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Introduction

u Progressively, online customer reviews are gaining importance amongst hotels.

u Previously, these reviews were mostly about luxury hotels but with time budget hotel reviews are
gaining significance as well

u Qualitative in-depth research was chosen, as online reviews were analyzed from TripAdvisor.
Moreover, respondents were interviewed informally for additional data.

u Ibis Styles London Heathrow (ISLH)

u To understand customer insights, to study the factors that affect customer satisfaction and
dissatisfaction, and to offer recommendations to managers for further improvement.



Literature Review
u The way tourists search for travel information has changed because of the dominant role of the

Internet in today's society (Arsal, Bacman and Baldwin, 2009)

u Electronic word of mouth has a wider scope and creates more rapid exchanges; therefore, it has a
much superior consequence on inducing demand than traditional word of mouth (Cantallops and
Salvi, 2014).

u The relationship between online customer reviews (OCRs) and customer perceptions about them is
that positive OCRs increase purchase intentions and negative OCRs decrease purchase intentions
(Karakaya and Barnes, 2010)

u Core attributes such as cleanliness, location, F&B, fitness center and internet service, are the
fundamental for customers. Peripheral attributes such room service, friendliness and efficiency of
staff are like add-ons for the customers (Hutchinson, McCleary and Weaver, 2013)

u OCRs on core attributes have a more significant effect on lowering the level of consumers’
perceived risk associated with online leisure hotel booking than OCRs on peripheral attributes
(Hutchinson, McCleary and Weaver, 2013)

u According to Gu and Ryan (2008), there are seven key features of a hotel that positively impact
customers’ overall gratification; bed comfort, room size, and sanitation of bathroom services,
approachability and locality, worth of F&B, add on services, and performance of the hotel staff.

u Sparks and Browning (2011), used four variables to design an experiment: the target of the review,
positive or negative reviews, framing of reviews that come first (positive or negative), and whether
the clients produced numerical rating along with the qualitative comments.



Literature Review (continued)
u It was found that consumers get affected if the negative reviews are displayed before the positive

reviews. They are even more influenced if the overall rating is negative. However, if the overall
rating is positive and the framing is such that positive reviews are displayed before the negative
reviews, consumer confidence is constructed.

u The results showed that consumers depend upon easily understandable data when assessing online
hotel reviews (Sparks and Browning, 2011).



Research Objectives

u Hotels must recognize the customer needs and customer’s frame of mind, so that they not only meet
those prospects but exceed them, in order to prosper within the hotel businesses (Lu et al., 2015).
To understand the mass market’s insights, online comments and reviews must be focused upon.
Commonly these reviews target the full-service and luxury hotels, although they have been
multiplying progressively. The discernments towards budget hotels like Ibis Styles London Heathrow
Hotel (ISLH) are hence unidentified. This study circles around the following objectives:

u To recognise customer’s perception of the ISLH through online reviews.

u To study the aspects that add to the contentment and discontentment of ISLH guests during their
visit; and

u To deliver appropriate recommendations for ISLH managers to evolve the value of the services
provided.



Methodology 

u In order to achieve better understanding of the suggested objectives, the qualitative approach has
been used due of the exploratory nature of the study. Particularly, inductive approach is used to
analyze the results.

u The inductive research approach is considered to be one of the flexible approaches with a reason of
no condition of pre-determined theory for gathering information (Kothari, C.R., 2004)

u This study was limited to online reviews as well as informal interviews for Ibis Styles London
Heathrow (ISLH) hotel.

u Secondary and primary data technique has been used for this study in the form of online reviews
(secondary) and guest’s interviews (Primary)

u The researcher has used content analysis to examine the text without any influence from previous
theories or models, which would aid in discussion of the finding exclusive to this study.



Source of Data

u Most of the data were in textual form and was gathered mainly from comments posted on one of the
largest travel site called TripAdvisor (http://tripadvisor.com).

u TripAdvisor consist of 456 million monthly average website visitors with 661 millions reviews of
hotels exclusively, covering 7.7 million hotels, airlines and restaurants around the globe
(tripadvisor.com, 2016)

u TripAdvisor has its own distribution system which allow its user to book their holidays
(accommodation, flights, car rentals etc) and provide a platform to its user to leave comments after
staying in any hotel which was booked through their website.

u TripAdvisor was considered appropriate for this study because of two main reasons. First, reviews on
TripAdvisor were consistent, reliable and suitable for the analysis as well as website has sufficient
comments to support this study and secondly, Ibis Styles London Heathrow hotel which is the main
target of this study, has linked TripAdvisor’s comments directly on their official website.

u Other source of data has obtained by conducting informal interviews of the five guests staying in
ISLH hotel. The answers were recorded during the informal open ended conversation. All the
questions were directly related to the keywords selected from the online comments so both data
sources could complement each other as well as triangulate the findings of this study

http://tripadvisor.com/


Data gathering and Study Site
u Merely comments on Ibis Styles London Heathrow (ISLH) hotel were analysed, which is an airport hotel and

located very near to Heathrow Airport and considered one of the most busiest airports in the world.

u An airport hotel was selected for its greater level of maturity in term of greater numbers of guests who
come for a short stay, mostly during their transact flights and due to this reason, more travellers choose to
stay in budget hotels like ISLH rather than luxurious hotels (Nazir et al., 2014)

u Due to précised nature of this study, only 20 comments on the Ibis Styles London Heathrow hotel were used
for the analysis, which were not older than ten months and two random comments from each month were
selected

u The comments posted on TripAdvisor for ISLH hotel typically includes rating from 0 to 5 as well as written
review

u Sample comment 1 (Positive)

u “Had a very enjoyable stay at the ibis, effortless booking in! The room was very clean and tidy with aircon (that was running) The
bathroom was very clean an interesting roof angle over the bath and shower, not too much of a hindrance!
It was a great stay.”

u Sample Comment 2 (Negative)

u “The staff at the registration desk was very unfriendly and not customer oriented. made me feel like I was a bother and not a
customer. They need training in customer relationships! after it’s all about the customer.”



Data Analysis and Findings

u The data was compiled in the form of positive and negative online comments

u Keywords from comments such as cleanliness, comfort, location, rooms, facilities, staff, value for
money and services were picked.

u For instance, the positive feedback of the guest in the following comment expresses the attributes
of the services, features of the room, quality of the food and facilities which include elevator, WIFI,
taxis, and behavior of staff members.

u As the customer satisfaction and dissatisfaction depends on the keywords which highlight the
positive and negative vibe of the hotel



Data Analysis and Findings

Positive response negative response Positive %

Cleanliness and Comfort 19 1 95%

F&B 9 11 45%

Location 20 0 100%

Rooms 16 4 80%

Facilities 9 11 45%

Staff 16 4 80%

Value for Money 18 2 90%

Services 3 17 15%

Total Responses 20

Table 1: Data recorded through online reviews

It can be deduced that Ibis Styles’ online reviews reflected satisfaction of clients with the core features 
of a hotel such as location, rooms and cleanliness. However, due to it being a budget hotel, peripherals 
were reviewed negatively such as services and facilities. 



Data Analysis and Findings

u Five guests were informally interviewed to assess their satisfaction. The questionnaire consists
structured questions which include customer background and information, services and customer
satisfaction with regard to the Ibis Styles hotel, factors of services of Ibis Styles hotel, and open
discussion questions.

Respondent Id Gender Interview Date Location

01 Male 17 August 2018 UK

02 Female 17 August 2018 Russia

03 Male 17 August 2018 Bangladesh

04 Male 17 August 2018 UK

05 Male 17 August 2018 UK

Table 2: Data of Interviewers

The responses of the respondents were recorded through an indication of the features and services of
the Ibis Hotel. The services and features include accessible location, cleanliness, early check-ins, check-
outs late, fitness center, food menu services, free cancellation of booking, free access to Wi-Fi, and
sound-proof rooms.



Data Analysis and Findings
u The 73 responses were examined as the positive aspects and the 12 responses

were related to the negative vibes. Therefore, the positive aspects were
more than the negative.
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Features and Services

negative positive

The accessible location and transport, as mentioned in the online reviews, was an especially favorable
factor for the guests. Another core feature, safety and hygiene, was reviewed positively. Moreover,
interviews showed that sound-proof rooms added to the core features such as the comfortability of the
room.



Discussion and Recommendation
u The guests were primarily concerned about the cleanliness of the room, comfortability of the beds,

accessibility and location of the hotel, affordability and quality of F&B and staff behaviour.

u However, absence of basic hotel services, below average F&B service quality and lack of facilities
have created uncertainties about ISLH

u Lack of Services

u The managers should consider an option to provide these services to its guests as they are not very
costly to deploy

u Lack of Facilities e.g. Gym

u It might be costly for the hotel to offer such facility, however, offering this facility would provide
competitive edge over other budget hotels around the area and ultimately would increase the
overall rating

u Poor F&B Quality.

u A poor or low quality breakfast may ruin the overall experience of the guest. The F&B manager
should focus on delivery the quality food experience to the guests.



Limitations and Ethics

u generalisation is limited of this study

u Insufficient data sample

u Limited to TripAdvisor’s comments only.

u Consider other travel websites like booking.com and hotels.com as data
sources to triangulate the findings of this study.

u While conducting the research study, ethics have been considered on the
priority basis.

u Permission from the managers had been approved prior taking informal
interviews from the guests.
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