
Exploring the potential of social media tools to enhance customer’s satisfaction and increase 
turnover in the Irish accommodation sector. 

 

Authors: Cristina Balauca & Glenn Mehta (IT Tallaght). 

 

Businesses in the tourism and hospitality sector are operating in a competitive and stimulating 
environment. It is a competitive environment as they must sell their perishable products each day at 
the right price and as new technology emerges it becomes more challenging to communicate with 
customers. Social media networks enable customers to share their dissatisfaction effortlessly online, 
where potential customers can be influenced by their negative experience. However, at the same 
time social media offers unique opportunities for business in the hospitality sector to engage and 
address these issues. Web 2.0 has fundamentally changed the way businesses operate and 
communicate with their customers, allowing customers to communicate with organisations and 
voice their opinion about the products and services they have experienced. A study conducted by 
TripAdvisor (2014) advocates that 65% of travellers are influenced by online travel reviews and 
almost half (48%) are influenced by personal recommendations, causing travellers to change their 
plans as a result of what they read on Facebook, Twitter or TripAdvisor.  

 

Reading the literature on the subject this research attempts to contribute to the knowledge on the 
subject of social media engagement in the hospitality sector, customer satisfaction and increased 
customer turnover. After revising the literature on the subject, collecting primary data was crucial in 
order to contribute to the knowledge on the subject. A quantitative data collection method was 
reckoned to be necessary to collect primary data from Irish accommodation providers using online 
questionnaires to investigate the current use of social media by Irish accommodation providers.   

 

The objective of this study examined the adoption of social media by Irish accommodation providers 
and the impact it has on increased engagement, customer satisfaction and increased customer 
turnover as perceived by accommodation provider’s owners/managers. The result provides several 
theoretical contributions to social media customer engagement based on social exchange theory. 
The quantitative and qualitative data analysis shows that by being very active in social media and 
engaging with customers, accommodation providers will be able to enhance customer’s satisfaction 
and increase customer turnover. The findings of this research highlight the social media tools used 
by the Irish accommodation to engage with customers on social media to create awareness and 
ultimately increase customer turnover.  
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Introduction  

This paper reports on research conducted on the impact of social media and the Irish 
accommodation sector.  In the last decade, social media and web 2.0 has fundamentally changed the 
way organisations communicate with their customers. The hospitality sector provides perishable, 
intangible, and inseparable products to its customers. Technology and the internet enable 
consumers to search easily for information about products and services in order to reduce or 
eliminate the risks associated with purchasing an intangible product. They are searching for insights 
from people who experienced the services before and they expect to obtain similar services.  



Electronic Word-of-Mouth (eWOM) and user-generated content (UGC) can now reach millions of 
customers all over the world through social media channels, influencing a potential customer’s 
decision. Consumers share material and information about their experience with friends and 
followers on social media, therefore creating UGC and eWOM. This form of content has been 
recognised by the consumers to influences their perception about a product when considering 
booking travel accommodation. A recent global report conducted by Ipsos for TripAdvisor (2015: 35) 
found the 90% of consumers are influenced in their decision to book a room by the ratings  of 
reviews and 88% of people are influenced  by the online reviews and posts on TripAdvisor. 

 

To address this issue, the Irish accommodation providers need to use social media tools strategically 
to engage with consumers and monitor the online environment for information that is related to 
their business products and services. This research provides insights on the current uses of social 
media and theorises that organisations that uses social media can increase engagement and 
ultimately increase customer turnover and profitability. The literature on the subject of “social 
media and customer engagement”, “social media and customer satisfaction” and “social media and 
customer turnover” were or reviewed for this study.   

 

Social media and the impact on the hospitality industry 

The concept of social media is not new! People have been communicating for millennia, but before 
social media they were limited only by distance and time. Not anymore! Since the emergence of new 
technologies and web 2.0 individuals can now communicate face to face, update and share 
information globally with each other through the internet and social media 24/7. The advancement 
of technology and smart mobile devices enables consumers to capture every moment to share it 
with their friends and followers instantly and effortlessly. With the newly developed social media 
networks such as Periscope and Meerkat, they can now broadcast live.  

 

For businesses, the communication channel with consumers has been transformed from a one-way 
communication channel to a two-way real-time communication. UGC is being created about 
businesses, products and services at this very moment. With 69% of the online population using 
social media for their business or their personal use (Kemp 2015),  accommodation providers are 
directly affected by what customers share on social networks (Park and Allen 2013). 

 

Studies (Brodie et al 2011; Sashi 2012; Wei et al 2013; Cabiddu et al 2014; Chathoth et al 2014) 
suggest that organisations that engage with social media forge long-term relationships with existing 
and new customers. Wei et al (2013) states that customers’ engagement behaviour (CEB) is 
influenced by the positive or negative valance of CEBs reviews and that the management response 
to CEBs can influences prospective customer’s trust. He believes that customer engagement takes 
different behavioural forms and his research suggests that user-generated hotel reviews can have a 
positive or negative impact on business reputation and that the management engagement and 
response should be specific and not generic. He further adds that a “three-way interactive network” 
exists between the actor (the person who writes the review), the respondent (the manager that 
engages with the actor when responding to the review) and the observer (the potential customer 
who is interested to find out more about the business) when engaging on social networking 
platforms and reviews sites. Cabiddu et al (2014) argue that in order to engage effectively 
organisations need to realise their social media affordance perspective based on their 
proprioception of whom they are as a business, exteroception of what social media stands for and 



how they can be used in coperception to engage with customers either in persistent engagement, 
customised engagement and triggered engagement.  

Customer satisfaction has been extensively researched and recognised as a key influencer in 
establishing a loyal customer base which influences future purchase intentions (Bowden 2009, 
Taylor & Baker 1994). With the convenience of social media, satisfied customers are more likely to 
tell others about their stay when they have a good experience state that increased customer 
satisfaction has a positive effect on an organisation’s profitability, brand loyalty and repeat 
purchases. According to Abdullah & Hamdan (2012) social media helps satisfied customers, to voice 
their overall opinion to millions of people and such positive reviews have been recognised as the 
“best advertisement money can buy”. eWOM has been classified a unique opportunity to address 
customer issues and increase customer satisfaction (Field & Grande 2013). Reviews on TripAdvisor 
and other OTA’s such as Expedia, Trivago display satisfaction ratings based on many attributes such 
as cleanliness, service, value (TripAdvisor 2014b). However, reviews on sites such as Facebook, 
Twitter offers a star rating based on the whole experience and organisations need to analyse the 
words customers used (Xiang et al 2015). Measuring customer satisfaction is the hospitality industry 
is imperative, in order to identify shortcomings in meeting and exceeding customers’ expectations. 
Reviews on sites such as TripAdvisor, Facebook, and Google local, help organisations address both 
positive and negative reviews to clarify the issues. At the same time, it offers the opportunity to 
enhance customer satisfaction by monitoring brand sentiment and mentions, offering customer 
support and it empowers other customers to respond to other customers comments (Beard 2013).  

 

Research shows that organisations that engage with customers who post online reviews leads to 
increased loyalty (Loureiro & Kastenholz, 2011), increased turnover (Luo et al 2013)  and competitive 
advantage (Serlen 2010; Alsobhi & Abeysinghe 2013). A very common approach used by many 
accommodation providers is to distribute the remaining hotel rooms on TripAdvisor to drive revenue 
to booking platforms and to increase customer turnover (Leung et al 2013). Studies (Sparks and 
Browning 2011; Ye et al 2011; Anderson 2012; Colaco 2014; Ladhari and Michaud 2015) suggest that 
eWOM and reviews have an exuding impact on customers booking decision. A majority of positive 
reviews influences the customer’s decision to book a room (Sparks and Browning 2011). Moreover, 
when managers respond to negative reviews with brand integrity and facts, it influences customer 
decision (Park and Allen 2013). Research conduct by Tsao et al (2015)  also revealed that a large 
number of reviews has a negative bearing on customer decision when booking accommodation.  

 

Conceptual background and research hypothesis 

A comprehensive study of the literature review on the subject has been conducted to learn what 
other researchers have previously examined. Although a large number of research has been 
conducted overseas (Hsu 2008; Mohamed and Moradi 2011; Sparks and Browning 2011; Ye et al 
2011; Chiou et al 2013; Leung et al 2013; Šerić et al 2014; Zhang and Vásquez 2014) on the subject of 
social media and the impact of online reviews and eWOM on the hospitality sector, limited work has 
been undertaken in Ireland. Published academic research on the hospitality sector in Ireland 
analysed the Impact of TripAdvisor on hotels (Cunningham et al 2010). The researchers suggest that 
hotelier’s behaviour changed due to the impact of TripAdvisor reviews, and an increased standard of 
service was achieved by Irish hoteliers over a two-year period (2007-2009).  

 

A data explosion of UGC occurred, according to Gunelius (2014) where every minute on Facebook 
users share almost 2.5 million items of content. On Twitter the users tweet approximately 300,000 
times, Instagram users post 100,000 new photos and YouTube visitors upload 72 hours of new video 
content per minute. On TripAdvisor, more than 125 reviews and contributions are posted every 



minute (TripAdvisor 2015), and all these forms of UGC are a source of negative influence from 
dissatisfied customers (Zeng and Gerritsen 2014). As consumers spend up to 60 hours a week in 
front a screen (TV, laptop, smartphone, and tablet) they choose what information they are willing to 
read or watch and when, how and for how long they are willing to engage with what organisations 
share (Nielson 2014). Not having a social media presence, hospitality providers are missing out on 
the opportunity to engage with customers. Therefore the first hypothesis suggested is as follow: 

H1. Social media presence can lead to increased engagement with customers 

 

Social media tools enable organisations to listen to what customers have to say about their 
products, services and their brand (Hutchinson 2014). The customer connects with organisations on 
social media as they what business to listen and engage with them (Kietzmann et al 2011). Zhang et 
al (2010) research suggests that business can use social media networks such as Twitter to increase 
engagement with customers that follow them on Twitter. The researchers theorised that by 
engaging with customers on this network they will be able to diffuse the information to socialise, 
learn, get others to advocate for the brand, to co-develop and share with the followers. Their 
findings suggest that eWOM can be used to enhance customer’s engagement and reach second-
degree relation to the business. eWOM is an informal form of content about the usage of a product, 
created by the consumers to influence other users or business providers (Litvin et al 2008). 
Responding to the content created by consumers it encourages manager/owners to participate in 
the online conversation (Litvin and Hoffman 2012), to listen and address customers concerns (Zhang 
and Vásquez 2014). Thus, we propose the second hypothesis as follows: 

H2. Responding to customers reviews/comments on social media may increase engagement 

 

The competitive environment in which accommodation providers operate has instigated 
accommodation providers to focus on delivering outstanding services that exceed customer 
satisfaction to differentiate themselves from their competitors (Angelova and Zekiri 2011). Customer 
satisfaction has been recognised as a key driver in building customer relationships, which leads 
organisations to predict the likelihood of customers to return (Curtis et al 2011; Zhu and Chen 2015), 
their likelihood to recommend the products and services (Crotts and Magnini 2011) and to become 
loyal customers (Wendy Gao and Lai 2015). Responding to comments and showing appreciation for 
their engagement strengthens their relationship with customers. It transforms the calculative 
commitment that they have made when starting to follow on social media into an emotional 
commitment, therefore building a long lasting relationship with the consumers (Bowden 2009). The 
following hypothesis is proposed.  

H3. Increased engagement on social media sites helps build relationships with customers 

 

A review of 42 academic studies by Nadkarni and Hofmann (2012) on why people use Facebook 
enlightens us that consumers use this network based on motivational factors such as belonging, self-
actualisation and expression of their own opinion. Therefore listening to customers on social media 
can help with identifying and addressing customer needs and wants or any concerns they might 
have. Listening to customers eWOM published on social media helps businesses create products and 
services that meet their expectations and enhances customer satisfaction (Mohammadian and 
Mohammadreza 2012). Engaging in social media activities without a social media strategy reduces 
the effectiveness of social media activities. It is difficult to measure the return on investment when 
no objectives are set (King 2014). Organisations that engage strategically with their consumers are 
the ones that benefit the most from the social media. Benefits such as an increase in online traffic, 



sales, customer satisfaction and business brand recognition could increase (Angelova & Zekiri 2011; 
Callarisa et al 2012; Xiang et al 2014; Julig 2013). Therefore, the following hypothesis is proposed. 

H4. Engaging with customers on social media may help enhance customer satisfaction 

eWOM generated from experiencing a product has a significant impact on a consumer’s purchasing 
decision (Tsao et al 2015), because 72% of online consumers trust what their family and friends are 
sharing on social media (Edelman 2015) more than they trust any other form of media.  Sparks & 
Browning  (2011) studying the impact of online reviews on hotel booking intention, state that 
consumers tend to rely on readily available information to influence their decision to book a hotel 
room. Diana et al (2014) claims that social media sites are no longer a new phenomenon, as they are 
constantly evolving, but they believe that “social media discovery is a relatively new issue” and 
organisations should be aware how this affects their business. To prepare for this new challenge 
organisations need to listen and consider how the information shared on social networks affect 
them, their profitability, their reputation and image. As the tourism sector is experiencing growth 
after the recession the accommodation providers need to focus on filling up rooms at the right rate 
to increase profitability.  Angelova & Zekiri (2011) state that increased customer satisfaction has a 
positive effect on an organisation’s profitability, brand loyalty and repeat purchases.  Noone et al 
(2011) suggests that by providing direct booking links on social media platforms it helps 
accommodation providers to increase their profitability by cutting out the middleman. Litvin and 
Hoffman's (2012) research suggests that negative reviews have a significant positive impact on 
customer purchasing decision when they are contested by a positive customer review and a 
manager’s response to negative reviews. Therefore, we propose the following hypothesis. 

H5. Increased social media engagement can help increase customer turnover. 

 

Research Methodology  

To test the hypotheses proposed data was collected from 344 Irish accommodation providers. As 
part of this study, an online questionnaire has been designed by the researcher to collect 
information from accommodation providers listed in the “Hotels & Guesthouses Be Our Guest 2013 
Guide” and “B&B Ireland 2013 Guide”. A total of 1345 online surveys were sent.  

 

The first section is composed of general questions in order to find out the current level of social 
media usage and which social media sites the respondents use. Closed-ended questions, open-
ended questions, multiple choice questions and Likert scale format questions were used in this 
section, to find out what are the reasons why accommodation providers use or do not use social 
media sites. The second section of the questionnaire design attempts to identify what are the effects 
of having a social media strategy in place in order to engage effectively with their customers and if 
engagement can lead to increased turnover. The third and last section of the questionnaire was 
designed to collect information about how often accommodation providers use social media to 
engage with their customers. This section was designed to collect information on how often 
accommodation providers engage with customers and to assess if this engagement might lead to 
customer satisfaction. The same approach to question asking was applied in all sections as 
mentioned in the first section of the questionnaire design. 

A total of 344 recipients responded, which represents 26% of the total sample. Out of these 
responses 145 said that they do not use social media and 199 affirmed that they use social media for 
their business. From 199 responses received who stated that they are using social media only 175 of 
the respondents stated that they are in charge of managing the business social media activity. The 
number of valid responses dropped further to 136 where the uncompleted responses were 
eliminated to ensure the validity and reliability of this research. To acquire a deeper, more 



meaningful understanding of the data collect and to test the hypotheses proposed the data 
collected were coded in Minitab 17 Statistical Software. The Pearson chi-square test of association 
and Fisher exact test were used to test if an association exists between the variables proposed. To 
analyse the open-ended question NVivo 10 Qualitative data software was used. The data was coded 
using the content analysis technique. An inductive content analysis approach was undertaken for 
this research which involved “open coding” method (Mayring 2014: 79).  

 

Research Findings  

The literature review showed what impact social media and eWOM has on the tourism 
accommodation sector worldwide. The research conducted in Ireland informed us that content 
published on TripAdvisor helps improve the hotel offering. However, that research was conducted 
more than five years ago, and a more up to date research was deemed necessary. As previously 
mentioned the concept of social media is not new anymore and social networking sites are 
continuing to evolve where new tools and new algorithm are being placed to optimise the user’s 
experience (Ward 2015). Therefore, new research is deemed to be necessary.  

 

Although the importance of having a social media presence to engage with the customer has been 
well discussed in the media and more than 69% of the global online population are active on social 
media, the findings of the online questionnaire shows that only 58% of Irish accommodation 
providers have a social media presence. Based on the responses received from owner or managers 
who utilise social media in Ireland this research highlights that organisations that use social media to 
engage with customers could better develop the customer relationship, enhance customer 
satisfaction and increase turnover. A conceptual framework was proposed (see Figure 1) based on 
the finding of the literature and was tested using the Pearson chi-square test if an association exists 
between the variables.   

 

The first hypothesis tested analysed if an association exists between having a social media presence 
and increased engagement. The probability value (p-value) result was 0.048 which lies in the 
rejection area, therefore, the null hypothesis (H0) can be rejected, confirming that an association 
exists between the two variables. The second hypothesis tested if an association exists between 
responding to online customer reviews and comments and increase engagement. The findings of the 
Pearson chi-square test of association suggest that significant connection exist between the 
variables, accordingly a p-value of 0034. The third hypothesis tested was measuring if an association 
exists between the engagement and building customer relationships and a p-value of 0.000 was 
obtained. The Fisher exact test was applied to acquire an exact probability, and a p-value of 0.00045 
was attained. This suggests that a significant relationship exists between increased engagement and 
building customer relationship on social media.  The fourth hypothesis tested considered if an 
association exists between increased engagement and enhanced customer satisfaction and a p-value 
of 0.000257 was obtained after performing the Fishers exact test. The last hypothesis tested was to 
consider if an association exists between increased engagement and customer turnover. The results 
of the Fisher exact test suggests that a significant connection exists between the two variables, and a 
p-value of 0.000049 was obtained as a result. 



 

 

Figure1. Proposed Framework - Social Media and the Impact on Customer Turnover  

 

The results of hypotheses have enabled the researcher to accept all the theories suggested. This 
implies that tourist accommodation providers that engage with the customer on social media can - 
by responding to comments and by posting relevant content - meet their expectations.  By posting 
relevant, engaging content, organisations will be able to increase brand awareness, build customer 
relationships, enhance customer satisfaction levels and increase turnover that could lead to an 
increase in profitability. 

 

Using the NVivo software to analyse the open ended questions from the online questionnaire, a 
word cloud (see Figure 2) and a word frequency query (see Figure 3) were constructed. The objective 
of asking open-ended questions in the questionnaire was to identify how the Irish accommodation 
providers perceive the impact of eWOM on their business.  The word cloud was created to 
understand the opinion of Irish accommodation providers on how useful the negative reviews are 
for their business. The open ended questions were not mandatory, and only 110 responses were 
received and analysed. The word cloud illustrates the most frequently used words by the 
respondents to the survey.   



  
  

Figure 2. Word Cloud – Utility of negative reviews  

 

The software groups similar words and synonyms under one category, in order to include words into 
a group and excludes words such as “and”. The most common word used is displayed in a bigger font 
while a word that has been mentioned only once is displayed in the smallest font. Mostly positive 
words have been used by respondents such as “help”, “improve”, “yes”, “give”, “opportunity”, 
“useful”, “positive” and so on. We can also notice that words, such as “negative”, “issues” and “no”, 
are also mentioned.  

 

From analysing the data and the illustration above we can conclude that a majority of tourist 
accommodation providers perceive negative in a positive light as an opportunity to improve their 
service based on customer feedback. The respondents indicated that the negative reviews are 
beneficial for the business, because, now, on social media and reviews sites, they can reply to any 
negative reviews and comments made online, whereas before, customers could talk with other 
people about their dissatisfaction, where they were unaware and unable to reply to those 
comments. However, some of the respondents believe that negative reviews are not useful as it puts 
them in a negative light and they believe that the issues highlighted by the customers are just minor 
or unfounded reasons for their dissatisfaction. 

 

When the respondents were asked how negative reviews impact their business, mixed responses 
were acquired. We can see from the word frequency in the  second column that around 20% of 
respondents believe that negative reviews influence other customer’s decisions to book with them. 
20% believe that negative reviews affect the number of bookings directly. Approximately 20% see 
negative reviews positively, as a way of improving business offerings. The other 20% believe that by 
responding to negative reviews you get “a second chance”, by being able to rectify the 
misunderstanding. The last 20% believe that good reviews outweigh the negative reviews and have 
very little impact on the business. 

Therefore we can conclude that the respondents suggest that by responding to a negative in a 
positive manner, but at same time responding with the facts organisations have an opportunity to 



communicate sincerely with brand integrity and to turn the situation around. Some of the 
respondents believe that responding to negative reviews it increases the chances of that person 
returning and his response was as follows:  

“They are a great opportunity to distinguish your business from the rest. A simple sorry, 
acknowledging the issues, apologizing if necessary but equally important is to disagree in a 
professional manner with statements if you believe your company was acting correctly. i.e. On 
TripAdvisor I got a one star review for how I treated a stag party. I disagreed with the reviewer and 
stated my side and because of this it has attracted more of the right type of business I wanted to 
attract.”               

         (Survey respondent) 

 

The findings suggest as previously mentioned in the literature that a management response can 
affect other consumers attitude in a favourable way, making them more likely to book (Litvin and 
Hoffman 2012). 

 

 

Figure 3. Word frequency – Impact of negative reviews  

 

Discussion and conclusion of the research findings 

This research shows that social media and the eWOM have a detrimental impact on accommodation 
providers who fail to have a social media presence and fail to listen to what customer have to say 
about their business. As the number of active social media accounts are rising consumers can create 
eWOM about the products and services consumed even if the business is not active on social media 
(Mehta 2013) in an attempt to share information with their family and friends and this form of 
information can reach millions of users. 

Social media has changed the one-way monologue communication system into a dialogue a two-way 
communicating system where customers can communicate and engage with business. As businesses 
create new products and services, they can effortlessly engage with customers to build better 
products that meet customer expectations. Engaging customers in the co-creation process 



strengthens the relationship with the customers, and it enhances customer satisfaction that could 
influence their decision to return or/and advocate for the brand. 

 

The findings of this adds to previous research in this field as it demonstrates that the Irish 
accommodation providers who use social media to engage with their customers and prospective 
customers can build customer relationships which can lead to customer loyalty and trust. Loyal 
customers are more likely to advocate for the business and also defend the brand when other users 
are posting negative comments/reviews (Sullivan 2013). 

 

Furthermore, the findings suggest that accommodation providers who engage with customers on 
social media could enhance customer satisfaction by addressing their dissatisfaction. By listening 
and replying to eWOM posted by the consumers on social media, organisations can address those 
issues politely, with facts and brand integrity and they could turn the whole misunderstanding 
around and convert those customers into loyal customers and brand advocates, where this 
possibility was not available before social media.  

 

Finally, the findings of this research also contribute to knowledge on the subject that   social media 
and eWOM has an influence on customer turnover. This research found that increased engagement 
has an effect on customer turnover. The eWOM is an important source of information on how well 
the business products and services meet customer expectations. As mentioned in the literature 
review individuals use social media and engage in eWOM for different motivational reasons, 
includingbelonging, self-actualisation and expression. Therefore they are sharing their experience to 
inform and help others choose the right accommodation to eliminate  or reduce the high factors of 
risk involved in the purchase of a intangible, perishable and inseparable service productsuch as 
tourist accommodation. It is for this reason customers share positive and negative experience to 
influence other’s booking decisions, as previously mentioned in the literature review. 

 

The findings of this research together with those from the literature review shows that social media 
has a tremendous impact on tourism accommodation providers if they are listening and engaging 
with customers as it helps them create long-term relationships, enhance customer satisfaction, and 
increase turnover and profitability, therefore helping them achieve a heterogeneous competitive 
advantage. Consequently if they fail to have a social media presence, it could affect their reputation, 
turnover and profitability. 

 

References  

Abdullah, A.A., Hamdan, M.H. (2012) ‘Internal Success Factor of Hotel Occupancy Rate’, 
International Journal of Business and Social Science, 3(22), 199–218. 

Alsobhi, A.Y., Abeysinghe, G. (2013) ‘Social media readiness in small businesses’, in Powell, 
M.B.N.P.I.P., ed., International Conference Information Systems, International Association for 
Development of the Information Society: Lisbon, Portugal. 

Anderson, C. (2012) ‘The impact of Social Media on Lodging Performance’, Cornell Hospitality Report, 
12(15), 4–12, available: 
http://www.hotelschool.cornell.edu/chr/pdf/showpdf/2283/chr/research/andersonsocialmedia.pdf 
[accessed 4 Jun 2014]. 



Angelova, B., Zekiri, J. (2011) ‘Measuring Customer Satisfaction with Service Quality Using American 
Customer Satisfaction Model (ACSI Model)’, International Journal of Academic Research in Business 
and Social Sciences, 1(3), 27. 

Beard, R. (2013) 5 Ways To Increase Customer Satisfaction Using Social Media [online], 
business2community, available: http://www.business2community.com/social-media/6-ways-to-
increase-customer-satisfaction-using-social-media-0563943#!xHyBq [accessed 27 Feb 2014]. 

Bowden, J.L.-H. (2009) ‘The Process of Customer Engagement: A Conceptual Framework’, The 
Journal of Marketing Theory and Practice, 17(1), 63–74, available: 
http://mesharpe.metapress.com/openurl.asp?genre=article&id=doi:10.2753/MTP1069-6679170105 
[accessed 10 Jan 2014]. 

Brodie, R.J., Ilic, A., Juric, B., Hollebeek, L. (2011) ‘Consumer engagement in a virtual brand 
community: An exploratory analysis’, Journal of Business Research, 66, 105–114. 

Cabiddu, F., Carlo, M. De, Piccoli, G. (2014) ‘Social media affordances: Enabling customer 
engagement’, Annals of Tourism Research, 48, 175–192, available: 
http://www.sciencedirect.com/science/article/pii/S0160738314000796 [accessed 31 Jul 2014]. 

Callarisa, L., García, J.S., Cardiff, J., Roshchina, A. (2012) ‘Harnessing social media platforms to 
measure customer-based hotel brand equity’, Tourism Management Perspectives, 4, 73–79. 

Chathoth, P.K., Ungson, G.R., Altinay, L., Chan, E.S.W., Harrington, R., Okumus, F. (2014) ‘Barriers 
affecting organisational adoption of higher order customer engagement in tourism service 
interactions’, Tourism Management, 42, 181–193, available: 
http://www.sciencedirect.com/science/article/pii/S0261517713002148 [accessed 30 Jan 2015]. 

Chiou, J.-S., Hsu, A.C.-F., Hsieh, C.-H. (2013) ‘How negative online information affects consumers’ 
brand evaluation The moderating effects of brand attachment and source credibility’, Online 
Information Review, 37, 910–926, available: 
http://search.ebscohost.com/login.aspx?direct=true&db=lih&AN=91918328&lang=pt-
br&site=ehost-live&scope=site\nhttp://link.periodicos.capes.gov.br/sfxlcl41?url_ver=Z39.88-
2004&rft_val_fmt=info:ofi/fmt:kev:mtx:journal&genre=article&sid=ProQ:ProQ:lisashell&atitle=How
+negative+online+information+affects+consumers’+brand+evaluation:+The+moderating+effects+of
+brand+attachment+and+source+credibility&title=Online+Information+Review&issn=14684527&dat
e=2013-01-01&volume=37&issue=6&spage=910&au=Chiou%2. 

Colaco, P. (2014) Why TripAdvisor Has a Chance to Eat the Lunch of Booking.com [online], Tnooz, 
available: http://www.tnooz.com/article/tripadvisor-bookingcom-eat-
lunch.metasearch/#utm_source=Tnooz+Mailing+List&utm_medium=email&utm_campaign=8ff8797
ca2-RSS_EMAIL_CAMPAIGN&utm_term=0_c691357c44-8ff8797ca2-137279053 [accessed 30 Jul 
2014]. 

Crotts, J.C., Magnini, V.P. (2011) ‘The customer delight construct: Is Surprise Essential?’, Annals of 
Tourism Research, 38(2), 719–722. 

Cunningham, P., Smyth, B., Wu, G., Greene, D. (2010) Does TripAdvisor Makes Hotels Better ? ∗, 
School of Computer Science & Informatics University College, available: 
https://www.csi.ucd.ie/files/ucd-csi-2010-06.pdf. 

Curtis, T., Abratt, R., Rhoades, D., Dion, P. (2011) ‘CUSTOMER LOYALTY, REPURCHASE AND 
SATISFACTION: A META-ANALYTICAL REVIEW.’, Journal of Consumer Satisfaction, Dissatisfaction & 
Complaining Behavior, 24, 1–26, available: http://0-search.ebscohost.com.millennium.it-
tallaght.ie/login.aspx?direct=true&db=bth&AN=73180724&site=ehost-live. 



Diana, A.J., Leffert, K.A., Nowak, R. (2014) Social Media E-Discovery [online], Mondaq, available: 
http://www.mondaq.com/unitedstates/x/290640/disclosure+electronic+discovery+privilege/Social+
Media+EDiscovery [accessed 2 Mar 2014]. 

Edelman (2015) Trust Around the World - 2015 Edelman Trust Barometer, available: 
http://www.edelman.com/insights/intellectual-property/2015-edelman-trust-barometer/trust-
around-world/ [accessed 10 Feb 2015]. 

Gunelius, S. (2014) The Data Explosion in 2014 Minute by Minute – Infographic [online], ACI, 
available: http://aci.info/2014/07/12/the-data-explosion-in-2014-minute-by-minute-infographic/ 
[accessed 17 Apr 2015]. 

Hills, J.R., Cairncross, G. (2011) ‘Small accommodation providers and UGC web sites: perceptions and 
practices’, International Journal of Contemporary Hospitality Management, 23(1), 26–43. 

Hsu, S. (2008) ‘Developing an index for online customer satisfaction: Adaptation of American 
Customer Satisfaction Index’, Expert Systems with Applications, 34(4), 3033–3042, available: 
http://linkinghub.elsevier.com/retrieve/pii/S0957417407002333 [accessed 22 Jan 2014]. 

Hutchinson, A. (2014) Why Is Social Media Engagement so Important Anyway? [online], Social Media 
Today, available: http://socialmediatoday.com/adhutchinson/2137386/why-social-media-
engagement-so-important-
anyway?utm_source=feedburner&utm_medium=feed&utm_campaign=Social+Media+Today+(all+p
osts) [accessed 3 Feb 2014]. 

Julig, L. (2013) How a Winery Uses Social Media to Increase Sales and Brand Loyalty [online], Social 
Media Examiner, available: http://www.socialmediaexaminer.com/how-a-winery-uses-social-media-
to-increase-sales-and-brand-loyalty/. 

Kangogo, E.J., Musiega, K., Manyasi, J. (2013) ‘Effect of Customer Satisfaction on Performance of the 
Hotel Industry in the Western Tourism Circuit of Kenya’, European Journal of Business and 
Management, 5(14), 87–100. 

Kemp, S. (2015) Digital, Social and Mobile 2015 [online], Slideshare, available: 
http://www.slideshare.net/yannlegigan/digital-social-and-mobile-2015-we-are-
social?qid=2cdb2a5b-6ae2-43e3-88b5-4b3dcd852115&v=qf1&b=&from_search=1 [accessed 10 Apr 
2015]. 

Kietzmann, J.H., Hermkens, K., McCarthy, I.P., Silvestre, B.S. (2011) ‘Social media? Get serious! 
Understanding the functional building blocks of social media’, Business Horizons, 54(3), 241–251, 
available: http://linkinghub.elsevier.com/retrieve/pii/S0007681311000061 [accessed 16 Sep 2013]. 

King, C. (2014) 11 Social Media Marketing Predictions to Watch for 2014 [online], Social Media 
Examiner, available: http://www.socialmediaexaminer.com/social-media-predictions-2014/ 
[accessed 31 Jan 2014]. 

Ladhari, R., Michaud, M. (2015) ‘eWOM effects on hotel booking intentions, attitudes, trust, and 
website perceptions’, International Journal of Hospitality Management, 46, 36–45, available: 
http://www.sciencedirect.com/science/article/pii/S0278431915000171 [accessed 17 Feb 2015]. 

Lanz, L.H., Fischhof, B.W., Lee, R. (2010) ‘How are hotels embracing social media in 2010’, HVS Sales 
& Marketing Services, (June), 1 – 28. 

Leung, D., Law, R., Van Hoof, H., Buhalis, D. (2013) ‘Social Media in Tourism and Hospitality: A 
Literature Review’, Journal of Travel & Tourism Marketing, 30(1-2), 3–22, available: 
http://www.tandfonline.com/doi/abs/10.1080/10548408.2013.750919. 



Litvin, S.W., Goldsmith, R.E., Pan, B. (2008) ‘Electronic word-of-mouth in hospitality and tourism 
management’, Tourism Management, 29(3), 458–468, available: 
http://linkinghub.elsevier.com/retrieve/pii/S0261517707001343 [accessed 20 Jan 2014]. 

Litvin, S.W., Hoffman, L.M. (2012) ‘Responses to consumer-generated media in the hospitality 
marketplace: An empirical study’, Journal of Vacation Marketing. 

Luo, Z., Qu, H., Marnburg, E. (2013) ‘International Journal of Hospitality Management Justice 
perceptions and drives of hotel employee social loafing behavior’, International Journal of Hospitality 
Management, 33, 456–464, available: http://dx.doi.org/10.1016/j.ijhm.2012.11.005. 

Mayring, P. (2014) Qualitative Content Analysis: Theoretical Foundation, Basic Procedures and 
Software Solution [online], Klagenfurt. ed, Advances in Bioethics, gesis, available: http://nbn-
resolving.de/urn:nbn:de:0168-ssoar-395173. 

Mehta, G. (2013) Infinite Ripple, Xlibris Corporation: Dublin, Ireland. 

Mohamed, I., Moradi, L. (2011) ‘A model of e-tourism satisfaction factors for foreign tourists’, 
Australian Journal of Basic and Applied Sciences, 5, 877–883, available: 
http://www.scopus.com/inward/record.url?eid=2-s2.0-
84856409591&partnerID=40&md5=ede4ae2ff0bfb28e04fb916b5fc06634. 

Mohammadian, M., Mohammadreza, M. (2012) ‘Identify the Success Factors of Social Media 
(Marketing Perspective)’, International Business and Management, 4(2), 58–66, available: 
http://www.cscanada.net/index.php/ibm/article/view/j.ibm.1923842820120402.1120. 

Nadkarni, A., Hofmann, S.G. (2012) ‘Why do people use facebook?’, Personality and Individual 
Differences. 

Nielson (2014) Millennials: Breaking the Myths, available: 
http://nielsen.com/content/corporate/us/en/reports/2014/millennials-breaking-the-myths.html 
[accessed 14 Mar 2014]. 

Noone, B.M., McGuire, K.A., Niemeier (eds.), H.-M. (2011) ‘Social media meets hotel revenue 
management: Opportunities, issues and unanswered questions’, Journal of Revenue and Pricing 
Management, 10(4), 293–305. 

Park, S.-Y., Allen, J.P. (2013) ‘Responding to Online Reviews: Problem Solving and Engagement in 
Hotels’, CORNELL HOSPITALITY QUARTERLY, 54(1), 64–73. 

Sashi, C.M. (2012) ‘Customer engagement, buyer-seller relationships, and social media’, 
Management Decision, 50, 253–272, available: 
http://www.emeraldinsight.com/doi/pdfplus/10.1108/00251741211203551. 

Šerić, M., Gil-Saura, I., Ruiz-Molina, M.E. (2014) ‘How can integrated marketing communications and 
advanced technology influence the creation of customer-based brand equity? Evidence from the 
hospitality industry’, International Journal of Hospitality Management, 39, 144–156, available: 
http://www.sciencedirect.com/science/article/pii/S0278431914000371 [accessed 2 Feb 2015]. 

Serlen, B. (2010) ‘Hilton cultivates social media across its brands’, Hotel Business, (16), 4–11. 

Sparks, B.A., Browning, V. (2011) ‘The impact of online reviews on hotel booking intentions and 
perception of trust’, Tourism Management, 32(6), 1310–1323, available: 
http://www.sciencedirect.com/science/article/pii/S0261517711000033 [accessed 25 Sep 2013]. 

Sullivan, J. (2013) The Effects of Social Media in the Hotel Sector : A Report for WinHotels. 

TripAdvisor (2014a) TripBarometer 2014: Global Edition [online], Online, available: 
http://www.tripadvisor.ie/TripAdvisorInsights/n2208/tripbarometer-2014-insights-planning-and-
budget-phase [accessed 9 Jul 2014]. 



TripAdvisor (2014b) ‘How to add Management Responses to TripAdvisor Traveler Reviews | 
TripAdvisor Insights’, available: http://www.tripadvisor.com/TripAdvisorInsights/n2428/how-add-
management-responses-tripadvisor-traveler-reviews [accessed 11 Apr 2015]. 

TripAdvisor (2015a) TripBarometer March 2015 Global Travel Economy Report, available: 
http://t4binsights-
cache.tripadvisor.com/TripAdvisorInsights/sites/default/files/downloads/ajax/tripbarometermarch2
015_globalreport_uk_us.pdf [accessed 11 Mar 2015]. 

TripAdvisor (2015b) Fact Sheet - TripAdvisor [online], Online, available: 
http://www.tripadvisor.ie/PressCenter-c4-Fact_Sheet.html [accessed 17 Apr 2015]. 

Tsao, W.-C., Hsieh, M.-T., Shih, L.-W., Lin, T.M.Y. (2015) ‘Compliance with eWOM: The influence of 
hotel reviews on booking intention from the perspective of consumer conformity’, International 
Journal of Hospitality Management, 46, 99–111, available: 
http://linkinghub.elsevier.com/retrieve/pii/S0278431915000158. 

Vavra, T.G. (1997) Improving Your Measurement of Customer Satisfaction: A Guide to Creating, 
Conducting, Analyzing, and Reporting Customer Satisfaction Measurement Programs: Terry G. Vavra: 
9780873894050: Amazon.com: Books [online], ASQ Quality Press, available: 
http://www.amazon.com/Improving-Your-Measurement-Customer-Satisfaction/dp/0873894057 
[accessed 24 Feb 2014]. 

Ward, N. (2015) Hotels Need to Get the (Facebook?) Message [online], Tnooz, available: 
http://www.tnooz.com/article/hotels-Facebook-Messenger-
Business/#utm_source=Tnooz+Mailing+List&utm_medium=email&utm_campaign=1c3a3b597a-
RSS_EMAIL_CAMPAIGN&utm_term=0_c691357c44-1c3a3b597a-137279053 [accessed 1 Apr 2015]. 

Wei, W., Miao, L., Huang, Z. (Joy) (2013) ‘Customer engagement behaviors and hotel responses’, 
International Journal of Hospitality Management, 33, 316–330, available: 
http://www.sciencedirect.com/science/article/pii/S027843191200134X [accessed 30 Nov 2014]. 

Wendy Gao, B., Lai, I.K.W. (2015) ‘The effects of transaction-specific satisfactions and integrated 
satisfaction on customer loyalty’, International Journal of Hospitality Management, 44, 38–47, 
available: http://www.sciencedirect.com/science/article/pii/S0278431914001534 [accessed 12 Jan 
2015]. 

Xiang, Z., Schwartz, Z., Gerdes, J.H., Uysal, M. (2015) ‘What can big data and text analytics tell us 
about hotel guest experience and satisfaction?’, International Journal of Hospitality Management, 
44, 120–130, available: http://www.sciencedirect.com/science/article/pii/S0278431914001698 
[accessed 5 Dec 2014]. 

Xiang, Z., Tussyadiah, I., Baggio, R., Sigala, M., Inversini, A., Pesonen, J., eds. (2014) ‘Information and 
Communication Technologies in Tourism 2014’, in Xiang, Z. and Tussyadiah, I., eds., eProceedings of 
the ENTER 2014 PhD Workshop, Springer International Publishing: Cham, 1–146, available: 
http://link.springer.com/10.1007/978-3-319-03973-2. 

Ye, Q., Law, R., Gu, B., Chen, W. (2011) ‘The influence of user-generated content on traveler 
behavior: An empirical investigation on the effects of e-word-of-mouth to hotel online bookings’, 
Computers in Human Behavior, 27(2), 634–639, available: 
http://www.sciencedirect.com/science/article/pii/S0747563210000907 [accessed 10 Jul 2014]. 

Zeng, B., Gerritsen, R. (2014) ‘What do we know about social media in tourism? A review’, Tourism 
Management Perspectives, 10, 27–36, available: 
http://www.sciencedirect.com/science/article/pii/S2211973614000026 [accessed 20 Jul 2014]. 



Zhang, K., Narayanan, R., Choudhary, A. (2010) ‘Voice of the Customers : Mining Online Customer 
Reviews for Product Feature-based Ranking’, in Proceedings of the 3rd Conference on Online Social 
Networks, 11–11, available: http://www.usenix.org/event/wosn10/tech/full_papers/Zhang.pdf. 

Zhang, Y., Vásquez, C. (2014) ‘Hotels׳ responses to online reviews: Managing consumer 
dissatisfaction’, Discourse, Context & Media, 6, 54–64, available: 
http://www.sciencedirect.com/science/article/pii/S2211695814000233 [accessed 18 Feb 2015]. 

Zhu, Y.-Q., Chen, H.-G. (2015) ‘Social media and human need satisfaction: Implications for social 
media marketing’, Business Horizons, available: 
http://www.sciencedirect.com/science/article/pii/S0007681315000075 [accessed 12 Mar 2015]. 

 


