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Abstract | The purpose of this study is to analyse the image created in tourists' minds, at times prior

to the trip, and speci�cally, when choosing accommodation, with the source of information being the

comments posted on online booking platforms. The Echtner and Ritchie model was used to analyze and

treat a sample of 2210 comments, collected from three di�erent booking platforms. To validate this rese-

arch, a content analysis was performed using Echtner and Ritchie models which analyses an image from

tourist destination by three dimensions. The comments were analyzed from the following dimensions of

a tourist destination: holistic and individual attributes, functional and psychological characteristics, and

the common or unique character of the destination's features. It was found that guests tend to perceive

an image based on Functional/Attribute and Functional/Psychological attributes, which include facili-

ties, meals and drinks, location, cleanliness and sta�. This study utilizes original and authentic data,

from tourists who spent time on lodging accommodations. The study is of practical relevance since it

gives suggestions that should be used by hostel managers.

Keywords | Tourist accommodation, image, hostel, online comments, online booking

Resumo | O presente estudo visa analisar a imagem criada na mente dos turistas, durante os mo-

mentos que antecedem a viagem, na escolha do alojamento local, tendo como fonte de informação os

comentários alocados nas plataformas de reserva online de alojamentos turísticos. Para a concretização

da investigação foram recolhidos e tratados um total de 2210 comentários, retirados das plataformas

Booking.com, Hostelworld e TripAdvisor. Para proceder à análise do conteúdo, recorreu-se ao modelo
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de Echtner e Ritchie (1991, 1993), que analisa a imagem de um destino quanto às seguintes dimensões:

atributos holísticos e individuais, características funcionais e psicológicas e o caráter comum ou único das

características do destino. Neste sentido, veri�cou-se que os hóspedes dos alojamentos locais tendem a

percecionar uma imagem que tem por base os atributos relacionados com as comodidades, as refeições e

bebidas, a localização, a limpeza ou com os funcionários. O estudo utiliza dados reais, recolhidos a partir

de revisões feitas online após a estadia dos turistas nos alojamentos turísticos. O estudo tem uma rele-

vância prática, permitindo retirar ilações pertinentes que podem ser aplicadas na gestão dos alojamentos.

Palavras-chave | Alojamentos turísticos, imagem, hostel, revisões online, reserva online de alojamentos

1. Introduction

We live in an increasingly technological world,

which has transformed individuals' daily habits.

Consequently, today the individual, as a consumer,

demands companies and organisations understand

these habits. Every day, the use of new technology

and the internet marks the daily routine of people,

companies and societies.

Simultaneously, many countries and cities are

experiencing a tourist boom. In recent years, tou-

rism has become one of the main economic forces.

According to the UNWTO (2018), it represents the

greatest economic weight in at least 83% of coun-

tries. Approximately 1,326 million tourists were

registered in 2017, a record number which valida-

tes and proves its true economic value. According

to Eurostat (2017), tourism's impact is even more

relevant if we consider the positive consequences of

increased employment, regional development and

the cultural and �nancial impact. An important

fact presented by Eurostat (2017) reveals the im-

pact of tourism on the European business sector,

whereby one in every ten non-�nancial �rm be-

longs to the tourism industry, accounting for a to-

tal number of 2.3 million companies. These em-

ploy around 12.3 million people in Europe as a

whole.

Currently, the �gures for tourism in Portugal

are in line with what the sector's development stra-

tegies, plans and policies aim for. Portugal has not

yet reached the top 10 most competitive countries,

but in 2017 came close, and today is the 18th

country presenting greatest value concerning tou-

rist arrivals (UNWTO, 2018; Turismo de Portugal

and TravelBI, 2018; INE, 2018).

The Portugal Tourism entity has promoted a

programme named Tourism 4.0. This programme

covers four areas of intervention: innovation and

computerization, qualifying Portugal as a destina-

tion, segmented targeting and Smart Destinations,

with clear emphasis on a tourism supply integra-

ting digital means (platforms, sites, apps). The

aim is to attract international tourists and provide

them with a personalized experience.

The great majority of studies are essentially

focused on examining the concept of image ap-

plied to a place (e.g. Camprubí et al., 2013; Echt-

ner & Ritchie, 1991, 1993; Marine-Roig & Huer-

tas, 2020; Rafael & Almeida, 2014), and despite

the extent of research in the �eld, the results of

these studies are very heterogeneous (Afshardoost

& Eshaghi, 2020). Nevertheless, so far, little rese-

arch has been published on the image of accom-

modation, and more speci�cally on the image of

hostels, specially the image in the virtual context.

Since at this point peer-to-peer online platforms

assumed relevance, by creating new business mo-

dels and bringing changes in the way customers feel

and express experiences (Casais et al., 2020), this

research intends to study the Image of Accommo-

dation, and more speci�cally of Hostels, after the
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trip, based on content analysis of comments shared

by tourists on online booking platforms, applying

the Echtner and Ritchie Model (1991; 1993) to

study the image of nine accommodation units in

Portugal.

According to Veríssimo and Costa (2018, p. 4),

�hostels can be considered as a category of tourist

accommodation that o�er lodging with commu-

nal facilities for an a�ordable price in a unique so-

cial environment�. Usually they have a communal

environment, favoured by the sharing of dorms,

but nowadays the most part of these lodges have

also private rooms. It should be emphasised that

most of them have an online presence (Veríssimo &

Costa, 2018). According to the current Portuguese

law1, hostel accommodation includes all types of

temporary accommodation provided to tourists for

payment. This type of accommodation is formed

of rooms, included in independent parts of buil-

dings. Considered as hostels are those establish-

ments where the accommodation unit is mostly

dormitories.

The impact of these accommodation units on

tourism is seen by the increased number of beds

available for the tourist demand, but also in the

redevelopment of areas at destinations, in�uencing

other industries. According to INE (2017), in 2016

hostel accommodation units received around 2.6

million guests, who accounted for 6.3 million bed-

nights, an average of 2.38 nights per tourist, with

these being an essential element nowadays of the

whole tourism process in Portugal and elsewhere.

2. Digitalisation of the Tourism Sector

With the introduction of new technology, tou-

rism adjusts and evolves towards the concept of

electronic tourism, stimulated by the appearance

of new social networks and platforms, forcing the

tourist industry to change its presence and form

of operating in the market (Buhalis, 2003; Casais

et al., 2020). In the speci�c case of online plat-

forms, they enter in the market competing with

the traditional reservation channels including tra-

vel agencies, direct reservations made at the pro-

perty and tour operators (Gössling & Lane, 2015).

This adaptation of the industry is due essentially

to the role of the consumer, both as a tourist and

active internet user, who regularly contributes tou-

rist content to be shared in blogs, websites and so-

cial networks. In turn, that content will in�uence

the decisions of other potential consumers. The-

refore, and in the case of the tourism sector, tou-

rists themselves are today the main organic, and

independent, agents in promoting and creating a

destination's image (Camprubí et al., 2013; Rafael

& Almeida, 2014).

Various studies validate the importance of the

internet in the speci�c case of the tourism sector.

For example, China is a case study in terms of

computerized tourist services and products. The

research by Cao and Yang (2016) revealed that in

a sample of 258 tourist platforms, 75% permitted

online booking, and presented the information in

at least two languages. The authors found that op-

tions such as online booking and online payment

have a considerable weight in sales made.

Nowadays, consumers tend to be more selec-

tive in both searching and purchasing. The study

of Pina et al. (2017) about the usability of a

tourist website and its e�ects on digital demand

and satisfaction concluded that tourists tended to

place more trust in o�cial pages of tourist pro-

ducts and services. The study also indicated the

importance of other related platforms in forming

opinions, image and expectations in the consu-

mer's mind. So, blogs, and tourist assessment and

opinion sites are considered a source of informa-

tion able to in�uence consumption decisions (Pina

et al., 2017). This type of platform is mostly used

to compare accommodation units and digital in-

1Lei n.o 62/2018
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termediaries able to promote the existing supply,

its availability, prices and attributes (Crnojevac et

al., 2010).

With the development and bene�ts of digital

communication channels, all the impressions ge-

nerated by the consumer become the target of

communal sharing, so that others, with the same

doubts regarding choice, can make decisions where

the associated risk is less (Kotler et al., 2017).

In fact, online reviews, criticisms or recommen-

dations have considerable importance in consump-

tion decisions. According to Souza et al. (2019),

the others experience may contribute to place at-

tachment engaging tourist in a more authentic ex-

perience. This importance increases when the de-

cision is related to tourist products. According to

Ong (2012), there is greater trust in recommen-

dations when these refer to hotels rather than, for

example, restaurants. This type of review or re-

commendation is called User Generated Content

(UGC). It can appear in di�erent formats (photos,

videos, comments), and has the capacity to a�ect,

both positively and negatively, the value of brands,

companies and even hotels, above all in the eyes

of other potential consumers (Puri, 2007; Wilson

et al., 2012; Ayeh et al., 2013).

2.1. The lodging image in the virtual context

For Ghazali and Cai (2013), the formation of an

image in virtual environments (via new media and

social networks) is determined by three elements:

the tourist supply, the consumer and �third par-

ties�, those who have an in�uence through their

opinions and past experiences. In this connection,

Kim et al. (2017), in a study assessing the quality

and e�ect of the information available in virtual

environments, indicate the need to pay attention

to the sharing of content about tourist destinati-

ons. The authors argue that the more reliable and

interesting the content, the greater the capacity to

retain the consumer's attention, and consequently,

a positive evaluation will help to create a better

image for the potential tourist.

Besides having an e�ect on forming the orga-

nic image, thereby avoiding the image induced by

information produced with commercial aims, the

consumer needs to validate and con�rm their se-

arch, and therefore, the role of word-of-mouth is

useful and warrants greater credibility. However,

word-of-mouth can in�uence the individual posi-

tively or negatively. A positive recommendation

will favour the perception, or image, of the place,

while a negative recommendation will detract from

the perception, and future recognition, of the place

(Zhang, 2015). In the same line of thought, Lu et

al. (2016) reinforce the importance of the word-

of-mouth received by tourists at times preceding

a decision to travel, which may increase or reduce

the perceived reliability and risks of destinations.

So the content produced by consumers becomes

one of the most important sources of information.

The globalization of the internet has contributed

to this situation, since its users interact with each

other and are permanently connected (Kotler et

al., 2017).

A recent study by Yan et al. (2016) demons-

trated there are two types of content produced by

internet users: one produced on speci�c websites

or platforms, and another through social networks

such as Facebook, Twitter or Instagram. The

authors sought to �nd out which types of content

would have greater in�uence on consumers' deci-

sions. The conclusions drawn demonstrated that

the majority of consumers trust, and choose in the

�rst place, recommendations on websites and plat-

forms. However, when the content present there

can have a negative in�uence on the consumers'

opinion, or is not organised in such a way as to

save them time and cognitive e�ort in the analy-

sis, they tend to con�rm their opinion by turning

to social networks.

Online recommendations should therefore be

part of a modern marketing strategy implemented
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in online communication channels, as these can

attract new consumers and generate closer relati-

onships with current ones. The whole experience

of online consumption in�uences the individual's

way of being. Yoo et al. (2013) indicate each

individual's personal motivations as the main dri-

ver of their willingness to recommend products or

services they have tried out. Therefore, their sa-

tisfaction is central, since a satis�ed customer will

always be likely to give a positive recommendation

of products and services (Purnasaria & Yuliando,

2015).

As tourism is a sector where the main assets

are di�cult to measure, the role of word-of-mouth

in virtual environments becomes relevant, both th-

rough the computerization of the sector and the in-

ternet's impact on consumers' daily lives. De�ned

as a form of informal communication established

between consumers about the possession, use and

characteristics of products or services (Westbrook,

1987), it is increasingly sought as a source of cre-

dible information (Mack et al., 2008), at times

when there is a lack of knowledge about the bo-

dies promoting the destination (Chatterjee, 2001)

and because it is more �exible and less interruptive

than publicity or direct sales (Levy & Gvili, 2015).

According to Gretzel and Yoo (2008), 90% of

searches related to preparing holiday travel, na-

mely booking accommodation (Dubé & Renaghan,

2000), are made with the intention of analysing

content produced by other consumers. This mate-

rial produced in the form of a text, and of a com-

municational and informative nature, about pro-

ducts or services, appears in the form of reviews

and ratings (Chateerjee, 2001). Empirically, vari-

ous authors have con�rmed the importance, above

all of online reviews, for increased sales (Chen &

Xie, 2008).

But what, in fact, is an online review? It is for-

med of a numerical rating and a body of descrip-

tive comment. These two elements, when associa-

ted, determine the value and (positive or negative)

orientation of the reviews. When positive, they

tend to encourage positive attitudes in the consu-

mer, for example, in the analysis or feedback given

about a stay in tourist accommodation (Vermeu-

len & Seegers, 2008; Cheung & Thadani, 2012).

An important characteristic of online recom-

mendations is their degree of consistency or simi-

larity between two or more reviews. On the same

platform, for the same product or service, diverse

opinions are found, and the greater the degree of

coherence, the greater the value perceived by rea-

ders (Zhang & Watts, 2003). In a study about Tri-

pAdvisor, Barreda and Bilgihan (2013) state that

tourists reveal speci�c patterns in reviews about

the hotels they have stayed in. Generally, posi-

tive comments tend to describe the location and

the quality of service (provided by sta�). On the

other hand, negative comments are based above

all on aspects related to hotels' cleanliness.

According to Crnojevac et al. (2010), two ty-

pes of attributes can be classi�ed regarding hotel

products and services: those presented and those

experienced. While the former are easily described

by tourists, the latter are more di�cult to commu-

nicate in text, given their subjective nature. Price

and location are examples of presented attributes,

whereas security, cleanliness or comfort are attri-

butes that depend on other variables, such as the

tourists' own interpretation. In the Veríssimo and

Costa (2018) study, hostels were appreciated by

the Millennials because of their central location,

interactive atmosphere, functional facilities, well-

planned design, decoration, the set of activities and

events, and personal treatment.

A study by Zhang and Mao (2012) assessed the

image of six hotels in di�erent categories, chosen

at random according to a ranking published at the

time in a tourism and travel magazine. Subsequen-

tly, through online booking platforms and travel

blogs (expedia.com, hostels.com and orbitz.com),

they subjected a total of 3197 comments and 4141

numerical classi�cations to content analysis, which

revealed a list of the words most frequently used

by guests. Another study of a similar nature by



44 |JT&D | n.o 34 | 2020 | CARREIRO et al.

Law et al. (2010) demonstrated that also aspects

such as the reviewers' geographical proximity, their

values, education and preferences, as well as age

and gender, have an impact on the credibility and

value of reviews.

The studies analysed reveal some attempts to

examine how hotel establishments are classi�ed

and characterised on booking platforms. Howe-

ver, as far as we know, no systematization of the

dimensions assessed by tourists has been carried

out yet. The study by Crnojevac et al. (2010)

classi�ed them between presented attributes and

experienced attributes. Nevertheless, we believe

that, as with a tourist destination, tourists could

resort to a more complex set of dimensions to eva-

luate accommodation.

According to Echtner and Ritchie (1991;

1993), a destination's image is a multidimensional

concept, where the context or domain in which it

is applied in�uences how the image is perceived

by the tourist. For these authors, the destination's

image is formed of elements that can be con�rmed,

appreciated or measured, namely more individual

or holistic elements, more functional or psycholo-

gical elements and common or unique elements of

the destination (Table 1).

Table 1 | Multidimensional model of a tourist dimension

Source: Echtner and Ritchie (1991 and 1993)

A destination's image is built considering its

exclusive attributes, as well as the combination

of services, products and experiences that comple-

ment them and represent their meaning (Buhalis,

2000). The model presented above shows a pos-

sible way to measure and evaluate the image of

accommodation and the diverse components con-

tained therein.

3. Methodology

Hostel accommodation, as a tourist service, is

found to be one of the fastest growing accommo-

dation types chosen by tourists, with an increa-

singly strong presence in the virtual world. It is

therefore reasonable to ask whether it is possible

for any individual to have a clear image of any such

accommodation unit through reading opinions that

are shared virtually. Consequently, another ques-

tion arises: what types and what dimensions of

hostel accommodation image can be perceived ba-

sed on reading comments, reviews and evaluations

posted on online booking platforms online?

This research takes as its subject hostel accom-

modation, and more speci�cally, hostels. Thus,

the empirical analysis considered three online bo-

oking platforms and nine hostels in Portugal (ac-

cording to the Hoscards awards, attributed by the

Hostelworld platform, Portugal has eight of the

best hostels in the world), located in Lisbon and
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Porto. Various platforms allow both reservation

of tourist accommodation and the share of opi-

nions about them. Given their size, it would be

di�cult to analyse them all. Therefore, the choice

of three arises from a number of previously de�-

ned criteria: they allow online booking of hostel

accommodation; they allow tourists' assessment

and comments, only after actually booking the ac-

commodation; they must have an identical sys-

tem of assessment and comment concerning rules

and form; and they have hostel accommodation on

their database.

The selected platforms were Booking.com, Tri-

pAdvisor and Hostelworld. The accommodation

units were also de�ned according to various crite-

ria. Firstly, the selection of accommodation was

according to the following criteria: the units are

hostel accommodation; they are located in Portu-

gal; they must be mentioned by the awards esta-

blished by the Hostelworld community, the major

reference and platform of hostels worldwide; and

all the accommodation units selected are mentio-

ned by Hostelworld in the Hoscars 2017 or Hoscars

2018 awards.

Three hundred and three hostel accommoda-

tion units were registered in Lisbon and 133 in

Porto, showing the former city to have more than

twice as many as the latter. It was therefore de-

cided that in the sample, accommodation units in

Lisbon would be twice that of Porto, in a propor-

tion of 6 to 3. The second-order criteria took into

account factors such as the representativeness of

local accommodation at the regional level, interna-

tional references to accommodation, and also their

classi�cation on each of the platforms chosen pre-

viously. Thus, a convenience sampling approach

was used.

For the purpose of this research, the proposal

of Echtner and Ritchie (1991 and 1993) was used,

as it was considered to be the most appropriate

for our needs, aiming to analyse the images crea-

ted in tourists' minds, at times after the journey

and choosing the destination, with the source of

information being comments posted in virtual en-

vironments.

The objective being to exemplify how the mo-

del of Echtner and Ritchie (1993) can be ap-

plied to the speci�c case on hostel accommoda-

tion, we expect to �nd di�erent types of image

according to tourists' experiences, opinions and

perceptions. To pursue this goal, qualitative

analysis and the content analysis method was

adopted. To validate this type of analysis and

method, four categories were established, based

on the model referred to above. Each of these

categories is framed in one of the four qua-

drants present in the model proposed by Echt-

ner and Ritchie (1993). The categories de�ned

are named: Q1) Functional/Holistic, Q2) Functi-

onal/Attribute, Q3) Functional/Psychological and

Q4) Psychological/Holistic.

• Category Q1 � Functional/Holistic, includes

all references which, in the comments, de-

monstrate tourists' understanding and per-

ception, generically or holistically, in relation

to the functional or psychological attributes

of the accommodation.

Category Q2 � Functional/Attribute, inclu-

des references to functional and tangible as-

pects of the accommodation, for example,

its amenities and facilities, the activities it

carries out and other measurable aspects

(e.g. location).

•• Category Q3 � Functional/Psychological, in-

cludes intangible aspects such as references

to sta�, service quality and attitudes, wel-

come and socializing with guests.

• Category Q4 � Psychological/Holistic,

groups references to guests' sensations, emo-

tions and feelings about the atmosphere and

environment, determining whether the ac-

commodation is more of the social type or

tending towards events and celebrations.
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Finally, the comments placed on each of the se-

lected platforms were analysed, in relation to each

of the local accommodation units selected for the

sample. All the comments shared by tourists, writ-

ten in Portuguese, Brazilian Portuguese or English

during January, February, March and April 2018,

were subject to analysis. After collection, the data

were treated using Nvivo software for qualitative

analysis.

4. Results Presentation

This chapter presents the results obtained,

from content analysis of a set of comments shared

on online booking platforms for hostel accommo-

dation � Hostelworld, TripAdvisor and Booking.

Table 2 presents the results of the three platforms

by category.

Table 2 | References, as a percentage, by category.

The sample of comments analysed is set above

all in categories Q2 (Functional/Attribute) and Q3

(Functional/Psychological), which represent res-

pectively 49% and 25% of the results of the total

sample. Concerning the percentage of each plat-

form analysed, the greatest number of comments

were found to come from the Booking platform.

After analysing the frequency of words corres-

ponding to synonyms, so as to validate the results

found when consulting speci�c words and the-

refore con�rming the same trends in subjects or

domains dealt with by tourists in their evaluation

of the accommodation units studied, an optimized

analysis was performed by grouping words by do-

mains/subjects.

In category Q1, various distinct domains are

found. Naturally, cleanliness is one of the most

frequently mentioned aspects generically, with the

overall weight in the comments being 38.80%, as

is stated in this comment: �Everything is clean and

smell good� (#C1). Aspects related to the premi-

ses (7.50%), decoration (4.95%), as stated in the

comment (#C2)�The originality of the building�,

organisation and amenities or facilities (1.82%),

between other aspects, are also frequently referred

to. On the other hand, the attractiveness of the

accommodation units is not frequently mentioned,

and is therefore of little importance or relevance

for visual e�ects of Accommodation Image (Table

3).

Table 3 | Table of frequency of exact words in Q1

When optimizing the results of consulting word

frequency by synonyms (Table 4), the number of

subjects is naturally lower than when correspon-

ding to exact words. Therefore, cleanliness, ge-

neral aspects of the accommodation concerning

the structure or building, a vague description of

the premises or amenities, aspects such as at-

tractiveness and also non-explicit description of
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the prices charged, are grouped in three subjects:

Cleanliness (39.15%), General aspects of the ac-

commodation/buildings/premises (25.21%) and

Prices (1.06%).

Table 4 | Table of frequency of synonymous words in Q1

Table 5 | Table of exact word frequency in Q2

In turn, the Q2 category, when optimized, also

allows a complete vision of the subjects mentio-

ned most by tourists, namely those that can be

measured in quantity and quality, considering very

speci�c characteristics of a given set of attribu-

tes. Here, aspects related to the accommodation's

amenities stand out most. Amenities account for

10.78% of references found in the quadrant cor-

responding to category Q2. Amenities associate

attributes related to bedrooms (6.02%), bathro-

oms (4.09%) and others (0.67%), for example,

kitchens and public rooms. Activities organised

by the accommodation units themselves (5.05%),

location (4.09), and aspects related to meals and

drinks (3.49%) served or provided as complemen-

tary services (�They have a great location and

nice dinners� - #C3), also appear quite frequently

in comments in this domain. Brie�y, the domains

found seem to be similar to the set of fundamental

characteristics of any type of tourist establishment

(see Table 5).

In consulting words considering synonyms, the

results obtained are similar to those found when

corresponding to exact words, despite the weight

by domain being greater in this case (Table 6).

Table 6 | Table of synonymous word frequency in Q2

In category Q3, the framework by subject is

more objective and summarised, due to most of

the references found here being a description of

the sta�, their characteristics and other comple-

mentary functions they participate in. So, natu-

rally, objective references to sta� have the greatest

weight in this category, totalling 33.86%. Sta�'s

characteristics, the qualities tourists perceive th-

rough direct contact, are in second place, with a

total of 18.52%. Other aspects, related above all

to employees' support in activities organised by

the accommodation, or only to how they make

suggestions and provide tourists with information,

is also commented on, although with a low fre-

quency (Table 7).

Table 7 | Table of exact word frequency in Q3
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In the analysis of category Q3 by synonyms,

the previous results are summarised in two fun-

damental aspects: sta� (34.65%) (�A very warm

greeting from the sta�� � #C4) and their cha-

racteristics (20.66%), optimizing the results by

subject even more (Table 8).

Table 8 | Table of synonymous word frequency in Q3

In category Q4, two domains or subjects are

described most frequently by tourists: Atmosphere

and Security (�Safe and great for meeting people�

- #C5, �The social vibe of the hostel is fantastic�

- #C6). Tourists tend to show how they perceive

and feel the atmosphere of each accommoda-

tion unit they stay in. This description, although

subjective and related to each tourist's feelings,

emotions and individual tastes, tends to be greatly

exploited and speci�c, since the characteristics of

the very atmosphere are a subject concentrated

on by tourists (31.49%). Security is another fun-

damental aspect listed in the comments analysed,

something that is described separately from the

atmosphere and its characteristics. In the analysis

by synonyms, the situation described is similar,

reinforcing the results obtained and the frequency

of the topics described by tourists (see Tables 9

and 10).

Table 9 | Table of exact word frequency in Q4

Table 10 | Table of synonymous word frequency in Q4

5. Conclusion

It is therefore concluded that it is appropriate

to apply the model of tourist destination image

by Echtner and Ritchie (1991; 1993) to the Image

of Non-Hotel Accommodation. The dimensions of

this type of tourist product or service � non-hotel

accommodation � are the same as those used to

describe a tourist destination. In the same way,

there is assessment of amenities and facilities, the

people involved in the space, services and the per-

ceived atmosphere. Also in this type of accom-

modation, those characteristics are not only easily

identi�ed but are also frequently evaluated, and

appreciated by tourists as consumers. This type of

image will be even more relevant from the pers-

pective of a tourist who is planning a holiday trip.

With the development of dialogic communication

channels, the impressions caused by this type of

information source in the consumer connected re-

gularly to the internet are decisive at all stages of

the purchase process.

The results of the research con�rm it is possi-

ble to construct the virtual image of non-hotel ac-

commodation through the evaluations, comments

or criticisms posted on the online booking plat-

forms of these establishments, as was already sta-

ted by Veríssimo and Costa (2019). This image is

a multidimensional perception, where di�erent at-

tributes and characteristics of accommodation are

highlighted, di�erentiating their strengths and we-

aknesses (Crnojevac et al., 2010).

The results obtained provide relevant informa-

tion with practical e�ects in implementing models

of operational and strategic management in this

type of accommodation. Since a number of at-

tributes or characteristics are mentioned more fre-

quently in comments, these aspects should be con-

sidered a starting point to structure a management

strategy and to operationalize the service. As con-

sumers, when choosing to book accommodation,

have an anticipated perception of its main features,
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it is necessary to ensure those features are looked

after and promoted. It is recommended, therefore,

that in team meetings, there should be concern

about presenting, discussing and emphasizing the

importance of maintaining the main strengths of

the accommodation and, if possible, gradually im-

proving the weaknesses, since tangible attributes,

those that can be observed, as well as the role of

employees, are two of the aspects most frequently

assessed. In practical terms, it will be important

to apply routine methods of functioning in the ac-

commodation service. Cleanliness, for example, is

constantly subject to criticism, and as such, requi-

res greater attention. Employees' role extends to

other domains beyond that of service. They are

seen as credible sources of information regarding

possible places of interest to visit and catalysts in

providing a positive surrounding atmosphere and

organising activities that ensure added value to the

accommodation service. Marketing and communi-

cation actions should also be subject to analysis by

accommodation managers. Since tourists turn in-

creasingly to social networks before and after their

stay, it is necessary to devote e�orts and greater at-

tention to the communication established through

digital communication channels.

The research has several limitations. The num-

ber of accommodation units and platforms analy-

sed does not allow generalization of the results. As

found previously, the number of non-hotel accom-

modation units is much greater than that analy-

sed, and as such, nine units may not be enough

for the conclusions to be seen as relevant for all

and every accommodation of this type, above all

if considering that such establishments are scat-

tered over the whole country. It is believed that

the region and the surroundings where a given ac-

commodation is located have a strong in�uence

on its image as perceived by tourists. In addition,

the platforms (only three) may also be insu�cient.

Another limitation is the period set for collecting

comments, as well as the selection of the languages

used. The four-month period chosen may not be

enough to cover the multiplicity of comments. The

absence of similar studies, in this speci�c domain

of non-hotel accommodation, was another limita-

tion found throughout the research, a�ecting the

choice of the model to implement and the con-

trast/discussion of the results. Finally, some

guidelines for future research are suggested. Firs-

tly, replicated application of the model and criteria,

considering a longer period of analysis and using

a larger number of platforms and evaluations writ-

ten in various other languages. It would also be

bene�cial to compare these results with others of

quantitative research, through, for example, a sur-

vey of tourists who gave their opinion about non-

hotel accommodation. Other ideas are proposed:

interviews with accommodation managers and col-

laborators, to �nd out how they perceive the es-

tablishment's image and whether it is similar to

that of the guests; extending the research to other

accommodation units in other regions of Portugal

and abroad; applying the model to another type

of holiday accommodation; applying the model to

other types of tourist products and services; and

�nally, optimizing the results through the machine

learning technique, which aims to achieve a virtual

image as close as possible to the true situation.
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