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Abstract | Online reviews in booking sites influence the choice of a hotel by future guests. Several
hotel attributes are mentioned in online comments, but breakfast is rarely addressed. The purpose of
this research is to analyse the importance that European hotel customers give to breakfast when cho-
osing a hotel. For this purpose, online comments in TripAdvisor platform (n=1120) from customers
searching for 4- and 5-stars hotels in European capitals were assessed. The hotels (n=112) were se-
lected according to their rate in TripAdvisor (2 high-rank and 2 low-rank per capital). More than half
of the comments include a reference to breakfast, being 66% positive and 56% addressing a specific
dimension. References to breakfast and positive remarks are more frequent among women (p<0.001).
Positive comments are more frequent on the high-rank hotels and negative comments on the low-rank
hotels (p<0.001). No differences were found considering the aim/type of travel. Hotel managers should
consider breakfast as an important factor that their customers’' comment and publish about in booking
platforms. Importantly, a description in the hotel website and eventually other platforms may positively
influence tourists’ comments and ultimately the rank of the hotel on booking sites, and therefore impact
customers' perception of the quality of the hotel. Other studies should consider determining managers'
and visitors’ perspectives regarding these findings.
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1. Introduction

The technological evolution has brought Web
2.0 causing significant changes for Internet users,
creating conditions for the emerging of new servi-
ces and social networks and bringing a great ad-
vance for information technologies. Users began
to buy online and to interact with each other, cre-
ating networks of consumers to exchange informa-
tion at all stages of the process of acquiring go-
ods and services. As a consequence, such acti-
vities have increased confidence in some services
whereas declining for others (Ogut & Tas, 2012;
Filieri & McLeay, 2013). For consumers, the pro-
cess of exchanging experiences brings important
advantages while, for suppliers, the great benefit
of knowing customers’ profile with their exposure
in social networks can be easily inverted into poor
evaluations of their products or services with se-
vere economic consequences (Khoo, et al., 2017,
Kandampully & Suhartanto, 2000; Chan et al.,
2015). Silveiro, Eusébio and Teixeira (2020) con-
firmed the growth of the use of the Internet to do
online complaints or bad reviews of tourism ser-
vices. In tourism, namely in the hotel industry,
online booking platforms have been increasingly
used. In 2019, TrekkSoft demonstrated that 44%
of French, 42% of English and 39% of German
tourists make their accommodation reservations
through mobile phones and that more than 70%
(vs 41% in 2015) of American travellers always
use their mobile phones when travelling. Users of
these reservation sites can expect an added value
as they are exposed to comments from guests who
have already used the services, which greatly fa-
cilitates the process of booking accommodation.
Again, if we consider the hotels’ perspective, if ne-
gative comments can worse their results, access to
the comments of the guests and know their pro-
file, for example, age, preference, the motivation
of the trip, among others, is a differential for self-
evaluation of the hotel and investments in certain
areas (Zhang & Verma, 2017; Ha & Jang, 2010).

According to Ogiit and Tas (2012), the scores of
the ratings attributed to the online reviews are di-
rectly related to the increase of online reservations
- 1% increase in those scores increases the reserves
by 2.68% in Paris and 2.62% in London.

There are several types of comments made by
guests and various services and products evalua-
ted in the booking sites. In some cases, comments
generate specific scores for certain attributes that
create a global score for the hotel. Even though
breakfast is rarely the object of scientific studies
in the hospitality field as a potential factor influ-
encing the clients’ choice for accommodation, na-
mely in the East of Europe (Leite-Pereira et al.,
2019), it seems to be cited by sales sites, as the
first and second most relevant criteria, respectively
(Hotels.com, 2013 & Hospitalitynet.org, 2015, cit
in Kucukusta, 2017, p.6).

Therefore, due to this inconsistency between
formal research and the dynamics of online des-
criptions, the purpose of this paper is to evaluate
the rate of online comments in TripAdvisor about
breakfast by customers visiting 4 and 5-star hotels,
to identify the guests and hotels profile, and which
dimensions are more frequently referred to in these

comments.

2. Literature Review
2.1. The internet, tourism and hotels

The Internet represents a resource for diverse
areas and its evolution and applicability brings ad-
ditional challenges to businesses. With the enhan-
cement of Web 2.0, customers were able to in-
teract virtually through the same platforms and
social networks, where they exchange information
and experiences about goods, services and purcha-
ses, allowing a new interaction between customers
and the progressive increase of electronic com-
merce (Ogut & Tas, 2012; Filieri & McLeay, 2013).



Digital platforms are increasingly relevant in influ-
encing consumer behaviour and in creating relati-
onships with consumers, which demands a growing
awareness in tourism communication (Mendes &
Teixeira, 2019).
with the opportunity to exchange of information,

On one hand, for consumers,

e-commerce is more reliable as it allows access to
online assessments but, businesses need to take
more precautions to listen and to serve customers.
On the other hand, the provider is able to know
the profile of the consumers and thus is provided
with the necessary information to meet them and
to make profits before the competition.

Tourism is also encompassed by social
networks, influencing people, and being influenced
by them. The hotel industry according to Ogut
and Tas (2012) was a pioneering industry in the
use of e-commerce, when launching sales online.
However, withdrawal from online shopping is the
fact that the consumer does not know beforehand
what to purchase (Wong, 2015; Zhang & Verma,
2017).

By booking accommodation, a future guest
that in the past could only base his choice by explo-
ring hotels’ websites or by following travel agencies
or friends, can nowadays look for diverse options
in booking sites that include comments from their
customers who have already benefited from the
services from those hotels and left their opinions,
positive or not, triggering e-WOM (electronic word
of mouth).

2.2. Impact of online evaluations in the choice
of accommodation

After using a service — in this case, guests com-
ment diverse features of their stay, either positively
or negatively. With the increase of online reser-
vations, online comments are also increasing the
exposition of hotels and hospitality on the web.

Some authors have previously analysed online
reviews in the hotel industry, such as Filieri and
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McLeay (2013) and Gretzel and Yoo (2008). That
type of comments has become the new word-of-
mouth (WOM), or more accurately, the e-WOM
If the WOM has

always influenced the purchase of a hotel, allowing

(electronic word-of-mouth).

that those aiming at using a service to have access
to previous users and their experiences with the ob-
vious advantages, in addition to bringing credibility
to the destination, the e-WOM enables the descrip-
tions of those experiences to be shared by everyone
through the internet (Hennig-Thurau et al., 2004,
Zhou et al., 2014, Abubakar et al., 2017). Thus,
even if different media are used, the consequences
of WOM and e-WOM are the same for the consu-
mer.

Freitas (2017) demonstrated that 60% of users
consulted other customers’ comments before ma-
king a decision. Mack et al. (2008) conclu-
ded that WOM is the most reliable information
pre-purchase, and Gretzel and Yoo (2008) found
that 90% of participants review online assessments
when they are planning their trip. Moreover, on-
line comments can change consumers opinion by
33%.

Online assessments depend on the level of
users’ satisfaction with the expected consequences
for future consumers. A positive comment is only
disclosed if the consumer was very satisfied and
wants to recommend the product, but a negative
comment comes from any kind of dissatisfaction as
described by Sparks and Browning (2011) and by
Guerreiro and Rita (2019). Moreover, the very po-
sitive or very negative characteristics of a product’s
consumption are easier to be exposed in the con-
sumer’s memory for a longer time (Casalo et al.,
2015; Chevalier & Mayzlin, 2006).
the credibility of the site is also very relevant as in-
formation to consider. Park et al. (2007) and Wi-
ner and Fader (2016) verified that websites, such
as TripAdvisor and Booking.com, are reliable to

Importantly,

users’ eyes unlike the websites of the hotels. This
can be explained through the information made by

individuals who have already experienced the ser-
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vice and publish it as information, thus reducing
the risk of the purchase, awaiting future custo-

mers’ better perceptions of the services.

2.3. Breakfast as an attribute for choosing

accommodation

One of the advantages of accessing online com-
ments is the amount of information that it brings.
Because it is a virtual environment, online chan-
nels display many comments that facilitate deci-
sion making. As a consequence, by comparing
comments that may present different perspecti-
ves, customers have the chance to choose those
that may increase their satisfaction. According to
Zhang and Verma (2017), hoteliers should, there-
fore, focus on the operational areas that are fre-
quent in online comments (and influential), namely
regarding the quality of service and room, such as
appropriately friendly service throughout the pro-
perty, as well as the quality of beds ensuring a good
night’s sleep for the guest. For Ady and Quadri-
Felitti (2015), attributes that exert more influence
on clients when it comes to booking a hotel are
the room itself, breakfast, service, Wi-Fi, catering,
cleaning and comfort. Also, these authors reported
that when a hotel is among the guests’ favourites,
the managers of that unit focus the strategy on the
noted interest of consumers so that they continue
to choose their hotels.

Indeed, over the years, the tourism industry
has witnessed a variety of economic, political, and
emotional changes as well as a change in the pro-
file of travellers. The new trends create new ex-
pectations for the tourist, demanding for diversifi-
cation in tourism offerings, structures and services,
and adaptation to new markets. Among them is
a search for memorable experiences, quality ser-
vices, health and wellness tourism including the
concern with wellbeing and consequently, with the
diet (Otto & Ritchie, 2000).

Breakfast becomes even more important when

discussing tourism and travelling. In fact, guests
can have at least breakfast with the certainty that
they can compensate for the potential lack of or
unknown quality of meals during the rest of the
day. Even though this can be generalized, this is
far more important when families travel with chil-
dren. Thus, the inclusion of breakfast in hotels
daily rates should be considered an important and

competitive management decision.

2.4. Hypotheses

Bearing in mind the findings of the reviewed
studies, the following hypothesis are advanced:

H1: Breakfast is cited in online reviews

H2: Guests’ gender influences the relevance

given to breakfast

H3: Travel motivations influence the rele-

vance given to breakfast

H4: The location of hotels determines the

references to breakfast by hosts

H5: The categories of hotels (stars and ran-
kings) determine the references to breakfast
by hosts

H6: Hotels' websites that include breakfast

have more citations in booking platforms

3. Methods
3.1. The choice of the online platform

TripAdvisor is currently the biggest travel site
allowing access to more than 7.7 million ho-
tels/companies and also presenting information
about flights, diverse tourism information and tips
about food services. Thus, this site offers a com-
plete information package that makes life easier for



tourists whenever choosing a destination (Amaral
et al., 2017).

TripAdvisor contains more than 661 million on-
line reviews covering a wider selection of worldwide
travel ads, including shops, new businesses, expe-
riences and restaurants, as well as a larger travel
community consisting of an average of 456 million
monthly visitors (TripAdvisor, 2019a). The way of
using the site also attracts users. TripAdvisor has
a gratification - "virtual medals"for the most ac-
tive users, that is, those who post more opinions.
Users become more popular on the site and more
reliable to other users looking for accommodations.
And, when a user marks a specific comment as re-
levant for his/her choice, it increases the former
user rank. This form of awards motivates users
and places TripAdvisor (da Silva Freitas, 2017) as
the first option for travellers.

TripAdvisor visitors use a Likert scale 1 = "Ter-
rible", 2 = "Bad", 3 = "Medium", 4 = "Very
Good"and 5 = "Excellent"(TripAdvisor, 2019b) to
rank hotels that have been visited before (Khoo
et al., 2017).

TripAdvisor's main objective is to respond to user

Despite the difference in sectors,

comments, but it also allows hospitality managers
to answer them without the chance to exclude or
modify them. Thus, TripAdvisor is also the online
booking site most highly ranked in the hospitality
industry (Connor, 2010). Bearing this in mind, Tri-
padvisor's comments were selected in the context
of this study.

3.2. Selection of comments

Using the TripAdvisor platform, between May
18th and June 2nd, 2019, 1120 online reviews were
screened. Both 4 and 5-star hotels (two of each)
located in the 28 capitals of the European Union
were selected (Poater & Garriga, 2009; Baldassin
et al., 2017) (see Appendix). TripAdvisor ranking
was used to select 2 high/top-ranked hotels and 2
low ranked hotels from each capital (in both cases,
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one of 4 stars and one of 5 stars). According to da
Silva Freitas (2017), who reports that users of bo-
oking sites prioritize the most recent instead of the
total list of comments or the older, from each ho-
tel the 10 most recent comments were considered
- 5 from those visitors travelling for business or re-
ferring to be single and 5 from those with families

or couples.

3.3. Study variables

Each comment was analysed separately if:

a) breakfast was referred
b) a positive or negative comment was made,

and

c) a specific dimension was mentioned (di-

versity, quality, ...) (see Table 1).

Guests variables were, as stated before:
a) their aim for travelling (business/single vs
family/couple)

b) and whenever possible, the gender. To
note that neither age, origin or any other
details can be determined by addressing Tri-
pAdvisor’'s comments and gender is only pos-
sible to define when stated.

Hotels’ variables were:

a) 4 vs 5* stars

b) top vs low-rank (as described above)
c) location and

d) if the websites had reference to breakfast

(description and/or images).

European capitals were studied according to
Poater and Garriga (2009) and Baldassin et al.
(2017) and further grouped in Southern Europe
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for Athens, Lisbon, Madrid, Nicosia, Rome or Va-
letta; Eastern Europe for Budapest, Prague, So-
fia, Warsaw, Zagreb, Bratislava, Bucharest, Lub-
jiliana; Norther Europe for Copenhagen, Helsinki,

Riga, Tallin, Stockholm e Vilnius; and Occidental
Europe for Amsterdam, Berlin, Brussels, Dublin,

Luxembourg, Paris and Vienna.

Table 1 | Examples of comments* and their classification as positive vs negative and described dimensions

Classification
(Direction/dimension)

Examples

Positive/Diversity

Could not have asked for better. Very clean boutique inn; breakfast was amazing with
a hearty buffet, omelettes and sandwiches for breakfast. I liked that there was a full-
service restaurant (not affiliated with the hotel) just steps away if you don't want to
venture far.

Positive fFacilities

The room is large, nicely decorated, a large comfortable bed, the bedding is good, the
towel can be better, small. The breakfast is in large and comfortable rooms, the buffet
is very varied, has cook making omelettes, fried eqas etc on the spot, and a special
highlight is the tendency of waitresses, always attentive, palite, helpful, do not leave
used dish to accumulate on the table, everything comes in time, congratulations The
internet is good, the basic does not have much speed.

Positive/Quality

Sparkling water, mo gas, coke, beer, wine, chocolates, tea, coffee, cookies. The
breakfast was exquisite, varied and of great quality. It was served until 10h30m. The
location was also very good.

Positive/Reception

The hotel is reasonably close to the tourist area and restaurants. It has a garage and
is easily accessible. Excellent breakfast and very attentive staff. I was on a Silver
Wedding trip and they presented us with good wine and chocolates.

Positive/Mo dimension

I came with my wife to do the Amsterdam Marathon. I was undecided between him
and the Conservatorium, but I sure made the best choice. The location is unique
between the muvuca and Park / Main Museums. Other hotels look good in muvuca.
The service is great and the restaurant is very good induding the breakfast.

Negative /Price

The staff are simply 'working a job' and are not interested in customers. Induded in
our room rate was 'weak American breakfast' for 19 euros, consisting of old cereals,
fruits and occasionally boiled eqgs. On our second day here they simply said: "We have
no eggs today". This is the smallest, worst hotel we have ever stayed in for years.
Everything is small, minuscule.

Negative/no dimension

Two lunches, a bad breakfast and dinner. In two days there was no soup or salad. The
steak was tasty but had 10 grams of meat. We don't eat, nor small portions, in short -
find a nice cosy restaurant to eat.

3.4. Statistical analysis

* original citations were in Portuguese

4. Results

Statistical Package for Social Sciences (SPSS)
was used for database construction. The sample
size was estimated for the primary aim (to deter-
mine the frequency of reports to breakfast in on-
line comments) according to different scores (stars,
TripAdvisor) and travel's aim. Absolute and rela-
tive frequencies (percentages) were used, and Chi-
square tests were computed to determine differen-
ces between variables with 0.05 as the level of sig-

nificance.

4.1. Participants

Among the 112 hotels, and according to the
defined methodology, 50% of hotels are 5 stars,
50% are high rank for TripAdvisor and 50% of com-
ments came from families/couples. Whenever pos-
sible to determine, 374 are men and 420 women,
among the 1120 guests providing the comments.
Of the 112 hotels, 24 are located in Southern, 24
in Northern, 32 in Occidental and 32 in Eastern

Europe.



4.2. The presence of breakfast in online revi-

ews

Fifty-six per cent (n=632) of the 1120 reviews
refer to breakfast in their comments which allows
validating H1 (Breakfast is cited in online reviews).

Remarks to breakfast are more frequent among
women (69% vs 52% in men, p<0.001), validating
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H2 (Guests’ gender influences the relevance given
to breakfast). No differences are found considering
the aim/type of travel with 59% vs 54% of fa-
mily/couples vs business/single travellers referring
to breakfast in TripAdvisor comments (p=0.134)
which does not allow to confirm H3 (Travel moti-

vations influence the relevance given to breakfast).

Table 2 | Global frequency, type (positive/negative) and reference to a dimension according to guest and hotel’s characteristics

n Breakfast P P P
is referred It
in Positively Negatively includes a
TripAdvisor dimension
n (%) n (%) n (%) n (%)
Total 1120 632 (56) 418 (66) 217 (34) 352 (56)
Guest
Male gender# 374 196 (52)  <0.001 129 (66) 68 (34) 0.558 95 (49) <0.001
Female gender 420 290 (69) 183 (63) 108 (37) 192 (66)
Family/couples 560 329 (59) 0.134 227 (68) 105 (32) 0.157 180 (55) 0.539
Business/single 560 303 (54) 191 (63) 112 (37) 172 (57)
Hotel
5 stars 560 282 (50) <0.001 177 (63) 105 (37) 0.146 159 (57) 0.015
4 stars 560 350 (63) 241 (68) 241 (32) 193 (55)
High rank 560 333 (60} 0.040 322 (97) 10 (3) <0.001 148 (44) <0.001
Low rank 560 299 (53) 96 (32) 207 (68) 204 (69)
Southern 240 132 (55) <0.001 89 (67) 44 (33) 0.909 58 (44) 0.746
Europe
Eastern Europe 320 192 (80) 125 (65) 67 (35) 89 (46)
Northern 240 163 (68) 110 (68) 53 (32) 72 (45)
Europe
Occidental 320 145 (45) 94 (64) 53 (36) 59 (40)
Europe

# comments did not allow to identify gender in all cases

Hotels in Northern Europe (68%) are most fre-
quently published in conjunction with Western Eu-
rope (45%). Significant statistical differences are
found when analysing the frequency of publication
and the location of hotels (p<0.001), which va-
lidates H4 (The location of hotels determine the
references to breakfast by hosts).

Sixty-three per cent of the comments on 4-
stars hotels include breakfast (vs 50% in 5-stars).
Also, a difference is noticeable between hotels of
high vs low-rank, 60% vs 53% (p<0.001). These
observations confirm H5 (The categories of hotels
(stars and rankings) determine the references to
breakfast by hosts) (Table 2).

4.3. Directionality of comments and dimensi-
ons analysed

Sixty-six per cent of comments were positive
and with 56% addressing a specific dimension of
breakfast. Again, women made positive remarks
more frequently (66% vs 49%, p<0.001, respecti-
vely). Positive comments are more frequent on the
high-rank hotels (97 vs 32%) and negative com-
ments on the low-rank hotels (68 vs 3%, p<0.001).

Diversity is the main dimension noted in posi-
tive high-ranked hotels whereas quality is the fac-
tor most often referred to as negative in low-rank
hotels. (table 3).
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Table 3 | Frequencies of dimensions referred by guests when referring to breakfast according to guest and hotel’s characteristics.

N Diversity Fd Facilities P Quality Il Reception ¥ Price
n (%) n (%) n (%) n (%) n (%)

Total 230 (64) 62 (13) 84 (17) 63 (13) 38 (8)
Guest
Male 95 68 (72) 0.091 19 (20) 0.487 24 (25) 0.962 16 (17) 0547 2(2) 0.001
Female 192 118 (62) 32(17) 49 (26) 38 (20) 29 (15)
Family/couples 180 111 (62) 0,212 31(17) 0.844 40 (27) 0130 34(19) 0.620 22(12)  0.378
Business/single 172 117 (68) 31 (18) 35 (20) 29 (17) 16 (9)
Hotel
5 stars 159 97 (61) 0.179 33(21) 0.160 38 (24) 0.989 37 (23) 0.017 19(12) 0.526
4 stars 193 131 (68) 29 (15) 46 (24) 26 (14) 19 (10)
High rank 148 122 (82) <0.001 15(10) 0.002 19(13) <0.001 24(16) 0,483 5(3) =0.001
Low rank 204 106 (52) 47 (23) 65 (32) 39 (19) 33 (16)
Southern Europe 73 41(56) 0.075  14(19) 0.902 26 (36) 0.053 13 (18) 0.859 9 (12) 0.023
Eastern Europe 103 73(71) 16 (16) 21 (20) 18 (18) 9 (9)
Northern Europe 89 63 (71) 17 (19) 21 (24) 14 (16) 4(5)
Occidental Europe 87 51 (59) 15 (17) 16 (18) 18 (21) 16 (18)

4.4. Relation to hotel website

In what concerns the hotels’ website, descrip-
tive texts (n=18), photos (n=8) or both (n=10)
were found in 30% of them (n=36).
these also included guest comments to break-

Four of

fast. Guests staying at the hotels with descripti-

ons/photos in their website (vs guests visiting ho-
tels without them) represent a higher rate (61%
vs 54%, p=0.055) and the comments in TripAd-
visor are significantly more positive (75% vs 61%,
p<0.001) (Figure 1). This confirms H6 (Hotels'
websites that include breakfast have more citati-
ons in booking platforms).

61% 54%
P=0,055
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Hotels' website cites Breakfast Hotels' website does not refers breakfast

Figure 1 | Frequency of comments to breakfast in TripAdvisor and its direction (positive vs negative) according to the presence of
breakfast reference in Hotels' websites. Among the hotels which website presents either picture and/or descriptions, 61% of visitors
make comments in TripAdvisor vs 54% of those visiting hotels with no citation to breakfast in their website (p=0,055). When
comparing if the comments were positive or negative, a significant difference is noted with more positive comments among those
with breakfast citations on their website (p<0.001).



5. Discussion

The internet facilitated and increased commu-
nication, the exchange of information, exposure
and discussion of ideas and opinions. It brings
value for both consumers and suppliers because
relevant information is exposed, they can analyse
previous experiences and take advantage of the im-
mense content the web provides. In his research,
Trend (2013) found that more than 80% of users
search online content about their holidays.

The hospitality industry greatly benefits from
this exchange of information online. While on one
hand, hotel managers can meet their guests and
tailor their services, consumers exchange informa-
tion about experiences and try to choose them ac-
cording to their profile.

This work measured the relevance of breakfast
in online guest comments on hotel sales platforms.
In the case of TripAdvisor, it is found that more
than half of European hotel guests’' comments re-
fer to breakfast.

To our knowledge, studies analysing the im-
portance of breakfast in hotels for this population
had not yet been made (Leite-Pereira et al., 2019).
All the hypotheses re confirmed except the relation
between comments and travel motivations.

The study also demonstrated that the majority
of women make the majority of comments, positive
and with more reference to the attributes, which
confirms the studies of Grunert and Wills (2007)
and Siro et al. (2008) that mention women as
being more interested in food issues and nutrition.
This study also found a significant difference in
the number of comments between northern Eu-
rope and the remaining regions, as also identi-
fied by Grunert and Wills (2007), which reports
that Nordic countries have more interest in food-
related information. There is a significant diffe-
rence between the type of reviews between the best
and the worst hotels. The online reviews of the
best hotels are mostly positive (almost 3 times)
contrary to the worst hotels, which is expected.
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However, it has also been found that the reviews
of the worst hotels cite the majority of dimensions,
i.e. in addition to the dissatisfaction with break-
fast, guests describe specifically what went wrong

with the experience.

6. Conclusion

As far as we know our study is the first to
access breakfast in this population. We concluded
that more than half of the guests make online com-
ments about breakfast, which shows the relevance
of this meal in a hotel establishment, demonstra-
ting that breakfast is an important dimension when
choosing a hotel.

A potential limitation of the study is the fact
that only one platform was considered for the
analysis. However, the chosen sales platform, as
it does not refer to breakfast characteristics of the
hotels, may be a plus concerning the influence that
these comments could have on the guests. More-
over, it was also verified that few hotel websites
describe breakfast, but those who mention it have
a higher number of positive comments regarding
that meal, which may indicate that when portrayed
on the site, the hotel should pay more attention to
the quality of the breakfast served, leading to grea-
ter satisfaction of their guests. A second limitation
is the limited profiling of guests. The extracted
comments are only identified with the name and
email of the guests; however, nicknames are of-
ten used, and it is not always possible to identify
the user’s gender. Age and other personal data
are also not disclosed and therefore not included
in this work. Nonetheless, the sample was strati-
fied by choosing guests visiting different types of
hotels (based on stars ranking system and TripAd-
visor own system) and aim of travel. Except for
the TripAdvisor ranking system, differences were
not found even though we are using large sample.

This study contributes to making hotel mana-
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gers aware that breakfast is a meal highly valued by
guests, to which must be given special importance
regarding its quality. Namely, attention to the qua-
lity of the service and of the products served, as
well as other attributes involved should be con-
sidered to satisfy customers’ expectations. Good
online reviews and, consequently, good ratings on
hotel sales sites may increase its rating and in-
fluence the choices of future guests. Future stu-
dies should consider other hotel sales platforms,
different populations or categories of hotels and
inns. Once confirmed the importance of breakfast
in the selection of the hotel, a larger survey ba-
sed on a questionnaire applied to hotels’ guests in-
cluding socio-demographic variables and aimed at
identifying the specific features of breakfast that
is most valued appears to be an interesting and
complementary topic of research.

References

Abubakar, A. M., llkan, M., Al-Tal, R. M., & Eluwole, K.
K. (2017). eWOM, revisit intention, destination trust
and gender. Journal of Hospitality and Tourism Mana-
gement, 31, 220-227.

Ady, M., & Quadri-Felitti, D. (2015). Consumer Research
Identifies Which Attributes Are Most Important to Tra-
velers When Booking a Hotel. Trustyou Inc. http:

//marketing.trustyou.com/acton/media/4951/

trustyou-reveals-which-hotel-attributes-trigger\

-travelers-to-book| (accessed November 28, 2015).

Amaral, F., Tiago, T., Tiago, F., & Kavoura, A. (2017).
Comentarios no TripAdvisor: Do que falam os turistas?.
Dos Algarves: A Multidisciplinary e-Journal, 2(26), 47-
67.

Baldassin, L., Gallo, M., & Mattevi, E. (2017). Tourism in
European cities: Price competitiveness of hotels in towns
of artistic interest. Tourism Economics, 23(1), 3-28.

Blackwell, R. D., Miniard, P. W. & Engel, J. F. (2008)
Comportamento do consumidor, 05-33. 8a edi¢do. Li-
vros Técnicos e Cientificos. Rio de Janeiro: SA.

Casalé, L. V., Flavian, C., Guinaliu, M., & Ekinci, Y.
(2015). Avoiding the dark side of positive online consu-
mer reviews: Enhancing reviews’ usefulness for high risk-
averse travelers.
1829-1835.

Journal of Business Research, 68(9),

Chan, H. K., Lacka, E., Yee, R. W. Y., & Lim, M. K.
(2015). The role of social media data in operations and
production management. International Journal of Pro-
duction Research, 1-11. http://doi.org/10.1080/002075
43.2015.1053998

Chevalier, J. A., & Mayzlin, D. (2006). The effect of word
of mouth on sales: Online book reviews. Journal of mar-
keting research, 43(3), 345-354.

da Silva Freitas, J. M. (2017).

Web Reviews na escolha do consumidor e no desem-
Unpublished
Availa-

A importancia das

penho de um Hotel: um estudo de caso.

Manuscript, University of Porto, Economy.
ble inhttps://repositorioaberto.up.pt/bitstream/

10216/108082/2/223563.pdf| (accessed 01 may 2019).

Filieri, R. (2015). What makes online reviews helpful? A
diagnosticity-adoption framework to explain informatio-
nal and normative influences in e-WOM. Journal of Bu-
siness Research, 68(6), 1261-1270.

Guerreiro, J., & Rita, P. (2019). How to pre-
dict explicit recommendations in online reviews
using text mining and sentiment analysis. Jour-

nal of Hospitality and Tourism Management.
https://doi.org/10.1016/j.jhtm.2019.07.001

Gretzel, U., & Yoo, K. H. (2008). Use and impact of online
travel reviews. Information and communication techno-

logies in tourism 2008, 35-46.

Grunert, K. G., & Wills, J. M. (2007). A review of European
research on consumer response to nutrition information
on food labels. Journal of public health, 15(5), 385-399.

Ha, J., & Jang, S. S. (2010). Perceived values, satisfac-
tion, and behavioral intentions: The role of familiarity in
Korean restaurants. International Journal of Hospitality
Management, 29(1), 2-13.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler,
D. D. (2004). Electronic word-of-mouth via consumer-
opinion platforms: what motivates consumers to articu-
late themselves on the internet?. Journal of interactive

marketing, 18(1), 38-52.

Kandampully, J., & Suhartanto, D. (2000).
loyalty in the hotel industry: the role of customer satis-

Customer

faction and image. International journal of contemporary
hospitality management, 12(6), 346-351.

Khoo, F. S., Teh, P. L., & Ooi, P. B. (2017). Consistency of
online consumers’ perceptions of posted comments: An
analysis of TripAdvisor reviews. Journal of ICT, 16(2).

Khoo, F. S., Teh, P. L., & Ooi, P. B. (2017). Consistency of
online consumers’ perceptions of posted comments: An
analysis of TripAdvisor reviews. Journal of ICT, 16(2).


http://marketing.trustyou.com/acton/media/4951/trustyou-reveals-which-hotel-attributes-trigger\ -travelers-to-book
http://marketing.trustyou.com/acton/media/4951/trustyou-reveals-which-hotel-attributes-trigger\ -travelers-to-book
http://marketing.trustyou.com/acton/media/4951/trustyou-reveals-which-hotel-attributes-trigger\ -travelers-to-book
http://marketing.trustyou.com/acton/media/4951/trustyou-reveals-which-hotel-attributes-trigger\ -travelers-to-book
https://repositorioaberto.up.pt/bitstream/10216/108082/2/223563.pdf
https://repositorioaberto.up.pt/bitstream/10216/108082/2/223563.pdf

Kucukusta, D. (2017). Chinese travelers' preferences for
hotel amenities. International Journal of Contemporary
Hospitality Management, 29(7), 1956-1976.

Leite-Pereira, F., Brandao, F., & Costa, R. (2019). Role
of breakfast in hotel selection: systematic review. In-
ternational Journal of Culture, Tourism and Hospitality
Research. 13(2), 204-217

Mack, R. W., Blose, J. E., & Pan, B. (2008). Believe it or
not: Credibility of blogs in tourism. Journal of Vacation
marketing, 14(2), 133-144.

Mendes, G. G., & Teixeira, S. J. (2019). Tourism, heritage
and culture in the age of social networks: A case study.
#twe travel to share. Journal of Tourism and Develop-
ment, 32, 171-194.

O’connor, P. (2010). Managing a hotel’s image on TripAd-
visor. Journal of Hospitality Marketing & Management,
19(7), 754-772.

Ogiit, H., & Onur Tas, B. K. (2012). The influence of
internet customer reviews on the online sales and prices
in hotel industry. The Service Industries Journal, 32(2),
197-214.

Otto, J.E. & Ritchie, J.R.B. (2000). The service experience
in tourism. In C. Ryan and S. Page (Eds.), Tourism ma-
nagement: Towards the new millennium. Oxford Elsevier
Science Ltd.

Park, D. H., Lee, J., & Han, I. (2007). The effect of on-
line consumer reviews on consumer purchasing intention:
The moderating role of involvement. International jour-
nal of electronic commerce, 11(4), 125-148.

Poater, A., & Garriga, A. (2009). Tourism in European
cities: insights into the dynamics of weekend hotel ac-
commodation. Tourism Economics, 15(1), 41-86.

Silveiro, A., Eusébio, C. & Teixeira, L. (2020). Estardo as
agéncias de viagens Portuguesas preparadas para satis-
fazer o mercado do turismo acessivel? [Are Portuguese
Travel Agencies prepared to satisfy the accessible tourism
market?]. Journal of Tourism & Development, 33, 151 —
168.

JT&D | n.° 342020 | 19

Siro, I., Kapolna, E., Kapolna, B., & Lugasi, A. (2008).
Functional food. Product development, marketing and
consumer acceptance—A review. Appetite, 51(3), 456-
467.

Sparks, B. A., & Browning, V. (2011). The impact of on-
line reviews on hotel booking intentions and perception
of trust. Tourism management, 32(6), 1310-1323.

Trekksoft (2019). Available in https://www.trekksoft.
com/en/blog/65-travel-tourism-statistics-for-2019
(accessed 05 may 2019).

Trend, N. (2013). TripAdvisor and the issue of
trust. The Telegraph. Disponivel em: http://www.
telegraph.co.uk/travel/travelnews/10399563/
TripAdvisor-and-the-issue-of-trust.html. Access
on 25.05.2019.

TripAdvisor (2019a). Available at: https://tripadvisor.
mediaroom.com/pt-about-us (accessed 05 may 2019).

TripAdvisor (2019b). Available at:  https://www.
tripadvisor.com/TripAdvisorInsights/w810 (acces-
sed 09 may 2019).

Winer, R. S., & Fader, P. S. (2016). Objective vs. Online
Ratings: Are Low Correlations Unexpected and Does It
Matter? A Commentary on de Langhe, Fernbach, and
Lichtenstein. Journal of Consumer Research, 42(6), 846-
849.

Wong, Y. J. (2015). The psychology of encouragement:
Theory, research, and applications. The Counselling Psy-
chologist, 43(2), 178-216.

Zhang, J. J., & Verma, R. (2017). What matters most
to your guests: An exploratory study of online reviews.
Cornell Hospitality Report, 17(4), 3-13.

Zhou, L., Ye, S., Pearce, P. L., & Wu, M. Y. (2014). Re-
freshing hotel satisfaction studies by reconfiguring cus-
tomer review data. International Journal of Hospitality
Management, 38, 1-10.


https://www.trekksoft.com/en/blog/65-travel-tourism-statistics-for-2019
https://www.trekksoft.com/en/blog/65-travel-tourism-statistics-for-2019
http://www.telegraph.co.uk/travel/travelnews/10399563/TripAdvisor-and-the-issue-of-trust.html
http://www.telegraph.co.uk/travel/travelnews/10399563/TripAdvisor-and-the-issue-of-trust.html
http://www.telegraph.co.uk/travel/travelnews/10399563/TripAdvisor-and-the-issue-of-trust.html
https://tripadvisor.mediaroom.com/pt-about-us
https://tripadvisor.mediaroom.com/pt-about-us
https://www.tripadvisor.com/TripAdvisorInsights/w810
https://www.tripadvisor.com/TripAdvisorInsights/w810

20 [JT&D | n.° 34 | 2020 | LEITE-PEREIRA et al.

Appendix: List of hotels assessed

Top rank Bottom rank
(best hotels in TripAdvisar) {weorse hotels in Tripadvisar)
C h 4 i
Location
Ocddental Europe
Paris Hokel Da Wingi & Spa Maison Souquet Best Western Plus Elysee  De Vigny Hotel
Secret
isnna Hokel Kaiserhof Wisn Hotel Sans Souci Wien Hobel Deutschmeister Palais Coburg Hotel Residenz
Ameterdam Ambaseada Hobel Wialdorf fstoriz Tulip Inn  Amsterdam  Bilderberg Garden Hotel
Amsterdam Riverside
Berlin Mercure Hotel MOA Berdin -~ Pullman Berlin  NH Berlin City Ost Sheraton Berlin Grand Hotel
Sdvweizerhof Esplanade
Brussals Pillows Gramd Hotel Place Steigenberger Wiltcher's Four Points by Sheraton  Eurostars Monbgomery
Rouppe Brusssls
Dublin Hotel Riu Plaza The The Memion Hotd The Dawson Hotel Conrad Dublin
Gresham Dublin
Luesemburg Nowvobel Lembourg  Sofitel  Lucembourg Le  Best  Western  Hotel  Sofitel Luxembourg Eurcpe
Cantre Grand Ducal International
London Amba Hotel Charing Cross Hobel 41 Hard Rock Hotel London  The Marble Arch London
Eastern Europe
Budapest Hotel Palazzo Zichy Corinthia Hotel Budapest Actor Hobel Queen's Court Hotel &
Residence
Prague Questenberk Hotsl Blchymist Grand Hotel \&  TOP HOTEL Praha Radisson Blu Hotel Pragus
Spa
Sofia Magic Castle Hotsl InterContinentzl Sofiz Tsarsko Selo Spa-Hotsl All Seasons Residence Hotel
Warsow Polonia Palace Hotsl H15 Boutique Hotel Hotel Lord F=gent Warsaw Hotel
Zagreb Hobel Amadria Park Capital  Esplanade Zagreb Hotel Hokel Phosnix The Westin Zagreb
Heritage Zagreb
Braticlav Hotel Danuwbia Gate Marrol's Boutigue Hebel Hobel Kermoran Hok=l Albrecht
Bratislava Bratislava
Bucarest Hotel Christina Epoque Hotel Relais &  Best Western Stil Hotel Capsa
Chateaux
Ljubljana Grand Hotel Union InterContinentzl Ljubljana M Hotel InterContinentzl Ljubljana
Southern Europe
Athens InnAthens Wiyndham Athens  Tlisia Hotel Radisson Blu Park Hotel
Residence Athens
Lisban Britaniz Hotel, a Lishom Corpe Santo Lisbom  Olissippo Marques de Sz Fontecruz Lisbes, Autograph
Heritage Collection Historical Hotel Collection
Madrid Cnly YOU Boutigue Hotel Heritage Madrid Hotel Movotel Madrid City Las  Hot=l Miguel Angel by
Madrid Wentas ElueEay
Nicosia Hilton Park Micosia Hilton Cyprus Gty FRoyal Hotel ‘& Gelden Tulip Micosia Hotel
Casino znd Casino
Fome Hot=l Artemide The Inn At The Roman Hotel Oxford Parco dei  Principi  Grand
Forum Hetel |2 SPA
Waleta Palais Le Brun Excelsior Grand Hotel SUZ% Boutique Hotel The Pheenida Malta
MNorthern Europe
Copenhague citizenM Copenhagen  Hotel d'Anglsterre Scandic Websars Hetel Herman K
Radhuspladszn
Helsinki Hotel Lilla Roberts Hoktel 5t George Criginal Sokos Hotel Hetel Haven
Albert
Riga Wellton Centrum Hotel & Grand Post  Hotel by Hobel Garden Palace Royal Square Hotel A Suites
Spa Semarzh
Tallin Hot=l CRU Swissotel Tallinn Tallink City Hotel Savoy Boutique Hot=l by
TallinnHotels
Wilnius Artagonist Art Hotel Grand Hotel Kempinski Crowne Plaza Vilnius Imperial Hotel & Restaurant
Wilnius
Stockhalm Dowmtown  Camper by At Six Scandic Anglais Lydmar Hotel

Scandic




