avaliacdes online. Por outro lado, este trabalho também pode ajudar
principalmente os profissionais da hotelaria de quatro e cinco estrelas que operam
em hotéis da regido do Algarve, ao permitir que estes entendam o comportamento
dos hdspedes que se alojam em hotéis destas categorias, e permite fornecer aos
profissionais da industria hoteleira informag¢des sobre como tirar proveito das
avaliagdes online. Por fim, além de ser um contributo para a produgao cientifica ja
existente sobre avaliagdes online, este estudo abre caminho para o desenvolvimento
de futuras investigacdes complementares, por parte dos académicos, e atesta a
importancia da utilizacdo de um software adequado para a recolha e analise de
dados.

Originalidade: Apesar da existéncia de varios artigos sobre avaliagdes online no
setor hoteleiro, sdo poucos os estudos que se focam na hotelaria de quatro e cinco
estrelas e ainda mais escassos os trabalhos que reinem estudos sobre estas
categorias hoteleiras com o proposito de estudar o perfil deste tipo de turistas. Além
disso, embora alguns artigos analisem avalia¢gdes online referentes a hotelaria da
regido do Algarve, sdo raros os estudos que apresentam uma analise considerando
a pandemia provocada pela doengca COVID-19. Neste sentido, este estudo preenche
essas lacunas de investigacao, para além de sugerir implica¢des tedricas e praticas

para académicos e profissionais da hotelaria de quatro e cinco estrelas.

Palavras-chave: Algarve, avaliacdes online, COVID-19, gestdo hoteleira, hotéis

quatro e cinco estrelas, mineracao de dados.
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Abstract

Purpose: This work aims to explore how online reviews can be a useful tool for
identifying tourist behaviour in hotels. The study is conducted in two parts. The first
partinvolves a systematic literature review to examine the state of the art regarding
tourist profiles in four- and five-star hotels and to identify benefits for hoteliers by
understanding their customers through online reviews. The second part involves
analysing online reviews to study tourist behaviour in four- and five-star hotels in
the Algarve region (Portugal) before and during the COVID-19 pandemic, and to
investigate any behavioural changes.

Methodology: In the first study, peer-reviewed journals published between January
1, 2008, and May 31, 2022, were analysed using 19 keywords and searched across
two databases. In the second study, online reviews from 93 four- and five-star hotels
in the Algarve are analysed. These reviews, written in English, Portuguese, Spanish,
German, and French, were published on TripAdvisor between January 2018 and
April 2023.

Findings: After analysing 39 articles, it was identified that the behaviour of tourists
staying at four- and five-star hotels is influenced by their country of origin, review
language, traveller type, and trip purpose. On the other hand, the benefits for
hoteliers associated with understanding their customers through the analysis of
online reviews were synthesised. Furthermore, through the analysis of 17,601
online reviews, it was found that the behaviour of tourists during the pandemic
followed a pattern very similar to that observed in the pre-pandemic period.
Originality: Although there are many articles on online reviews in hospitality, few
focus specifically on four- and five-star hotels or combine research on these
categories to study the profile of this type of tourist. Additionally, while some studies
analyse online reviews for Algarve hotels, few consider the impact of the COVID-19

pandemic.

Keywords: Algarve, COVID-19, data mining, four- and five-star hotels, hotel

management, online reviews.
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1. Introduction

From 2009 to 2019, the tourism industry experienced continuous global expansion,
with notable growth in international tourist arrivals and revenue. The year 2019
saw strong growth in international tourism, with nearly 1.5 billion arrivals, although
the pace of growth was slower compared to the exceptional years of 2017 and 2018
(World Tourism Organization, 2021). However, these promising results did not
continue in the following years due to the COVID-19 pandemic. Travel restrictions
and widespread lockdowns imposed by countries to curb the spread of the virus, led
to a sharp drop in international demand, resulting in a 74% decrease in
international arrivals in 2020, -69% in 2021, -34% in 2022 and -12% in 2023 (UN
Tourism, 2021, 2024; UNWTO, 2020). It was not until the first quarter of 2024 that
the global tourism industry began to recover, with international tourist arrivals
reaching 97% of pre-pandemic levels (UN Tourism, 2024).

In Portugal, 2023 was a year of strong recovery for the tourism sector, with
estimates suggesting that tourism activity surpassed the record levels of 2019.
There was a 7.7% increase in arrivals of non-resident tourists, 11% more guests in
tourist accommodation establishments and a 10% rise in overnight stays in these
establishments (Instituto Nacional de Estatistica, 2024). In the same year, the
country offered 7,681 tourist accommodation establishments, including 1,624
hotels with approximately 250,000 beds - an increase of over 50% in the number of
beds over the past 10 years (TravelBIl, 2023). Undoubtedly, Portugal has built a
remarkable reputation as a tourist destination, evidenced by being voted Europe’s
Best Tourist Destination for the sixth consecutive time in 2023 (Turismo de
Portugal, 2023).

The hotel sector has been undergoing a growing digital transformation, largely
driven by the use of booking and review platforms such as TripAdvisor. These
platforms, by allowing tourists to share their experiences through online reviews,
become a crucial source of information not only for consumers but also for hoteliers,
who can use them to better understand the profile and behaviour of their clients and
improve their business performance (Ahani et al, 2019; Berezina et al., 2016;
Oliveira et al.,, 2020). This process is particularly relevant in four- and five-star

hotels, where customer expectations regarding the quality of products and services



are higher (Padma & Ahn, 2020; X. Xu et al,, 2017). Furthermore, as this sector is
highly vulnerable to pandemics, which can significantly alter consumer behaviour,
the online reviews analysis emerges as a powerful tool to identify trends in the hotel
industry and changes in tourist behaviour during these atypical periods (Bi et al,,
2024; Hu et al, 2021). In this sense and given that knowing the customer is
considered a key point in hotel management (Talon-Ballestero et al., 2018), the
information derived from online reviews should be utilised by all hoteliers,
especially those operating in major tourist destinations, such as the Algarve region-
a popular and important European tourist destination located in Portugal.

Thus, this study was conducted to examine how online reviews published on
booking and review platforms can serve as a useful tool to understand the profile of
tourists and identify their behaviour in four- and five-star hotels. This objective led
to the following research questions: 1) What is the profile of tourists in four- and
five-star hotels identified in studies based on online reviews? 2) What benefits for
hoteliers are identified in the studies regarding the knowledge of tourists through
online review analysis? 3) What was the behaviour of tourists in four- and five-star
hotels in the Algarve region before and during the COVID-19 pandemic? 4) Has the
behaviour of tourists in four- and five-star hotels in the Algarve region changed with
the onset of the COVID-19 pandemic? In order to achieve this objective and address
the research questions, this work was developed in two parts: preparation and
submission of two scientific articles to academic journals.

The first article, titled "Systematic literature review on the profile of tourists in four-
and five-star hotels based on online reviews", is a systematic literature review
aimed at assessing the state of the art regarding the definition of the tourist profile
in four- and five-star hotels, based on online reviews. It also seeks to identify the
benefits for hoteliers related to understanding their customers through the analysis
of online reviews, based on the main management implications highlighted in the
studies investigated. Following the methodologies of Le et al. (2019) and Oliveira et
al. (2020), the systematic literature review was conducted in five key stages: 1)
defining research objectives and questions; 2) developing the review protocol; 3)
conducting the literature search; 4) identifying key information per article and 5)
synthesising article content by dimensions of analysis. The results are presented

and discussed, along with management implications, limitations, and proposals for



future research. The article was submitted to the European Journal of Tourism,
Hospitality and Recreation (EJTHR) on June 6, 2023, accepted on February 16, 2024,
and published on August 9, 2024, in Volume 14 (2024): Issue 1 (August 2024).
Additionally, the study was accepted and presented at the 7th edition of the TMS
ALGARVE 2022: Sustainability Challenges in Tourism, Hospitality and Management
conference, held from November 16 to 18, 2022, at the Real Marina Hotel & Spa in
Olhdo, Algarve. Appendices A, B, and C contain all the documents confirming the
article's submission, acceptance, and publication in the journal. Appendices D, E, F,
and G include documents proving the submission, acceptance,
participation/presentation and the conference program.

The second article, titled "Tourists' behaviour in four- and five-star hotels in the
Algarve region before and during COVID-19 pandemic: An analysis based on online
reviews" was conducted to identify the behaviour of tourists in four- and five-star
hotels in the Algarve region before and during the COVID-19 pandemic, and
investigating whether there were changes in the behaviour of these guests between
the two periods. To achieve these objectives, online reviews of four- and five-star
hotels in the Algarve region, shared on the TripAdvisor platform and written in five
languages, were extracted and analysed. With the help of NVivo 14 software, the
data were subjected to sentiment and frequency analyses. This allowed for the
presentation and discussion of the obtained results and the theoretical and practical
implications, limitations, and proposals for future studies. The article was submitted
to the Journal of Tourism and Development on September 21, 2024 (Appendix H).
The manuscript is currently under review by the referees.

Despite several articles on online reviews in the hotel sector, few studies focus on
four- and five-star hotels. Even fewer bring together studies on these hotel
categories to study the profile of this type of tourist. Moreover, although some
articles analyse online reviews of hotels in the Algarve region, few studies present
an analysis considering the COVID-19 pandemic. In this regard, this study fills these
research gaps and suggests theoretical and practical implications that may be useful
for the performance of hoteliers' businesses. Additionally, this research contributes
to the existing literature by expanding the current investigation on online reviews
in the hotel industry. It paves the way for scholars to develop complementary future

research.



This work follows the following structure. First, a systematic literature review titled
"Systematic literature review on the profile of tourists in four- and five-star hotels
based on online reviews" is presented, followed by the article "Tourists' behaviour
in four- and five-star hotels in the Algarve region before and during COVID-19
pandemic: An analysis based on online reviews". The layout and formatting of the
content in both articles follow the author guidelines required by the respective
journals. Finally, the final considerations, which cover the research implications, the
work limitations, and the recommendations for future studies are, presented. It is
important to mention that, in the Portuguese abstract, when referring to "avalia¢des

online," this includes both ratings and online reviews.
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Abstract

This systematic literature review analyses peer-reviewed journals published from 1
January 2008 to 31 May 2022 inclusive, using 19 keywords related to content shared
by tourists and the hotel sector, in the Biblioteca do Conhecimento Online (B-on)
and the Web of Science (Wos). The 39 articles considered for this analysis are
classified according to the name of the journal in which they appeared and
respective year of publication, the location of the hotels analysed, the booking and
opinion platform used, as well as the number of reviews and hotels studied. In
addition to contributing to the existing literature on online reviews, this study
provides theoretical input that hoteliers can use to aid their business performance
and enables the development of further research by scholars. Although several
studies analyse online reviews, these are still being little used in the hotel industry

in order to profile tourists. In this respect, this work intends to fill this research gap.

Keywords: online reviews; hotel management; four- and five-star hotels; tourists’

profile; systematic literature review



1. Introduction

Online reviews have become increasingly important for the hospitality industry. As
they are opinions and recommendations shared by consumers on social media,
blogs, booking and opinion platforms, among others, they represent a powerful
source of information not only for decision-making by potential tourists but also for
companies, giving them the opportunity to improve their business and get to know
their customers better (Ahani etal., 2019; Berezina et al., 2016; Oliveira et al., 2020).
In recent years there has been an increase in the number of studies examining online
reviews through booking and opinion platforms, revealing a growing interest in the
area, and it has been proven that guests have higher levels of satisfaction in four-
and five-star hotels (Ahn et al., 2017; Hongxiu Li et al., 2020; Huiying Li et al., 2013;
Pacheco, 2016). Since knowing the customer is considered a key point in hotel
management (Talén-Ballestero et al., 2018), and given that the analysis of online
reviews is still being little used in the hotel industry in order to define tourist
profiles, this systematic literature review aims to verify the state of the art regarding
the definition of tourist profiles in four- and five-star hotels based on online reviews.
In addition, this work intends to understand and summarise what previous studies
point out as the main implications of hoteliers and the hotel industry in general
having knowledge about guests’ profiles based on the analysis of online reviews
posted by them on booking and opinion platforms. Besides contributing to the
existing literature by expanding the current research on the use of online reviews in
the hotel industry, this research provides hoteliers with theoretical inputs that could
be useful for their business performance and paves the way for the development of
future research by scholars.

The study is divided into five sections. Firstly, the introduction clarifies the aim of



this work. Secondly, a literature review is carried out on the subject under study.
Next, the methodology used to select the studies and the procedures followed to
analyse them are explained. The fourth section deals with the presentation and
discussion of the results. Finally, the main conclusions of the research are presented,

as well as its limitations and recommendations for future work.

2. Literature review

With the rapid development of information technology, the way users browse and
share information has changed, providing new forms of communication that allow
users to share their opinions and recommendations with other users on various
platforms, such as social networks, blogs, and review sites (Berezina et al., 2016;
Pacheco, 2016). This information, known as user-generated content (UGC), has
become increasingly important for the hotel industry as it is a crucial source of
information for potential customers and hotel companies (Oliveira et al., 2020; Serra
Cantallops & Salvi, 2014).

Firstly, online reviews have the power to influence the decision-making process of
potential customers when looking for hotels, as they allow consumers to receive a
large volume of information and evaluate hotel offers more quickly, enabling a
reduction in the risk associated with the process of purchasing certain products and
services (Serra Cantallops & Salvi, 2014).

Secondly, online reviews allow hoteliers to get to know their customers better and
improve hotel performance (Berezina et al.,, 2016). Since knowing the customer is
considered a key point in hotel management, and since this sector is characterised
by a heterogeneous set of customers with different expectations, needs and

perceptions of service, it is important to segment the market and understand the



differences between customers (Ahani et al.,, 2019; Francesco & Roberta, 2019;
Talon-Ballestero et al., 2018). In this sense, in addition to the textual component of
online reviews, it is also vital to consider the metadata of the reviews (such as the
age of the guests, the purpose of the trip, the language and the hotel category), which
have the potential to enable hoteliers to evaluate guest behaviour and allows to get
global factors that affect the generation of reviews to be evaluated (Oliveira et al,,
2022). In this way, by analysing the online reviews provided by their customers,
hoteliers can obtain relevant information about the overall performance of their
hotels, consumer behaviour, the precise needs to improve in the products/services
offered and the demands of the market (Oliveira et al., 2020).

In this way, since it has been proven that guests have higher levels of satisfaction in
four- and five-star hotels (Ahn et al,, 2017; Hongxiu Li et al., 2020; Huiying Li et al,,
2013; Pacheco, 2016), this systematic literature review aims to verify the state of
the art regarding the definition of tourist profiles in four- and five-star hotels based

on online reviews.

3. Methodology

This systematic literature review is based on the studies by Le et al. (2019) and
Oliveira et al. (2020). It is divided into five important stages that ensure that the
research, extraction, and synthesis of the explored content is consistent and

transparent, as can be seen in Figure 1.
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STAGE 1

Definition of research STA(.;E 2 STAGE 3
Formulation of the

objectives and .
. review protocol
questions

Literature search

Research results
2,045 articles found on B-on and WoS
1,567 articles after removing of duplicates

Analysis of titles, abstracts and keywords
58 articles for full-text evaluation

1,509 items
removed with
justifications

Full-text evaluation
39 articles selected

19 items
removed with
justifications

article analysis dimension

STAGE 4 STAGE 5
Identification of key information per ‘ Summary of article content by

Figure 1. Systematic literature review process
Source: Adapted from Le etal. (2019)

The study aims to verify the state of the art regarding the definition of the tourist

profile in four- and five-star hotels based on online reviews, and, given the main

management implications pointed out in the investigated studies, to identify the

benefits for hoteliers regarding their knowledge of customers through online

review analysis. In this respect, the following research questions were

formulated: 1) What is the profile of tourists in four- and five-star hotels identified

in studies based on online reviews? 2) What benefits for hoteliers are identified

in the studies, regarding the knowledge of tourists through online review

analysis?
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After outlining the objectives and defining the research questions, a systematic
literature review protocol was created, in which key terms related to the content
shared by tourists and the hotel sector were identified and combined with Boolean
operators "OR" and "AND," as shown in Table 1. The literature search was conducted
in two databases, the Biblioteca do Conhecimento Online (B-on) and the Web of
Science (Wos), to identify articles that contained the identified key terms as subjects
(SU) or topics (Topic) (Table 1). These databases were chosen for this study because
they combine results from numerous renowned databases, such as: Scopus;
Academic Search Complete; Business Source Complete; Supplemental Index;
Library, Information Science & Technology Abstracts; ScienceDirect; Directory of
Open Access Journals; IEEE Xplore Digital Library; Emerald; Taylor & Francis;
SciELO; among others. The total number of articles resulting from this search is

presented in the same table, in the "Results without filters" column.

Table 1. Databases, key terms, Boolean operators used in the search and number of results obtained

Results Results
Databases Key terms and Boolean operators without with

filters filters

B-on SU (online reviews OR tourists reviews OR travellers reviews 1,142 1,074

OR user generated reviews OR consumer generated reviews
OR online ratings OR tourists ratings OR travellers ratings OR
user generated ratings OR consumer generated ratings OR
user generated content OR consumer generated content OR
eWOM OR electronic word of mouth) AND SU (hotel
management OR hotel sector OR hospitality and tourism OR
hotel data analysis OR hotel text analysis)
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Results Results
Databases Key terms and Boolean operators without with

filters filters

Wos online reviews OR tourists reviews OR travellers reviews OR 1,502 971
user generated reviews OR consumer generated reviews OR
online ratings OR tourists ratings OR travellers ratings OR
user generated ratings OR consumer generated ratings OR
user generated content OR consumer generated content OR
eWOM OR electronic word of mouth (Topic) AND hotel
management OR hotel sector OR hospitality and tourism OR

hotel data analysis OR hotel text analysis (Topic)

Source: Own work

Filters were applied to the search for the inclusion and exclusion of articles, leading
to a decrease in the number of results, displayed in Table 1 as "Results with filters".

Table 2 presents the filters considered in the search.

Table 2. Filters applied in the search

Databases
Filters B-on Wos
Review period Starts on 1 January 2008. Based on the study by Oliveira et al. (2020).
Types of sources/  Peer-reviewed academic journals. Articles and review articles.
documents
Disciplines/ Library and Information Science; Information Science, Library Science;
Categories Social Sciences and Humanities; Social Sciences Interdisciplinary;
Sports and Leisure; Business and Hospitality, Leisure, Sports, Tourism;
Management. Management; Business.
Language English, Spanish and Portuguese.

Source: Own work

On 31 May 2022, the search resulted in a total of 2,045 articles that met the
established criteria and were imported into Mendeley, a reference management
software. After excluding 478 duplicate records, 1,567 documents remained, as
shown in Figure 1. Then, the title, abstract and keywords of these articles were read,
leading to the exclusion of 1,509 articles because their content did not fit the

purpose of this study and did not allow for answering the research questions. After
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this process, 58 articles were left for full-text evaluation.

After careful reading and complete evaluation of the text, 19 articles were excluded
for the following reasons: the data had been obtained through a questionnaire,
without collecting or analysing online reviews (Spoerr, 2021); the analysis referred
to the tourism sector and not to the hotel sector, as online reviews were collected
not only from hotels but also from restaurants and attractions of the destination
(Fazzolari & Petrocchi, 2018); the main objective was to demonstrate the
usefulness, validate or develop a model related to online reviews (Aakash & Gupta
Aggarwal, 2022; Chang et al,, 2019; M. Li et al., 2020; Manolitzas et al., 2022; Moro
et al,, 2017; Nguyen et al., 2021); data from a single hotel unit had been collected
and examined (Pokryshevskaya & Antipov, 2017; Rhee & Yang, 2015b); they did not
show results related to four- and five-star hotels, and the information presented did
not enrich the present work (Ban et al., 2019; Glaveli et al., 2022; Lee et al., 2020;
Radojevic et al.,, 2015); and finally, some articles were presented in the form of
systematic literature reviews (Bore et al., 2017; Oliveira et al., 2020; Sann et al,,
2021; Serra Cantallops & Salvi, 2014; Zarezadeh et al., 2022).

Thus, 39 investigations were considered for this study, and their main information
was compiled into an Excel spreadsheet, including title, authors, name of the journal
in which they appeared and the respective year of publication, the location of the
analysed hotels, the booking and opinion platform used, as well as the number of
online reviews and hotels studied. In addition, the results of the studies and their
management implications were analysed. Therefore, it was possible to obtain the

results presented below.
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4. Findings and discussion

4.1. Overview of selected papers

Considering the articles selected for this study, three journals stand out as they
represent 41% of the total publications (Table 3). Taking into account the Tourism,
Leisure and Hospitality Management category of Scimago Journal & Country Rank,
the International Journal of Hospitality Management, Tourism Management and
International Journal of Contemporary Hospitality Management are ranked 5th, 1st

and 7th, respectively, in the year 2021.

Table 3. Number of articles per scientific journal

No. of Journal
Journal name %

articles ranking
International Journal of Hospitality Management 7 18% 5th
Tourism Management 5 13% 1st
International Journal of Contemporary Hospitality Management 4 10% 7th
Information Technology & Tourism 2 5% 24th
Journal of Hospitality Marketing and Management 2 5% 10th
Journal of Vacation Marketing 2 5% 27th
Others 17 44% -

Source: Own work

More than half of the articles were published in the last five years, with 2020
showing the highest number of publications (Figure 2). From 2013, the year of the
oldest publication, to 2022, there has been a remarkable growth in the number of
studies that included the extraction and analysis of online reviews written by

tourists in the hospitality sector.
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2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Figure 2. Number of articles by year of publication
Source: Own work

Most of the articles collected online reviews from hotels located in the United States
of America, followed by hotels located in China and Portugal. It is important to note
that, in one study, the authors selected hotels located in 20 tourist destinations
evenly distributed across four geographic regions - the Americas, Asia-Pacific,
Europe, and Middle East/Africa (Banerjee & Chua, 2016), while, in another article,
hotels from four countries in the same regions mentioned above were considered
(Francesco & Roberta, 2019), and a further study covered hotels located in two
European countries and one Eurasian country (Mariani et al., 2020).

In 27 studies, data were extracted from TripAdvisor (Figure 3), the largest online
hotel review platform in the world and widely investigated by the academic
community (Banerjee & Chua, 2016; N. Hu et al,, 2019), and in 11 investigations the
Booking.com platform was selected, indicated as a suitable source to ensure the
authenticity of the extracted data, since only customers who book through
Booking.com can publish reviews after their stay (X. Xu et al., 2017).

It is worth mentioning that, in two articles, TripAdvisor and Booking.com were used
simultaneously, confirming the possibility of combining online reviews from various
sources, possessing different textual components and rating scales (Antonio et al.,

2018; Phillips et al., 2020). On the other hand, the TripAdvisor platform was used in
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conjunction with the Ctrip platform in two studies (Aleman Carreén et al., 2021;
Liang et al., 2016). Finally, two articles selected the Agoda platform (Wu et al,, 2017;
Zhou et al, 2014) and one investigation chose the Daodao platform for data
collection (Huiying Li et al., 2013). Thus, Figure 3 presents a total number of results

higher than the number of selected articles.

Tripadvisor [ 27
Booking.com _ 11

ctrip [N 2

Agoda - 2

Daodao [Jj 1

Figure 3. Number of studies by booking and opinion platform used
Source: Own work

In the majority of the studies, online reviews from more than ten hotels were
collected (Figure 4), with three investigations standing out for having collected data
from over 10,000 hotel units (Hongxiu Li et al., 2020; Y. Liu et al,, 2017; Radojevic et
al,, 2018). Conversely, four articles stood out for including data from less than ten
hotels (Padma & Ahn, 2020; Sann & Lai, 2021; Tsiotsou, 2019). Regarding the
number of online reviews, it can be noted that all studies analysed more than 500
reviews; however, one study stands out for investigating nearly 5,000,000 online

reviews (Radojevic et al., 2018).
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Figure 4. Number of hotels and number of online reviews per article
Source: Own work

4.2. The profile of tourists in four- and five-star hotels based on online

reviews

Investigating user preferences and behavioural patterns through online reviews
available on booking and opinion platforms, such as Booking.com and TripAdvisor,
is a valuable source of information for the hotel industry, and can assist managers
in their decision-making and hotel performance, as well as in obtaining knowledge
about customers (Ahani et al., 2019; Berezina et al., 2016).

Certain authors have valued the personal data of users who write online reviews,
and several studies have been conducted that contribute to obtaining knowledge
about customers in the hotel industry. Examples are the investigations of Moro et al.
(2022), Tsiotsou (2019, 2022), Wu et al. (2017) and Zhou et al. (2014), in which the
country of origin of users was analysed to establish behavioural patterns related to
travellers’ cultural differences and their predisposition to express satisfaction

regarding their hotel experiences, revealing that satisfaction varies according to the
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country of origin of users.

Based on the analysis of online reviews of four- and five-star hotels located in
Hangzhou, China, Zhou et al. (2014) drew conclusions about the satisfaction of
customers from five market origins. Thus, the authors identified that tourists from
Oceania were the most satisfied, followed by Chinese and American tourists, and the
markets of Western Europe and Southeast Asia were the least satisfied. In addition,
it was recognised that the public areas (lounge, lobby, pool and fitness centre) were
the attributes that contributed most to customer satisfaction, while their
dissatisfaction was related to aspects associated with the physical environment of
the rooms (size and cleanliness) and the hotel (dated quality of facilities and noise
level), as well as the value for money (room price), the location (close to attractions
and accessibility with public transport) and the staff (language skills and efficiency
in solving problems). The advice to hotel managers was that they should improve
the aspects identified as negative for guest satisfaction.

Later, the results of the Zhou et al. (2014) study were partially corroborated by the
findings of Wu et al. (2017), who discovered, when analysing online reviews of five-
star hotels in Shanghai, China, that tourists from Oceania and North America were
the most satisfied and that staff and service were the attributes that contributed the
most to this feeling. In contrast, Japanese and Korean tourists were the least
satisfied, and their concerns were primarily related to tangible aspects of the hotels.
In this respect, the authors emphasize the importance of staff delivering high-quality
service to their customers.

Alternatively, Tsiotsou (2019) studied the differences in the evaluation of European
guests by exploring online reviews of four- and five-star hotels in Greece, and

concluded that the ranking by tourists descends in the order of Northern, Eastern,
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Western, and Southern Europeans, that is, Northern Europeans were the most
generous in evaluating hotels, while Southern Europeans were the least generous.
In this respect, Tsiotsou (2019) suggests that hoteliers should encourage Northern
European guests to leave online reviews, as they were the ones who rated the hotels
the best.

Later, when investigating online reviews of five-star hotels in Northern Greece, the
same author recognised that Northern Europeans valued the staff, Eastern
Europeans appreciated the hotel’s physical attributes/environment, Western
Europeans focused mainly on basic products, such as the room and food, and
Southern Europeans were concerned with services (Tsiotsou, 2022). With this
study, the author concluded that guests’ cultural differences should be considered
when interpreting online reviews, so that hotel managers can tailor their services
and develop effective marketing and promotion strategies. The findings of Tsiotsou
(2022) corroborate and expand the results of the previous study by Kitsios et al.
(2021), which, through the analysis of online reviews of five-star hotels in
Thessaloniki, Greece, indicated that factors significantly affecting customer
satisfaction are related to location, staff, rooms and services. However, it is
important to highlight that, in this study (Kitsios et al., 2021), the country of origin
of the online review users was not considered.

In order to understand the influence of culture on tourists' perception of hotel
attributes, Moro et al. (2022) analysed online reviews from foreign guests and
concluded that, regardless of cultural origin, location and price were the attributes
that most and least satisfied customers, respectively, in four-and five-star hotels in
New York. These findings partially corroborate the results of a previous study by

Kim et al. (2016), who found that location was the attribute that most satisfied
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customers in four- and five-star hotels in New York. Like the study by Kitsios et al.
(2021), the study by Kim et al. (2016) did not consider the country of origin of the
users of online reviews.

In addition to analysing the country of origin of users, research has also been
conducted examining the language of online reviews to investigate guest evaluation
behaviour considering linguistic differences (Aleman Carreon et al., 2021; Antonio
et al,, 2018; Hongxiu Li et al,, 2020; Y. Liu et al., 2017; Mariani et al., 2019; Pacheco,
2016; Schuckert et al., 2015). The results indicate that customer satisfaction varies
depending on the language in which the online reviews are written. Most studies
have focused on four- and five-star hotels.

In order to compare the satisfaction behaviour of English and non-English-speaking
guests, Schuckert et al. (2015) analysed the language of online reviews written by
hotel customers in Hong Kong, China, and found that customers who wrote in
English were the most satisfied and the most likely to stay in four- and five-star
hotels. In contrast, guests who did not write online reviews in English were less
satisfied with four- and five-star hotels because they had high expectations, while
guests who wrote in English enjoyed their stay without being very demanding.
Expanding on the Schuckert et al. (2015) research, Pacheco (2016) investigated the
distribution and difference in classification behaviour of hotel guests in Porto,
Portugal, based on the language of online reviews written in English, Portuguese,
Spanish, French and Brazilian Portuguese. The author found that guests who wrote
in Brazilian Portuguese were the ones who gave the highest ratings to four- and five-
star hotels, while guests who wrote in Spanish and French gave the lowest ratings.
Later, in another study, the same author revealed that room and service were the

predictor attributes of guest satisfaction in four- and five-star hotels in Portugal,
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based on the analysis of online reviews written by hotel customers located in Lisbon,
Algarve, Porto and Madeira Island (Pacheco, 2017). In this study the language of the
online reviews was not considered.

In another approach, Y. Liu et al. (2017) emphasized the importance of segmenting
customers based on hotel categories, by comparing the satisfaction of domestic and
international tourists through the language of online reviews from hotels in Beijing,
Shanghai, Guangzhou, Hangzhou and Sanya, China. Thus, it was possible to ascertain
that most guests who wrote in international languages (English, German, French,
Italian, Portuguese, Spanish, Japanese and Russian), as well as in Chinese (domestic
customers), rated five-star hotels positively. However, several four-star hotels were
highly rated by guests writing in international languages but received a lower score
from domestic customers.

Extending the results of studies by Schuckert et al. (2015), Pacheco (2016) and Y.
Liuetal. (2017), Antonio et al. (2018) examined online comments written in English,
Spanish and Portuguese, in combination with hotel sales data in Portugal, and
revealed that four- and five-star hotels obtained higher ratings in reviews written in
English in comparison to reviews written in Spanish and Portuguese. Furthermore,
the authors found that customers who wrote reviews in Portuguese and Spanish
opted to share online reviews on the Booking.com platform and the majority of
guests who commented in English chose the TripAdvisor platform, highlighting the
importance of research being developed through more than one data source.

In another study, having analysed online reviews from Italian, American and
Chinese travellers staying in hotels located in Hong Kong, London, New York and
Dubai, Francesco & Roberta (2019) found that people from different countries

perceive and emphasize hotel attributes differently. Thus, they observed that the
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attribute most emphasized by Italian tourists in four- and five-star hotels was
location, and American and Chinese clients highlighted cleanliness and service
attitude, respectively, in five-star hotels. The results of this study may help hotel
managers determine the optimal allocation of scarce financial resources,
considering customer satisfaction criteria (Francesco & Roberta, 2019). For this
analysis, the authors considered not only the language in which the online reviews
were written (English, Chinese and Italian), but also the users' country of origin
(USA, China and Italy), a method also used by other authors in their research
(Gunasekar et al., 2021; Mariani et al., 2020; Oliveira et al., 2022; Phillips et al., 2020;
Sann & Lai, 2021).

In recent years, several studies have been developed examining customer
preferences through online reviews, and it has been proven that guests show higher
satisfaction levels in four- and five-star hotels (Ahn et al., 2017; Uslu Cibere et al.,
2020; Hongxiu Li et al., 2020; Huiying Li et al., 2013; Y. Liu et al., 2017; Pacheco,
2016, 2017; Phillips et al., 2020; Tsiotsou, 2019; Wong, Rasoolimanesh, & Pahlevan
Sharif, 2020; Zhou et al.,, 2014). However, after examining online reviews of hotels
located in the top 100 cities in the United States, these results were not verified in
the study by Xu et al. (2017), as it was found that guests in four- and five-star hotels
showed less satisfaction with hotel attributes and services compared to customers
staying in lower categories. The authors justify this by the fact that guests have
higher expectations regarding products and services in higher category hotels, since
the cost is higher. The previous study by Huiying Li et al. (2013) also addressed this
issue, as it was found, when investigating online reviews of hotels located in Beijing,
China, that some factors that guests consider important when booking four- and

five-star hotels, such as the bed, the room and reception services, did not meet their
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expectations.

Later, the investigation by Padma & Ahn (2020) confirmed the conclusions of Xu et
al. (2017) by verifying that guests in five-star hotels have much higher expectations
compared to those staying in lower-rated hotels, based on the investigation of online
hotel reviews in Malaysia. Therefore, the study by Hongxiu Li et al. (2020) may
clarify this fact by finding, through the analysis of online reviews of hotels located in
Sanya, Beijing, Guangzhou, Shanghai and Hangzhou in China, that the cleanliness,
location, room, service and value are basic factors for customer satisfaction in four-
and five-star hotels, and if the performance of these attributes falls short of guests'
expectations, they will be dissatisfied.

Customer dissatisfaction can lead to complaints, and there is evidence that online
complaint behaviour is influenced by hotel category (Fernandes & Fernandes, 2018;
N.Huetal.,, 2019; Sann et al., 2020). Fernandes & Fernandes (2018) analysed online
reviews with negative statements regarding hotels located in Porto, Portugal, and
found that guests in four- and five-star hotels expressed greater dissatisfaction with
the service, particularly customer care, location, and value. Service and value were
also the factors with the most complaints made by customers in four- and five-star
hotels in the investigations by Hu et al. (2019) and Sann et al. (2020), based on the
examination of reviews of hotels in New York and the United Kingdom, respectively.
In this respect, the authors suggest hoteliers should ensure that the high-quality
standards expected by customers are provided, or even exceeded (Fernandes &
Fernandes, 2018), and that the space for shortfalls that cause dissatisfaction be
reduced (Sann et al., 2020). In addition, through the analysis of online reviews,
hoteliers have an excellent opportunity to understand the causes of guest

dissatisfaction, allowing the re-evaluation of strategies and the direction of limited
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financial resources towards improving negative factors (Fernandes & Fernandes,
2018).

Furthermore, through the analysis of online reviews, it is possible to know if the
tourist travelled alone, as a couple, with family, friends or for business. It has been
proven that, when placed in different group compositions, travellers present
dissimilar expectations and preferences towards hotel attributes and services, and
that the determinants and levels of guest satisfaction, as well as their rating patterns,
depend on who they are travelling with (Ahn et al.,, 2017; Banerjee & Chua, 2016; S.
Liu etal., 2013; X. Xu, 2018; Yadav & Roychoudhury, 2019). The studies by Ahani et
al. (2019) and Tsiotsou (2019) confirmed these findings, as it was identified, based
on the analysis of online reviews of hotels located in the Canary Islands (Spain) and
Greece, respectively, that guests who travelled with family and as a couple were
those who expressed greater satisfaction in four- and five-star hotels.

On the other hand, there is evidence that guests travelling for business report lower
levels of satisfaction than those travelling for leisure (Banerjee & Chua, 2016; J. M.
Kim et al,, 2022; Liang et al,, 2016; Radojevic et al., 2018). These findings were also
confirmed in four- and five-star hotels, according to the studies by Wu et al. (2017)
and Ahn et al. (2017), as it was verified, based on the observation of online reviews
of hotels located in Shanghai and New York, respectively, that business travellers
presented lower satisfaction compared to other travellers. Wu et al. (2017) found
that guests travelling for business presented specific concerns related to business-
oriented services and recommend that, to increase the satisfaction of these
customers, hoteliers should inform guests at check-in about all the business facilities

and services offered by the hotels. Table 4 summarizes the above studies.
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Table 4. The profile of tourists in four- and five-star hotels based on previous studies that used online reviews

Geography/
Source Purpose Category/ No. of Key findings
reviews
Zhou et al. Provide comparative and Hangzhou (China) Tourists from Oceania, China and
(2014) benchmarking insights 4 and 5 stars the United States expressed greater
about customer satisfaction. 1,345 satisfaction, in contrast to the
Western European and Southeast
Asian markets.
Wu et al. Evaluate the experiences of Shanghai (China) Tourists from Oceania and North
(2017) international clients. 5 stars America expressed greater
2,000 satisfaction, while customers from
North-East Asia showed less
satisfaction.
Tsiotsou Identify cross-cultural Greece The ranking of tourists goes down
(2019) differences in the 4 and 5 stars in order of Northern, Eastern,
evaluations of tourists from 1,055 Western, and Southern Europeans.
Central, Eastern, Northern
and Southern Europe.
Tsiotsou Identify  critical value- Northern Greece Northern, Eastern, Western and
(2022) creation elements of luxury 5 stars Southern Europeans valued the
services and examine cross- 838 staff, the hotel’s physical
cultural differences of attributes/environment, the basic
customers from four products (room and food) and the
European regions (East, services, respectively.
North, South and West).
Kitsios et Examine and compare Thessaloniki Customer satisfaction is
al. (2021)  aspects of guest satisfaction (Greece) significantly affected by factors
and dissatisfaction. 5 stars related to location, staff, rooms and
2,595 services.
Moro et al. Understand how countries New York Regardless of cultural origin,
(2022) of origin and respective 1to 5 stars location and price were the
embedded cultures 115,297 attributes that satisfied the most
influence tourists' and the least customers, in order, in
perceptions. four- and five-star hotels.
B. Kim et Identify and compare New York Location was the attribute that
al. (2016) factors known as satisfiers 1 to 5 stars satisfied the most customers in
and dissatisfiers. 919 four- and five-star hotels.
Schuckert  Explore the distributionand Hong Kong Customers who wrote in English
et al. difference in the rating (China) were the most satisfied and the
(2015) behaviour of  English- 1to5 stars most likely to stay in four- and five-
speaking and non-English- 86,000 star hotels.
speaking guests.
Pacheco Explore the distributionand Porto (Portugal) Customers who wrote in Brazilian
(2016) differences in rating 2 to 5 stars Portuguese were the ones who
behaviour  of  English, 2,150 gave the highest ratings to four-
Portuguese, Spanish, French and five-star hotels. In contrast,
and Brazilian guests. guests who wrote in Spanish and
French gave the lowest ratings.
Pacheco Study the impact of specific Lisbon, Algarve, Room and service were the
(2017) satisfaction attributes on Porto and predictor attributes of guest
overall satisfaction. Madeira Island satisfaction in four- and five-star
(Portugal) hotels.
2 to 5 stars
285,000
Y. Liuetal. Offer new insights into the Beijing, Shanghai, Guests rated positively the five-star
(2017) determinants of hotel Guangzhou, hotels. Several four-star hotels
customer satisfaction by were rated very highly by

26



Geography/

Source Purpose Category/ No. of Key findings
reviews
discriminating among Hangzhou and international guests, but received a
customers by language Sanya (China) lower rating from national guests.
group. 0 to 5 stars
412,784
Antonio et Understand how guests Portugal Reviews written in  English
al. (2018)  from different origins and 2 to 5 stars obtained higher ratings in four-
different international 23,322 and five-star  hotels  when
destinations evaluate compared to reviews written in
hotels. Spanish and Portuguese.
Francesco Investigate whether there Hong Kong, Location was the attribute most
& Roberta are differences in the way London, New York emphasised by Italian tourists in
(2019) Italians, Americans and and Dubai four- and five-star hotels, while
Chinese travellers perceive 1 to 5 stars American and Chinese customers
and emphasise several hotel 9,000 highlighted cleanliness and service
attributes. attitude, respectively, in five-star
hotels.
Xu et al. Examine customer USA Guests at four- and five-star hotels
(2017) satisfaction and 0 to 5 stars showed less satisfied with hotel
dissatisfaction toward 3,596 attributes and services compared
attributes of hotel products to customers staying in lower
and services. categories.
Huiying Li Illustrate that online hotel Beijing (China) Some factors that guests consider
et al. reviews can be used to 2tob5 stars important when booking four- and
(2013) systematically identify 42,668 five-star hotels, such as the bed, the
customer satisfaction room and reception services, did
factors. not meet their expectations.
Padma & Understand the attributes Malaysia Guests in five-star hotels have
Ahn of luxury hotels that 5 stars much higher expectations
(2020) contribute to guest 800 compared to those staying in
satisfaction and lower-rated hotels.
dissatisfaction.
HongxiuLi Unravel how the role of Sanya, Beijing, Cleanliness, location, rooms,
et al. hotel attributes can differ in Guangzhou, service and value are basic factors
(2020) accordance with different Shanghai and for customer satisfaction in four-
hotel star ratings and Hangzhou (China) and five-star hotels.
distinct customer segments. 0 to 5 stars
412,784
Fernandes Characterise complainers’ Porto (Portugal) Guests in four- and five-star hotels
& profile and online 2 to 5 stars expressed greater dissatisfaction
Fernandes complaints and determine 1,191 with the service, particularly
(2018) which factors may impact customer care, location and value.
them.
Hu et al. Investigate how customer New York Service and value were the factors
(2019) complaints vary across 1to5 stars with the most complaints in the
different hotels grades. 27,864 four- and five-star hotels.
Sann et al. Investigate the online United Kingdom
(2020) complaint behaviour 2 to 5 stars
targeting six different hotel 2,020
attributes.
Ahani et Identify the important Canary Islands Guests who travelled with family
al. (2019) factors for hotel selecting. (Spain) and as a couple were those who
4 and 5 stars expressed greater satisfaction in
9,128 four- and five-star hotels.
Tsiotsou Identify cross-cultural Greece
(2019) differences in the 4 and>5 stars
evaluations of tourists from 1,055
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Geography/
Source Purpose Category/ No. of Key findings
reviews

Central, Eastern, Northern
and Southern Europe.

Wu et al. Evaluate the experiences of Shanghai (China) Business travellers presented

(2017) international clients. 5 stars lower satisfaction compared to
2,000 other travellers in four- and five-
Ahn et al. Demonstrate how different New York star hotels.
(2017) compositions of group 2tob5 stars
members can influence 125,076
people's travelling
experiences.

Source: Own work

4.3. The benefits of hoteliers knowing their customers through online review

analysis
Due to its open structure, the analysis of consumer-generated content provides the
opportunity to produce more accurate reports on customer experiences compared
to traditional research methods such as interviews (Kitsios et al.,, 2021). In this
respect, hoteliers should be aware of how this content can add value to their
businesses and how it can be used to improve performance and business success
(Kitsios et al., 2021). Through the key management implications provided by the
studies considered for this review, it was possible to synthesise the benefits of
hoteliers knowing their customers through online review analysis, presented in

Figure 5.
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Analysing online reviews in the hotel industry allows hoteliers to:

- Improve the factors
highlighted as negative;

- Increase the quality of
products and services;

- Ensure the delivery of
quality standards expected

- Develop effective
marketing and promotion
strategies;

- Adapt the service offer;

- Establish optimal allocation
of financial resources;

- Reduce the space for
shortfalls;

- Track changes in customer
preferences and needs;

- Predict future behaviour.

by customers;

v

Reduce customer
dissatisfaction

Improve hotels’
performance

Increase guest

Reduce costs . .
satisfaction

Reduce the number
of negative reviews
and complaints

Improve the

. Increase revenue
reputation of hotels

Increase demand

Figure 5. Benefits of hoteliers getting to know their customers by analysing online reviews.

Source: Based on the results of studies by Ahani et al. (2019), Ahn et al. (2017), Antonio et al. (2018),
Fernandes & Fernandes (2018), Francesco & Roberta (2019), Hu et al. (2019), Kitsios et al. (2021), Huiying
Lietal. (2013), Y. Liuetal. (2017), Moro etal. (2022), Padma & Ahn (2020), Sann et al. (2020), Schuckert et

al. (2015), Tsiotsou (2019, 2022), Xu et al. (2017) and Zhou et al. (2014).

Indeed, analysing online reviews allows hoteliers to better understand their
customers and benefit from a series of advantages that contribute to improving
hotel performance. However, in order for hoteliers to take advantage of the
information freely provided by customers, the use of suitable software for
collection and analysis becomes indispensable, as well as the allocation of workers

to regularly monitor it (Wu et al,, 2017).

5. Conclusions

The present systematic literature review aimed to verify the state of the art
regarding the definition of tourist profiles in four- and five-stars hotels based on
online reviews and, through the main management implications pointed out in the
investigated studies, sought to understand the benefits for hoteliers associated with

knowledge of their customers through the analysis of online reviews. The objectives
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were achieved through a rigorous analysis of 39 articles published between 2013
and 2022, organised by the name of the journal in which they appeared and the
respective year of publication, the location of the analysed hotels, the booking and
opinion platform used, as well as the number of hotels and online reviews included
in the studies. Additionally, the results of the articles considered for this review and
their main management implications were investigated.

Conclusions suggest that the behaviour of tourists in four- and five-star hotels is
influenced by their profiles. Factors such as tourists' country of origin, the language
in which online reviews are written, the type of traveller, and the purpose of the trip
influence their evaluations and should be considered when analysing online reviews
in order to construct detailed behavioural patterns. In addition, the hotel category
also affects the experience and expectations of customers. It is proven that guests’
satisfaction levels and expectations for hotel products and services are higher in
four- and five-star hotels. Therefore, it is important for hoteliers to provide the
expected quality standards in order to achieve guest satisfaction.

Indeed, when used to its full advantage, the analysis of online reviews constitutes an
important tool for obtaining knowledge about customers. This allows hoteliers to
enjoy a range of advantages capable of creating value for companies and improving
their performance. However, the use of appropriate software for data collection and
analysis, as well as the allocation of workers to frequently monitor online reviews,
is essential.

This study provides theoretical contributions that allow us to better understand the
tourists who frequent four- and five-star hotels and can be applied by hoteliers as
an aid in business management, improving their performance. On the other hand,

this study stands out from the others because it is an innovative contribution and
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different from existing studies on online reviews, enriching scientific production in
this field of research and paving the way for future complementary research.

Study limitations include the research approach, which considered articles in
English, Spanish and Portuguese published between 1 January 2008 and 31 May
2022, and related to the following disciplines: Library Science; Information Science;
Interdisciplinary Social Sciences; Social and Humanistic Sciences; Hospitality,
Leisure, Sports and Tourism; Management and Business. Thus, future studies could
consider the analysis of other material. Furthermore, since only the management
implications pointed out in the investigated studies were considered, the benefits
for hoteliers associated with knowledge of their customers through the analysis of
online reviews were not studied in depth. Thus, this matter could be further
explored in future works. Alternatively, it would be of interest to complement the
theme addressed in this study by investigating tourist profiles for other hotel
categories, as well as other types of accommodation. In addition, studies could be
conducted on tourist profiles considering different types of management, full and

limited-service hotels, or luxury, mid-range, and budget hotels.

This work was supported by the Foundation for Science and Technology (FCT)

under project UIDB/04470/2020 (https://doi.org/10.54499/UIDB/04470/2020).
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Abstract | Online review analysis provides hoteliers with several useful advantages for their
business performance, particularly in identifying consumer behaviour in the hospitality industry.
Since the hotel industry is highly vulnerable to pandemics, which can alter consumer behaviour,
review analysis emerges as an excellent tool for identifying trends in the hospitality sector,
allowing recognition of changes in consumer behaviour due to the pandemic. In this context, this
study aims to identify tourists’ behaviour at four- and five-star hotels in the Algarve region
(Portugal) before and during the COVID-19 pandemic, as well as to recognise differences that
occurred among the two periods through the analysis of 17,601 online reviews published on
TripAdvisor between January 2018 and April 2023. Using NVivo 14 software, frequency and
sentiment analyses are conducted to evaluate tourist behaviour in relation to hotel attributes and
specific metadata. Results reveal that four- and five-star hotels in the Algarve were predominantly
evaluated positively by customers during both periods, and no significant differences were
observed in guest behaviour during the pandemic. In addition to contributing to the existing
literature on online reviews in the hotel industry, this study provides hoteliers with theoretical and

practical insights that may be useful for improving their business performance.

Keywords | Algarve, COVID-19, Four- and five-star hotels, Online reviews, Text mining
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1. Introduction

The travel and tourism sector is an activity area that plays an important role in Portugal's
economy. Characterised as the country's most considerable service-exporting activity, it
generated tourism receipts in 2023 that represented 48.6% of service exports, 19.9% of total
exports, and 9.5% of Gross Domestic Product (TravelBI, 2024e). This sector's good performance
enabled Portugal to rank 12th in the Travel & Tourism Development Index in 2024, an index that
measures indicators and policies related to tourism and travel in 117 economies (World Economic
Forum, 2024).

One of Portugal's main tourist regions is the Algarve, which in 2023 boasted the largest
accommodation capacity in the country's tourist accommodation establishments and was the
leading destination in the number of overnight guest stays (TravelBI, 2024d, 2024b). In the same
year, 16.5% of all employees in Algarve had jobs related to the tourism sector, making it the
Portuguese location with the highest percentage of employment linked to this activity sector
(TravelBI, 2024c).

In 2019, tourism in the Algarve region had its best year ever, with 5 million guests staying in
tourist accommodation establishments (+7.01% compared to 2018), of which 29.06% were
residents and 70.94% were non-residents. In the same year, Algarve recorded 21 million
overnight stays (+2.53%), the majority of which were made by foreign guests (76.14%). As a
result, the region's tourist accommodation establishments achieved 1.2 billion in total revenue,
of which 910 million was related to accommodation profits (Instituto Nacional de Estatistica,
2020).

However, the tourism industry is highly vulnerable to unexpected occurrences such as pandemics
(Hu et al., 2021). On 31 December 2019, the World Health Organization (WHO) was alerted to
several unknown pneumonia cases in Wuhan, China, which were later identified as a new type of
coronavirus. On 30 January 2020, the WHO declared the new coronavirus outbreak a Public
Health Emergency of International Concern (PHEIC). On 11 March 2020, it was characterised as
a pandemic caused by the COVID-19 disease (Organizacdo Pan-Americana da Salde, 2023). Due
to generalised lockdowns and travel restrictions imposed by countries to contain the virus’ spread,
the pandemic has caused a huge drop in international demand, causing an unprecedented
interruption in tourism (UNWTO, 2020).

In 2020, the number of guests in Algarve’s tourist accommodation establishments fell by 3.1

million compared to 2019 (-60.67%) and overnight stays totalled 7.9 million (-62.25%), of which

foreign guests made 51.66%. With this outcome, the total revenue of the region's tourist
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accommodation establishments and profits from accommodation totalled 462 million euros (-
62.34%) and 346 million euros (-61.91%), respectively (Instituto Nacional de Estatistica, 2021).
The year 2021 was also impacted by the constraints of the COVID-19 pandemic due to
confinement measures imposed, with negative effects on the tourism sector. Despite having
grown compared to 2020, it was still below the levels of 2019 (Instituto Nacional de Estatistica,
2022). In 2022, a year significantly marked by the return of foreign tourists to Portugal, the

tourism sector came close to record figures in 2019 (Instituto Nacional de Estatistica, 2023).

On 5 May 2023, WHO declared the end of PHEIC and determined that COVID-19 is now an
established and ongoing health problem (World Health Organization, 2023). In 2023, Algarve's
tourism sector reached and surpassed levels of some statistical indicators obtained in 2019, with
5.1 million guests (+1.36% compared to 2019) and 20.4 million overnight stays (-2.47%) in the
region's tourist accommodation establishments, which led to 1.6 billion in total revenue
(+29.86%) and 1.2 billion in revenue from accommodation (+29.12%) (TravelBI, 2024a).

Given that the tourism sector has been severely affected by the COVID-19 pandemic, there is a
need to investigate its impact on the hotel sector, particularly regarding changes in guest
behaviour. In this context, this study aims to identify tourists’ behaviour at four- and five-star
hotels in the Algarve before and during the COVID-19 pandemic, as well as recognise changes
influenced by the pandemic through the extraction and analysis of online reviews made between
January 2018 and April 2023. In this way, tourist behaviour will be identified by characterising
demand, including geographic, sociodemographic, and psychographic factors. In addition, it is
intended to provide hoteliers with theoretical and practical contributions that may be useful for
their business performance, as well as contribute to existing literature by expanding current

research on the use of online reviews in the hotel industry.

The study is divided into five sections. After the introductory section, we present a literature
review on the subject under study and an explanation of the methodology. The fourth section
presents analyses and discusses the results. Finally, the study presents its main conclusions,

along with management implications, limitations, and recommendations for future research.

2. Literature review
2.1. Online reviews: User characteristics and hotel attributes

It has been proven that analysing online reviews enables the assessment of hotel performance,
consumer behaviour, improvement needs and market demands (Oliveira et al.,, 2020).
Additionally, it can be confirmed that, alongside textual content, review metadata - such as users’

age, trip purpose, comments’ language, stay date, hotel location and category - has the potential
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to help hoteliers assess various factors that influence reviews publication (Oliveira et al., 2022;
Ye et al., 2018).

The systematic literature review conducted previously by by Ferreira et al. (2024), which compiled
studies using online review analyses, made it possible to understand that in four- and five-star
hotels, guest satisfaction varies according to country of origin (Tsiotsou, 2019, 2022; Wu et al,,
2017; Zhou et al., 2014), comments’ language (Antonio et al., 2018; Pacheco, 2016; Schuckert
et al., 2015) and traveller type, i.e. solo, couple, family, friends or business travellers (Ahani et
al., 2019; Ahn et al., 2017; Tsiotsou, 2019; Wu et al., 2017). In addition to these factors, studies
have also shown that users' experiences in writing online reviews influence ratings assigned to
four- and five-star hotels (Amatulli et al., 2019; Liang et al., 2016).

On the other hand, online reviews provide a wealth of information on how different hotel
attributes are evaluated, and it has been shown that the importance given by customers to
attributes varies according to the hotel's star rating (Rhee & Yang, 2015). In four- and five-star
hotels, the main attribute responsible for customer satisfaction is value for money in studies by
Li et al. (2013), Limberger et al. (2014), Rhee & Yang (2015) and Wong et al. (2020), and was
indicated by Li et al. (2013) that this attribute plays an important role in customers' booking
decisions and post-purchase satisfaction. Nevertheless, in a study by Cibere et al. (2020), which
investigated the performance of six attributes, value for money ranked last, with cleanliness being
the top-rated attribute by customers. In addition, cleanliness appears to be customers' third most
valued attribute in investigations by Wong et al. (2020) and Rhee & Yang (2015), proving the

impact that intangible services have on customer experience.

Service was a determining factor for customer satisfaction in four- and five-star hotels in Pacheco
(2017) and Rios-Martin et al. (2019) studies. Although it was not the most relevant attribute,
Cibere et al. (2020), Kim et al. (2016), Limberger et al. (2014), Rhee & Yang (2015), and Wong
et al. (2020) also highlight it as an attribute that contributes to guest satisfaction. It has been
verified that service quality can directly influence hotel recommendations to third parties and the
desire to return to the same hotel (Padma & Ahn, 2020).

Similarly, rooms have been identified as an important attribute for guest satisfaction in four- and
five-star hotels in many studies (Cibere et al., 2020; Kim et al., 2016; Kitsios et al., 2021;
Limberger et al., 2014; Pacheco, 2017; Padma & Ahn, 2020; Rhee & Yang, 2015; Wong et al.,
2020). According to Kitsios et al. (2021), for guest satisfaction to be achieved, hotel rooms must
be pleasant, clean, comfortable and cosy. Additionally, room size is also a factor that customers
value (Kim et al., 2016; Pacheco, 2016).
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On the other hand, in investigations by Athanasopoulou et al. (2023), Kim et al. (2016), Kitsios
et al. (2021) and Li et al. (2013), the location was considered the most valued attribute by
customers of four- and five-star hotels. Kitsios et al. (2021) recommend that, when building future
hotels, location and accessibility should be considered. For existing hotel companies, they suggest
improving access to tourist attractions and/or transportation hubs. In contrast, in studies by
Cibere et al. (2020), Wong et al. (2020) and Rhee & Yang (2015), location was the least important
attribute for customers, possibly because it is only relevant when choosing a hotel (Limberger et
al., 2014; Pacheco, 2017; Wong et al., 2020).

In addition to the attributes mentioned above, staff were also a key factor in customer satisfaction
at four- and five-star hotels in some studies (Athanasopoulou et al., 2023; Kim et al., 2016; Kitsios
et al., 2021; Padma & Ahn, 2020; Rios-Martin et al., 2019). As the only element that can
immediately adapt to each customer's needs, hotel staff gain particular importance by providing
an individualised experience tailored to customers' specific needs and expectations (Rios-Martin
et al., 2019). According to Athanasopoulou et al. (2023) and Kitsios et al. (2021), friendly, well-
trained, and efficient staff enhance customer satisfaction.

Lastly, sleep quality is identified as a satisfaction attribute in studies by Cibere et al. (2020), Rhee
& Yang (2015) and Wong et al. (2020). However, Rios-Martin et al. (2019) and Rhee & Yang
(2015) note that online reviews rarely mention sleep quality. Customers consider it a basic
expectation, similar to cleanliness since a higher-category hotel is generally expected to provide

better sleep quality.

2.2. Online reviews in the COVID-19 pandemic

Since the hotel industry is highly vulnerable to pandemics, it has been suggested that COVID-19
may alter consumer behaviour in the long term (Hu et al., 2021). Given that text analysis provides
insights into trends in the hotel industry (Bi et al., 2024), several studies have utilised analysis of
online hotel reviews to understand differences in consumer evaluations before and during the

pandemic.

An example is the study by Xu et al. (2023), which indicated that the pandemic positively affected
customer ratings, although the effect was less pronounced in higher-star hotels. However, these
results were not found in studies by Raedts et al. (2023), which revealed that customers rated
four-star hotels less positively during the pandemic. Nevertheless, customers valued the same
hotel attributes in both investigations during the new reality: services, rooms, breakfast, and
location. Additionally, studies by Cheng et al. (2021) highlighted services, rooms, and locations.
However, the authors noted that the main guest experience determinants at five-star hotels did

not change with the pandemic.
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On the other hand, with the emergence of COVID-19, customers began to place greater
importance on attributes related to cleanliness, hygiene, and safety measures (Hu et al., 2021;
Raedts et al., 2023), and it was found that those who were concerned about health-related issues
and positively commented on how hotels managed the pandemic, rated four- and five-star hotels
higher (Raedts et al., 2023; Xu et al., 2023), especially when travelling for business purposes (Xu
et al., 2023).

In conclusion, online reviews' heterogeneous and real-time nature can help hotel managers
understand the post-pandemic sector dynamics (Bi et al., 2024) and can help them prepare

actions to ensure customer satisfaction (Alamoodi et al., 2021).

3. Methodology
3.1. Sampling and data collection

TripAdvisor is the world's largest travel advice platform, with over 1 billion ratings and reviews
on 8 million accommodation and other businesses (TripAdvisor, 2023). It was selected to extract

online reviews of four- and five-star hotels in the Algarve.

Before the process of extracting online reviews, the Registo Nacional de Turismo (2023) was used
to search hotels intended for investigation, resulting in 104 four- and five-star hotels located in
Algarve (12-06-2023). However, since the current investigation aims to analyse reviews written
from the beginning of 2018 onwards, 11 hotels could not be considered due to their opening
years being in 2018 or later. Therefore, only hotels that inclusive had been open until 2017 were
considered for the study. The 93 selected hotels (64 four-star and 29 five-star) were searched on

TripAdvisor using their names, addresses, postal codes, and official websites.

Next, an Excel sheet was created with 93 hotel units, each assigned an identification number.
Each hotel was linked to its corresponding TripAdvisor page, and a bot was developed in C#
serving as a web scraper to collect online reviews published since January 1, 2018, in five
languages: English, Portuguese, Spanish, German, and French. The data extraction took place on
July 27, 2023, and lasted three days, meaning that some reviews posted between July 27 and 29
were also collected. The collection resulted in a total of 39,851 reviews, which were inserted into
an Excel sheet. Additionally, the following data were extracted: hotel location (municipality) and
user location, number of user contributions, type of traveller, date of stay (different from the

review date), average ratings, and language review.

3.2. Data refining

Before analysing online reviews, it was necessary to refine the data, which involved converting

unstructured text data into structured data (Ban et al., 2019). Firstly, all rows in the Excel sheet
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that contained one or more empty cells were removed (n=18,988). Secondly, a manual process
was carried out on the user location column, ensuring that cities and tourist provinces were
presented in the form of countries, and any rows with data that did not correspond to a valid
location were also removed (n=18,943). Finally, the stay date column was formatted as a date,

and the dates were sorted in ascending order.

Since the goal was to analyse online reviews from January 2018 onward, all reviews with a stay
date before this period were removed (n=18,596), as some guests wrote reviews in 2018 but
stayed in 2017, for example. Reviews with a stay date in May 2023 or later were also excluded
(n=17,601), as on May 5, 2023, WHO declared the end of the PHEIC (World Health Organization,
2023). It's important to note that TripAdvisor presents stay dates as month and year, making it
impossible to account for reviews from guests who stayed during the first five days of May 2023.
Lastly, all reviews were translated into English using an online translator, ensuring the analysis

was conducted in the same language.

After refining the data, a total of 17,601 reviews were obtained. Two databases were then created
in Excel: the first covering the pre-pandemic period, consisting of 13,329 reviews made between
January 2018 and January 2020, as WHO declared the coronavirus outbreak a PHEIC on January
30, 2020 (Organizacdo Pan-Americana da Saude, 2023); and the second covering pandemic
period, with 4,272 reviews recorded between February 2020 and April 2023, as shown in figure
1. As mentioned earlier, since TripAdvisor displays stay dates as month and year, the pre-
pandemic database includes reviews from guests who stayed on January 30 and 31, 2020 - dates

that technically belong to the pandemic period.

Pre-pandemic 0 o 13,329

Pandemic - INNMMHRMVRITIHIT0mE 4,272

Figure 1 - Number of online reviews considered by period

Source: Own work

3.3. Data analysis

Since analysing a large volume of data can be demanding, using appropriate software to analyse
and categorise online reviews becomes necessary (Oliveira et al., 2020). Like the study by Oliveira
et al. (2022), NVivo 14 was utilised since it is designed to assist researchers in qualitative data
analysis. It is important to note that this software can only analyse one language at a time and

does not recognise sarcasm, double negatives, slang, linguistic variations, idiomatic expressions,
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or ambiguity. However, it remains an effective tool for obtaining an overall summary of opinions
(Oliveira et al., 2022).

In this context, two databases were imported into the software, resulting in two separate projects.
These data were used for both quantitative and qualitative analysis. The quantitative analysis
allowed for the visualisation of online review distribution by metadata, such as hotel location
(municipality), language review, user location (country and continent of origin), stay date, type
of traveller, number of user contributions, and average ratings for each period under study.
Qualitative analysis, which focused on the text of online reviews, enabled sentiment analysis and
word (or term) frequency analysis.

Sentiment analysis is characterised by its ability to determine the polarity of a document,
comment, opinion, or emotion expressed by someone, where polarity can be positive, neutral, or
negative (Alaei et al., 2019), and was used to detect the sentiment present in each sentence of
guests’ comments. Frequency analysis, to identify the hotel attributes most discussed by
customers, was employed to search the most mentioned words and their respective derivatives
(e.g., clean, cleaned, cleaning, cleanness, cleans) in each sentence of the comments. These

analyses considered data from each period.

4. Results and discussion
4.1. Quantitative analysis

As can be seen in figure 2, the Algarve region is composed of 16 municipalities, with most of the

four- and five-star hotels located along the coastal areas. No hotels were observed in Sdo Bras
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SANTO ANTONIO

de Alportel and Alcoutim.

ﬁ PORTIMAO
LAGOS 12
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2
VILA DO BISPO

ALBUFEIRA

Figure 2 - Number of four- and five-star hotels by municipalities in Algarve
Source: Adapted from Associagao Nacional de Municipios Portugueses (2020)
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Regardless of the study period, the majority of online reviews collected come from tourists staying
in hotels located in the municipalities of Albufeira, Portimao, Loulé, Lagoa, and Lagos, which, as

previously verified (Figure 3), have a higher number of four- and five-star hotels.
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Figure 3 - Number of online reviews by Algarve municipalities

Source: Own work

For the two periods in question, more than half the comments were written in English (Figure 4).
This was followed by comments written in Portuguese, Spanish, and German in the pre-pandemic
period and in Portuguese, German, and Spanish in the pandemic period. French was the least

used language by tourists in both periods.

. LRI ©,333
English
2,693
Portuguese A 1,696
657
. (Immm 965
Spanish 357
(mmmmmm 946
German 417
i 389
French 153

m Pre-pandemic  ® Pandemic

Figure 4 - Number of online reviews by language

Source: Own work
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In Table 1, fifteen countries with the highest number of tourists who submitted online reviews
under study are listed, with the United Kingdom standing out, accounting for approximately 52%
and 45% of total tourists in pre-pandemic and pandemic periods, respectively, and Portugal, with
around 13% and 17% in first and second periods under study. The same table also shows the
origin of tourists by continent, highlighting that in both periods, over 90% come from Europe. It
is important to mention that reviews from tourists originating from Azerbaijan, Russia, and Turkey
were counted twice, as these countries are part of both Europe and Asia, resulting in the total
number of reviews in the table being higher than the total number of extracted reviews (an

additional 20 reviews). In smaller numbers, tourists from Africa were also present during both

periods.

Table 1 - Number of online reviews by country and continent of tourist’s origin
Country of origin Pre-pandemic % Pandemic %
United Kingdom 6,898 51.8% 1,930 45.2%
Portugal 1,687 12.7% 714 16.7%
Spain 979 7.3% 363 8.5%
Germany 779 5.8% 380 8.9%
Ireland 717 5.4% 186 4.4%
United States 425 3.2% 141 3.3%
France 403 3.0% 154 3.6%
Brazil 226 1.7% 37 0.9%
Switzerland 208 1.6% 83 1.9%
Canada 162 1.2% 49 1.1%
Belgium 90 0.7% 29 0.7%
Netherlands 79 0.6% 28 0.7%
Australia 77 0.6% 8 0.2%
Austria 76 0.6% 18 0.4%
Italy 44 0.3% 19 0.4%
Others 479 3.6% 133 3.1%
Continent of origin
Europe 12,205 91.5% 3,977 93.0%
North America 613 4.6% 199 4.7%
South America 284 2.1% 44 1.0%
Asia 107 0.8% 41 1.0%
Oceania 89 0.7% 11 0.3%
Africa 45 0.3% 6 0.1%

Source: Own work
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Regarding stay dates, tourists primarily chose to stay between April and October in the pre-
pandemic period, while they mainly opted for April, August, September, and October in the

pandemic period (Figure 5).

489 418
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Figure 5 - Number of online reviews by stay date

Source: Own work

Based on figure 6, more than half the tourists who stayed in four- and five-star hotels in the
Algarve travelled as a couple in both periods. This category of hotels also saw a considerable
number of tourists travelling with family and friends. Guests travelling for business and those
travelling alone were fewer, with more solo travellers than business travellers during the

pandemic, which was not the case in the pre-pandemic period.

AR 6,959
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2,228
Family QRO - 3,988
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fmm 352
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Figure 6 - Number of online reviews by traveller type

Source: Own work

Regarding tourists' experience writing online reviews, the majority are experienced, meaning it is

not their first time writing an online review for both periods under study (Figure 7).
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Figure 7 - Number of online reviews by user contributions

Source: Own work

Since TripAdvisor allows hotels to be rated up to five points, four- and five-star hotels in the

Algarve region were mostly rated positively by tourists, with ratings of 4 and 5 points (Figure 8).
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Figure 8 - Number of online reviews by average rating

Source: Own work

4.2. Qualitative analysis

To simplify qualitative analysis reading, including sentiment and frequency analyses, positive
sentiment encompasses moderately positive and very positive sentiments analysed together. The
same applies when discussing negative sentiment, which refers to both moderately negative and

very negative sentiments grouped simultaneously.

4.2.1. Sentiment analysis

Regardless of the study period, it can be stated that tourists staying in four- and five-star hotels
in the Algarve primarily wrote reviews with positive sentiments, with 74.5% in the pre-pandemic
period and 73.2% in the pandemic period. Of these, approximately 29% were reviews with very

positive sentiments in each period (Figure 9). This finding supports the results of studies by Bayer

54



& Emir (2017), Oliveira et al. (2022) and Tontini et al. (2017), which demonstrated that tourists
tend to share more positive reviews than negative ones. Conversely, reviews with negative
sentiments accounted for 25.4% in the first period and 26.9% in the second period, showing a
slight increase in customer dissatisfaction during the pandemic. This corroborates the findings of
Raedts et al. (2023), which indicated that customers rated hotels less positively during the
pandemic. Of these percentages, 11.9% and 13.2% were reviews with very negative sentiments

in pre-pandemic and pandemic periods, respectively.

44.7%

28.5% 28.5%

11.9% 13.2% 13.5% 13.7%

Very - Mod + Very +

& Pre-pandemic Pandemic

Figure 9 - Overall sentiment of online reviews

Source: Own work

From another perspective, figure 10 shows that nearly half the comments express positive or
mixed sentiments (containing both positive and negative sentiments), with 47.1% and 46.1% in
the pre-pandemic period and 45.7% and 46.9% in the pandemic period, respectively. Fewer
comments exhibit negative or neutral sentiments (without any sentiment), accounting for 4%
and 2.9%, respectively, in the first period and 5% and 2.3% in the second period. These results
confirm the statements made regarding the previous chart, indicating that tourists predominantly

expressed positive sentiments and were more dissatisfied during the pandemic.
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Figure 10 - Overall sentiment of coding references

Source: Own work

4.2.2, Frequency analysis

45.7%

Positive

Table 2 lists the ten most mentioned words in the comments during the two periods in question.

It can be observed that, for both periods, the first four words are the same and appear in the

same order (rooms, staff, pool, and breakfast). The following three words (food, restaurants, and

beaches) hold different levels of importance across the two periods, with food being more

frequently mentioned in pre-pandemic comments and beaches in the pandemic period. "cleaning"

and "bar" follow, occupying the same positions in both periods. Lastly, "areas" were a frequently

mentioned hotel attribute by tourists in the period before the pandemic, while during the

pandemic, customers emphasised "views.

Table 2 - Frequency analysis results

Pre-pandemic Pandemic
1 rooms 1.94% rooms 1.93%
2 staffs 1.29% staffs 1.34%
3 pool’ 1.21% pools 1.22%
4 breakfasts 0.87% breakfasts 0.92%
5 foods 0.76% beaches 0.77%
6 restaurant’ 0.74% foods 0.77%
7 beach’ 0.73% restaurants 0.74%
8 cleans 0.67% cleaning 0.68%
9 bar’ 0.64% bars 0.66%
10 areas 0.63% view’ 0.59%

Source: Own work

56



The words room, staff, pool, and breakfast were most frequently mentioned by tourists, partially
corroborating studies results by Kitsios et al. (2021), Oliveira et al. (2022) and Padma & Ahn
(2020). The words room, staff, pool, and breakfast were most frequently mentioned by tourists,
partially corroborating results from studies by Hu et al. (2021) and Raedts et al. (2023). These
four hotel attributes will receive special attention in the following section, where they will be

subjected to sentiment analysis.

It is important to note that only words related to hotel attributes were retained in the frequency
table. Words that did not meet this condition, such as "hotel," which refers to the hotel unit itself,

and "day," which is not a hotel attribute, were removed.

4.2.3. Sentiment analysis of select hotel attributes

Regarding the four selected hotel attributes (Figure 11), it can be observed that in the pre-
pandemic period, breakfast was the most valued attribute by customers, with 82.3% of comments
expressing positive sentiment, followed by staff (80.5%), rooms (76.4%), and the pool (74.6%).
During the pandemic period, however, the highest number of positive comments shifted to staff
(80.5%)), followed by breakfast (80.1%), rooms (78.5%), and the pool (73%). This indicates that
customers placed more value on rooms than in the previous period, as evidenced by the increased
percentage associated with this attribute. Despite these observations regarding comments with
very positive sentiment, the staff stands out in both periods, with 44.5% of total comments in
the pre-pandemic period and 46.7% in the pandemic period, highlighting an increase in tourist

satisfaction with staff during the pandemic.
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Figure 11 - Sentiment towards selected hotel attributes

Source: Own work

On the other hand, regardless of the period, the pool was the hotel attribute that generated the
highest percentage of negative reviews, with 25.4% and 27% in the first and second periods,
respectively. The pool also received most comments with very negative sentiment, with 12.5%
in the pre-pandemic period and 14.1% in the pandemic period. Additionally, it is evident that
during the pandemic, tourists became more dissatisfied with the pool compared to the previous

period and breakfast.

4.2.4. Sentiment analysis of metadata

Considering the language in which comments were written, it is observed that comments in
Portuguese exhibit the highest levels of positive sentiment, with 79.1% before the pandemic and
77.2% during the pandemic (Figure 12). Following these are comments written in English
(74.6%), Spanish (73.3%), German (72.1%), and French (69.3%) in the pre-pandemic period.
This order shifted with the pandemic, as after Portuguese, the comments in German (75.3%)
were next, followed by English (72.9%), Spanish (69.5%), and French (68.8%). On the other
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hand, with the pandemic, the percentage of positive sentiment comments written in German was
the only one to increase. German comments also featured the highest number of very positive

sentiment comments, with 34% in the first period and 36.5% in the second period.
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Figure 12 - Tourist sentiment by language

Source: Own work

In contrast, comments written in French showed the highest percentages of negative sentiment,
with 30.7% in the pre-pandemic period and 31.2% in the pandemic period. Of these percentages,
14.6% and 15% correspond to comments with very negative sentiments, respectively.
Furthermore, with the pandemic, the percentage of negative sentiment comments written in

Spanish, French, English, and Portuguese increased.

Considering tourists’ continent of origin (Figure 13), it is noted that, in the period before the
pandemic, comments with the highest percentage of positive sentiment were written by guests
in the following order: from South America (79.2%); North America (77.3%); Asia (76.8%); Africa
(75%); Europe (74.3%); and Oceania (73%). However, Asian tourists wrote most comments with

very positive sentiments (32.2%). During the pandemic, tourists from Africa wrote the highest
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number of comments with positive sentiment (85.2%), with 40.7% being very positive, followed
by comments from North American guests (79.3%), Europe (73%), Asia (68.3%), South America
(66.9%), and Oceania (58.6%). Additionally, during the pandemic, the percentage of positive

sentiment comments from tourists from Africa and North America increased.
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Figure 13 - Tourist sentiment by continent of origin

Source: Own work

In contrast, during both periods under study, customer comments from Oceania had the highest
percentage of negative sentiment, with 27% in the first period and 41.4% in the second period.
Additionally, customers from this continent also made the most comments with very negative
sentiment during the pandemic (20.7%). In contrast, before the pandemic, customers from Africa
stood out (14.2%). It was also observed that, during the pandemic, the number of negative

comments from South American tourists from Asia, Europe, and Oceania increased.
Considering dates of stay, it is evident that the period from December to February contributed

most to positive customer sentiment, with 80.3% and 77.9% in periods before and during the

pandemic, respectively. This same period also saw the highest percentage of comments with very
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positive sentiment, with 29.8% and 29.3% in the first and second periods, respectively (Figure
14). In both periods, and terms of positive sentiment, the months of March to May followed
(75.8% in the pre-pandemic period; 75.3% during the pandemic), then September to November
(74.7%; 73%), and June to August (72.3%; 69.9%). This indicates that the sentiment of
comments, when evaluated by stay date, was not significantly altered by the pandemic despite a

slight decline in percentages.
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Figure 14 - Tourist sentiment by stay date

Source: Own work

On the other hand, the most negative sentiment comments were written between June and
August, with 27.7% and 30.1% in the pre-pandemic and pandemic periods, respectively. This
same period also saw the highest number of comments with very negative sentiment, with 13.3%
before the pandemic and 14.9% during the pandemic.

Regarding the type of traveller (Figure 15), it is evident that guests travelling for business

purposes wrote most positive comments in both periods (80.6% in pre-pandemic period; 78.4%

during the pandemic), followed by comments from guests who travelled alone (76.1%; 76.4%),
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as a couple (75.3%; 74.5%), with friends (74.6%; 73.7%), and with family (72.7%; 69.8%).
Notably, during the pandemic, the percentage of positive comments from guests who travelled
alone was the only one to increase. On the other hand, business travellers also made the highest

number of very positive comments, with 30.4% in each period.
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Figure 15 - Tourist sentiment by traveller type

Source: Own work

Conversely, in both periods, guests who travelled with family were the ones who wrote the most
negative comments, with 27.3% in the pre-pandemic period and 30.2% during the pandemic.
This type of traveller also expressed the highest levels of very negative sentiment in their
comments, with 13.2% in the first period and 14.6% in the second period. Additionally, with the
pandemic, travellers who travelled as a couple, for business, with family, and with friends wrote

more negative comments than in the previous period.
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Considering tourists' experience writing online reviews, the highest number of positive comments
was written by those posting an online review for the first time (novices), with 78% in both the
pre-pandemic and pandemic periods (Figure 16). Of these, 32.1% and 33% wrote comments

with very positive sentiment in the first and second periods, respectively.
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Figure 16 - Tourist sentiment by contribution number

Source: Own work

Conversely, experienced tourists who frequently write online reviews (experts) posted the most
negative comments, with 25.8% in the pre-pandemic period and 27.3% during the pandemic, of
which 12.1% and 13.3% were very negative. With the pandemic, negative comments from this

group of tourists increased.

5. Conclusion

The main objective of this study was to identify tourists’ behaviour in the four- and five-star hotel
sector in Algarve, Portugal, both before and during the COVID-19 pandemic, as well as to
recognise differences that occurred between the two periods. By analysing 17,601 online reviews
from 93 hotels made between January 2018 and April 2023, the results reveal that although the
volume of reviews significantly decreased with the onset of the pandemic, online reviews during
the pandemic period followed a pattern very similar to that observed in the pre-pandemic period,
except for results related to tourists' continent of origin. Regardless of the period studied, four-

and five-star hotels in the Algarve region were predominantly rated positively by customers.

Considering the results obtained, it is highlighted that priority should be given to the quality of
staff, breakfast, rooms, and pools, as these are attributes most frequently mentioned by
customers in the analysed reviews in both study periods. Hoteliers should primarily invest in

human capital, as reviews about staff showed the highest levels of very positive sentiment, and
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they should pay special attention to hotel pools, as most reviews with very negative sentiment

were about this attribute in both periods.

On the other hand, hoteliers should aim to retain and attract customers who write online reviews
in Portuguese and German and those who travel between December and February, as they have
written the most positive statements about the hotels, regardless of the study period. Additionally,
customers who stayed for business reasons and those who wrote an online review for the first
time were the ones who wrote the most favourable comments about hotels in both periods. It is
important for hotels to have business-oriented services and infrastructure and for staff to
encourage their customers to leave online reviews, especially those who have never done so
before. Regarding tourist’s continent of origin, those from South America and Asia wrote the most
positive reviews about hotels in the pre-pandemic period. However, with the onset of the
pandemic, customers from Africa took that position. Therefore, it is important for hotel managers

to develop strategies to attract clients from these markets.

From another perspective, hoteliers should strive to offer differentiated services that meet the
needs of customers who write in French and travel with family. They need to prepare strategies
to maintain service quality during peak months (June to August), as this is when the highest
number of negative reviews were observed in both periods. Additionally, conditions should be
provided for customers from Oceania, as these guests wrote the most negative comments in both
periods. The most significant change in guest behaviour who wrote reviews about the analysed
hotels concerns tourists from Africa before COVID-19. They were the ones who wrote the most
very negative reviews, but with the pandemic, they have become the main contributors to very

positive comments.

The results of this study can help hoteliers operating in four- and five-star hotels in the Algarve
better understand their customers. This understanding can lead to operational improvements and
adjustments to service offerings aimed at increasing positive sentiment in online reviews.
Additionally, this study highlights the importance of using text analysis software to examine online

reviews, which represents a valuable tool for hospitality businesses.

This investigation provides practical and theoretical contributions that offer a better
understanding of tourists in these types of accommodations, which can be applied by hoteliers to
aid in business management, thereby improving their performance. On the other hand, in addition
to contributing to the existing scientific literature on online reviews, this study paves the way for
the development of future complementary research by academics, as it confirms the analysis of

online reviews as an effective tool for discovering tourist behaviour.
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As with any study, this research has limitations. One limitation is that it considered only one online
review platform, TripAdvisor. Additionally, the study was restricted to reviews written in
Portuguese, English, Spanish, German, and French about four- and five-star hotels in the Algarve
from January 2018 to April 2023, limiting the generalizability of findings. Furthermore, since stay
dates are reported only by month and year on TripAdvisor, the data for the pre-pandemic period
included reviews from customers who stayed on January 30 and 31, 2020, dates that should have
been classified as part of the pandemic period. Additionally, it was impossible to include reviews
from customers who stayed during the first five days of May 2023 in the analysis of the pandemic

period.

Future studies could validate and/or compare results obtained in this research using other review
platforms or employing different data mining techniques. Additionally, this study could be
expanded to include other languages and regions within Portugal and other countries and hotel
categories. Lastly, more focused research could be conducted on hotel attributes and online
metadata reviews to understand better the reasons behind customer satisfaction and

dissatisfaction in each market.
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4. Discussion and conclusion

The objective of this study was to examine how online reviews published on booking
and review platforms can be a useful tool in identifying the behaviour of tourists in
four- and five-star hotels. In this context, the following research questions were
formulated: 1) What is the profile of tourists in four- and five-star hotels identified
in studies based on online reviews? 2) What benefits for hoteliers are identified in
the studies regarding the knowledge of tourists through online reviews analysis? 3)
What was the behaviour of tourists in four- and five-star hotels in the Algarve region
before and during the COVID-19 pandemic? 4) Has the behaviour of tourists in four-
and five-star hotels in the Algarve region changed with the onset of the COVID-19
pandemic? To achieve the objective of this study and answer the research questions,
the study was conducted in two parts.

In the first part of this work, a systematic literature review was carried out to verify
the state of the art regarding the definition of the profile of tourists in four- and five-
star hotels based on online reviews. Additionally, through the main management
implications identified in the investigated studies, the aim was also to recognise the
benefits for hoteliers in knowing their customers through online reviews. In the
second part, online reviews of four- and five-star hotels in the Algarve region were
extracted and analysed to identify the behaviour of tourists who visit these hotels,
both before and during the COVID-19 pandemic, and investigate whether there were
changes in the behaviour of these guests between the two periods.

After a thorough analysis of 39 articles published between 2013 and 2022, the
profile of tourists staying at four- and five-star hotels was identified, and it was
found that their behaviour is influenced by their country of origin, reviews,
language, traveller type and trip purpose. Additionally, it was observed that the
hotel category affects the clients' experience and expectations and that the
satisfaction and expectations of guests regarding hotel products and services are
higher in four- and five-star hotels. Furthermore, the benefits for hoteliers with
understanding their clients through analysing online reviews were synthesised.
Some of the benefits identified include adapting and improving the offering,
monitoring changes in customer preferences, predicting future behaviours,

establishing optimal allocation of financial resources, and developing effective
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marketing and promotion strategies. Leveraging these benefits can help hoteliers
enhance their business performance and increase guest satisfaction.

On the other hand, from the analysis of 17,601 online reviews written in English,
Portuguese, Spanish, German, and French, published on TripAdvisor between
January 2018 and April 2023, regarding 93 four- and five-star hotels located in the
Algarve, it was found that although the volume of reviews decreased significantly
during the pandemic, the behaviour of tourists during the pandemic period followed
a pattern quite similar to that observed in the pre-pandemic period. In both periods,
the four- and five-star hotels in the Algarve region analysed were mostly rated
positively by the customers. Additionally, through frequency and sentiment
analyses, customers’ most valued hotel attributes were identified, and
recommendations were provided to hotel professionals on which attributes they
should prioritise. Furthermore, a sentiment analysis considering the continent of
origin of the customers, review language, stay date, traveller type and their
experience in writing online reviews allowed the identification of the behaviour of
those who shared more/less positive opinions, as well as provided suggestions that
hoteliers should consider to achieve the satisfaction of all their clients.

This work provides theoretical and practical contributions that can help all
professionals in four- and five-star hospitality to better understand the profile of
their clients, assist in business management, and understand the benefits associated
with client knowledge through the analysis of online reviews. Additionally, the
results of this work can primarily help professionals in four- and five-star hotels
operating in the Algarve region by allowing them to understand the behaviour of
guests staying in these hotel categories. Moreover, besides contributing to the
existing scientific literature on online reviews, this study paves the way for the
development of future complementary investigations by academics. It highlights the
importance of using appropriate software for data collection and analysis.
Furthermore, this work provides hospitality industry professionals with
information on how to leverage online reviews. When used effectively, the analysis
of online reviews can be an excellent tool for aiding hotel businesses, particularly in
gaining insights into their clients and improving business performance.

As with any study, this work has limitations that should be considered. In the first

study, the research approach was limited to articles written in English, Spanish, and
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Portuguese published between January 1, 2008, and May 31, 2022, and related to
specific disciplines: Library Science; Information Science; Interdisciplinary Social
Sciences; Social and Humanistic Sciences; Hospitality, Leisure, Sports and Tourism;
Management and Business. Additionally, the benefits for hoteliers associated with
understanding their clients through the analysis of online reviews were not studied
in depth, as only the management implications highlighted in the reviewed studies
were considered to address the first research question. In the second study, the
sample was restricted to online reviews written in Portuguese, English, Spanish,
German, and French for four- and five-star hotels located in the Algarve region,
published on TripAdvisor, from January 2018 to April 2023, which limits the
generalizability of the study’s results. Moreover, since TripAdvisor reports the stay
date as month and year, the data for the pre-pandemic period included reviews from
clients who stayed on January 30 and 31, 2020, dates that should belong to the
pandemic period. It was not possible to include in the pandemic period reviews
analysis from clients who stayed during the first five days of May 2023.

Future studies could consider a different research approach from the one used in
the first study and delve deeper into the benefits that hoteliers can gain from
understanding their clients through the analysis of online reviews. Additionally, the
results obtained in the second study could be validated and/or compared using
other review platforms or data mining techniques. Furthermore, the sample in
future studies could be extended to include other languages and regions of Portugal
and other countries. More focused research on hotel attributes and the metadata of
online reviews could also be conducted to understand the reasons behind
satisfaction and dissatisfaction in each market. Finally, for both methodologies
applied in this work, other hotel categories, types of accommodation, different
management styles, full-service and limited-service hotels, luxury, mid-range, and

budget hotels could be considered.
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